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Abstract

Visiting the beach environment is a major tourism motivational driver. It is therefore not
surprising that beach tourism is the largest segment of international tourism arrivals
worldwide. Beach tourist numbers are particularly booming in South-East Asia, where many
beach destinations such as Phuket, Bali, Sabah, Boracay have emerged. China is also seeking
to position itself as a beach tourism destination in international tourism markets. Hainan
Island is one of China‘s leading domestic beach destinations, and has the ambition to become
the international beach tourism hub of China. However, Hainan Island‘s visitation growth is
under-performing in comparison to other famous beach destinations in South-East Asia due
to the continuous decline of international arrivals. The challenge for Hainan Island is to boost
awareness and develop an appropriate destination brand image for promotion worldwide.
Effective destination branding can enhance consumer salience through the creation of a
distinctive and appealing image. There has been considerable research on this topic and
numerous attributes for different beach destination images have been identified. However,
less attention has been devoted to the study of travellers‘ image schemas that underpin
destination image formation. This thesis examines the destination image of Hainan Island
among Australian families to understand how image schema can be changed.
Schemas are knowledge structures stored in humans‘ long-term memory which are used to
direct attention, and encode and retrieve information for better information processing before
decision making. An understanding of schemas can provide insight into the individual mental
states underpinning human behaviour. In tourism, schemas allow tourists to process
destination information and make travel decisions. Image schemas are the broadest sort of
schemas and are used to build mental images of the destination and provide a framework for
organising relationships between attributes.
The Elaboration Likelihood Model (ELM) of persuasion considers schema as part of the
process of attitude formation and change. In particular, schema congruity theory is used in
marketing to understand how to change image schema. Image schema incongruity occurs
when there is a mismatching of images between an ideal and actual or target destinations,
thus influencing consumers‘ attitude toward this actual or target destination. There is little
empirical evidence both in marketing and tourism literature about ways to reduce image
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schema incongruity. However, researchers have suggested that storytelling may be a means to
change image schema incongruity.
Storytelling (both in written and verbal) has been used to make destination image salient for
travellers, change their attitude and increase their visit intentions. This is because stories may
communicate the core values of a destination that evoke the consumer‘s desire to visit.
Previous research has shown that narrative transportation plays a significant role in the
effectiveness of narrative persuasion in storytelling. The format (factual information versus
story) and perspective (first- versus third-person) of a story affect the level of narrative
transportation. Nevertheless, there is little research that seeks to understand the interaction
between format and perspective and their impact on narrative transportation, particularly in
the context of destination image. This research aims to extend schema theory by investigating
the influence of narrative transportation on the image schema congruity between Hainan
Island and an ideal beach destination. The effect of image schema congruity on attitude
towards the target destination was also investigated.
This study applied a sequential mixed-method approach to examine these relationships. First,
qualitative in-depth face-to-face interviews were conducted, assisted by use of the photo
elicitation (PE) technique. Australian family adults with children living at home were
selected for the sample given that family holidays are one of the main beach tourism market
segments. Interviews (N = 14) unveiled the existing image schema of the ideal beach
destination and 36 salient attributes and their relationships stored in their memory were
mapped. Based on analysis of the interview data, Hawaii was set as the best ideal beach
destination to calculate image schema congruity for the following quantitative research.
Next, a pilot study (N = 200) and then the main survey (N = 552) was conducted.
Respondents first evaluated attributes of, and attitude towards, Hawaii and Hainan Island in a
structured questionnaire. Then, using a quasi-experimental design, respondents were
randomly exposed to four variants of textual information about Hainan Island, manipulated
according to the narrative format (factual information versus story) and perspective (firstversus third-person). Respondents were then asked to evaluate the narrative transportation of
the treatment. The attributes and attitude to Hainan Island were then re-tested to look for
post-intervention changes.
Results show that respondents generally had a less positive attitude towards Hainan Island
pre-treatment, but their attitude and the attributes they associate with the destination can be
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positively changed. The storytelling intervention reduced the image incongruity between
Hainan Island and Hawaii (as proxy for an ideal beach destination), changing from negatively
incongruent to congruent or positively incongruent. The first-person story about Hainan
Island was found to have the greatest narrative transportation of the four treatments and
reported the most significant changes in image schema incongruity and attitude.
The findings of this thesis make significant contributions to the body of knowledge about
destination image, specifically image schema, narrative transportation and persuasion. It
introduces the concept of image schema into destination image research. It also extends
previous cognitive-affective theory of image to multi-dimensional image schema theory by
providing an overall image schema for the ideal beach destination. It combines the schema
theory and narrative transportation theory in beach tourism to explore how to change image
schema incongruity to attain positive attitude. The relationships among narrative
transportation of storytelling, image schema congruity and attitude are demonstrated. This
research confirms that storytelling can change schema incongruity and this impact on attitude
change, in which narrative transportation plays a mediatory role. In addition, this study
validates the interactional effects from narrative format and narrative perspective on narrative
transportation. Practically, the overall image schema of the ideal beach destination identified
in this study can help destination marketing organisations (DMOs) and tourism industry to
acquire in-depth understanding of tourists‘ perceptions before positioning their beach
destinations, and can be used as a benchmark to understand image schema congruity for
destination comparisons to improve destination competitiveness. It suggests that an increase
in salience is achieved through the matching of image schemas between the ideal and target
destinations. In particular, the textual information edited by salient attributes stored in
memory provides research-based suggestions for Hainan Island and other destinations on
how to tailor effective treatment to change image schema incongruity to obtain positive
attitude. The first-person story provides the greatest narrative transportation of the four
treatments tested, suggesting this format and perspective is best suited to change image
schema incongruity between the ideal and target beach destinations.
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Chapter 1 Introduction

1.1 Background
Visiting the beach is central to coastal and marine tourism. Indeed, coastal and marine
tourists constitute the largest segment of international tourism arrivals worldwide (UNWTO,
2015). In 2015, the 42 major coastal regions accounted for 69.1% of global overall
international tourist arrivals and 76.5% of receipts (UNWTO, 2015). Figure 1.1 shows the
percentage of international tourist arrivals and receipts in major coastal regions in 2015.
Although European regions have the highest proportion (47.68%) of international tourist
arrivals, Asian regions had the largest proportion of international tourist receipts (38.63%).
Asian demand for beach tourism is growing and, accordingly, beach tourism to South-East
Asian destinations is booming (UNWTO, 2008). Popular destinations such as Phuket in
Thailand, Bali in Indonesia, Sabah in Malaysia, and Boracay in Philippines compete with
each other (Sien, 2003; Wong, 1998).

International tourist arrivals
International tourist receipts

47.68%
38.63%
31.55%
29.97%
25.88%

17.14%

3.99%

Europe

Asia

America

0.90%

1.28%

1.24%

Oceania

Africa

1.12%

0.63%

Middle East

Figure 1.1 International tourist arrivals and receipts in major coastal regions in 2015
Source: UNWTO (2016)
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Given the popularity of beach tourism, China is also seeking to position itself as a beach
tourism destination. China has the third longest coastline in the world (at 32,000 kilometres).
In 2014, overall overnight international tourist arrivals to China reached 55.62 million, 70%
of which being in the 25 major coastal cities (State Oceanic Administration of China, 2015).
Figure 1.2 shows the breakdown of this market by destinations. Despite the inbound tourism
in China ranking the fourth worldwide and first in the Asian region (UNWTO, 2016),
inbound tourist arrivals in coastal provinces decreased by 7.2% in 2014 (National Tourism
Administration of China, 2016). International arrivals to China visited primarily for business
(35.8%), or to see relatives and friends (25.8%). Sightseeing and leisure accounted for 38.5%
of international visitors which is lower than many other countries such as Thailand (87.5%),
Vietnam (60.5%), and Indonesia (57.7%) (UNWTO, 2017). International visitors to China are
more interested in traditional culture than sightseeing and leisure. The top Chinese
destinations are inland rather than beach areas (Facebook & IPSOS, 2015). International
beach tourism in China is still in its infancy. China has not established a distinctive coastal
destination image for international tourists, despite its wealth of marine and coastal tourism
resources.
City: Beihai

0.23%

Cities: Haikou & Sanya
2.10%
1.04% City: Qinhuangdao
4.06%

Tianjing City

4.95%

Hebei Province
Liaoning Province
32.77%

Shanghai City
Jiangsu Province

Cities: Guangzhou &
Shenzhen & Zhuhai &
Shantou & Zhanjiang &
Zhongshan

31.48%
City: Shanghai

Zhejiang Province
Fujian Province
Shandong Province
Guangdong Province
Guangxi Province

6.98%

Hainan Province
6.84%

8.08%

1.47%
Cities: Nantong & Lianyungang

Figure 1.2 International arrivals in coastal cities of China in 2014
Source: China Marine Statistical Yearbook 2015(State Oceanic Administration of China, 2015)
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Hainan Island, the southernmost province of China, is one of China‘s leading beach
destinations for domestic visitors and its largest marine area (2.1 million km2 including 280
small islands). The annual average temperature is between 23℃ and 25℃ (Statistical Bureau
of Hainan Province, 2015). Since 2010, China‘s national strategy has included the
development of Hainan Island as a world-class beach resort (State Council of P.R.China,
2009). However, international arrivals to this destination (excluding visitors from Hong Kong,
Macao and Taiwan) represent only 2.1% of that of all coastal provinces in China (as shown in
Figure 1.3). Indeed, between 2011 and 2015, international visitor numbers to Hainan
decreased by 36.6% (refer to the red line in Figure 1.3). In contrast, international visitors in
Phuket have increased by 34.0% in 2015 (Absolute World Group, 2016), by 22.6% in Bali
(Bali Government Tourism Office, 2016) and 12.9% in Boracay in 2016 (Zabal, 2017).

814.60

International arrivals
663.30
608.40
561.70

Foreigners
Hongkong & Macao

474.00
355.90

Taiwan

233.10
121.00

147.50

120.10
129.30
119.80

68.30

2010

2011

2012

2013

2014

2015

Figure 1.1
Figure 1.3 International arrivals in Hainan from 2010-2015 (1,000 person-times)
Source: Hainan Statistical Yearbook 2016 (Hainan Statistical Bureau, 2016)

Currently, Hainan Island is underperforming in comparison to other beach destinations in
South-East Asia. One reason that explains the contrast between Hainan Island and other
island destinations in South-East Asia is low destination awareness and a poorly defined
tourism destination brand (Sanya Tourism Association, 2016). Therefore, the challenge for
destination marketers of Hainan Island is to boost awareness and develop an appropriate
image of Hainan Island as a beach destination for further branding. Given the popularity of
the beach as a motivation for travel, it is proposed that enhancing Hainan Island‘s beach
destination awareness and image will enhance its destination brand and improve its
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competitiveness in the new booming beach tourism market in South-East Asia. Therefore, the
research problem that this study addresses is:
How to persuade international tourists to visit Hainan Island for a beach holiday?
This question can be informed by destination branding theories and concepts and, specifically,
how brands are formed in the minds of consumers. Effective branding is essential for the
success of destination marketing (Baker & Cameron, 2008) as it enhances consumer salience
through differentiation and building emotional connections (Blain, Levy, & Ritchie, 2005).
Destination branding requires building a distinctive and appealing destination image to
reinforce mental associations with this destination brand (Marzano & Scott, 2009) and
influence destination choice (Apostolopoulou & Papadimitriou, 2015).
Destination image has been a prominent research topic in marketing and tourism literature
since the 1970s (Goodrich, 1978; Hong-Bumm, 1998; Murphy, 2000; Pearce, 1982; Zhang,
Wu, & Buhalis, 2017). A considerable amount of research relies on the cognitive-affective
theory of image to investigate destination image. Previous beach tourism research has
identified many attributes that influence the decision to visit a beach destination as shown in
Table 2.1 (Baloglu & McCleary, 1999; Beerli & Martin, 2004; Qu, Kim, & Im, 2011; Stylos,
Vassiliadis, Bellou, & Andronikidis, 2016; Tasci, 2009). However, less attention has been
devoted to the study of attributes important for special segments (Pike, 2012) such as outdoor
activities for family markets (Franklin, 2014) rather than shopping (Moscardo, 2004).
Importantly, such attributes have linkages with each other (Gengler, Klenosky, & Mulvey,
1995; Li & Stepchenkova, 2012). In one recent study, the linkage between attributes of
Antalya were summarised under three themes—sun, sea, and beach (Atadil, Sirakaya-Turk,
Baloglu, & Kirillova, 2016). The attributes associated with a destination and the relationships
between them are termed ‗image schema‘. When someone is thinking about a destination,
they call upon this image schema to form an image of the destination. This study will use a
schema perspective to understand destination image formation.
Schemas are knowledge structures that organise perceptions, thoughts and memories. These
structures guide the information processing involved in making a decision (Brewer &
Nakamura, 1984; Ghosh & Gilboa, 2014). Accordingly, a schema helps tourists to process
destination information and make travel decisions (Dellaert, Arentze, & Horeni, 2014). The
Elaboration Likelihood Model (ELM) of persuasion (Petty & Cacioppo, 1986) proposes that
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schemas are important for attitude formation, reinforcement and alteration (Perloff, 2010;
Stiff & Mongeau, 2003). Schema congruity theory (Mandler, 1982) discusses three levels of
match between an objective and an activated schemas: 1) congruity (i.e., the activated
schemas are consistent with the existing schema); 2) moderate incongruity (i.e., the activated
schemas are partially inconsistent with the existing schema); and 3) extreme incongruity (i.e.,
the activated schemas are thoroughly inconsistent with the existing schema ).
Schema congruity theory has gained increased attention in marketing and begun to attract the
interest of tourism scholars as it provides an understanding of individual mental states behind
human behaviour (Jurca & Madlberger, 2015; Srivastava & Sharma, 2012; Stumpf & Baum,
2016). Schema congruity has been related to positive attitude (Gross & Wiedmann, 2015;
Spielmann, 2016; Visbal, Herrera-Mendoza, Orozco-Acosta, & Herzberg, 2017) in the
context of destination brand advertising (Lehto, Lee, & Ismail, 2014). Extreme incongruent
image schema results in negative attitudes (Grohs & Reisinger, 2005). Conversely, an
existing negative attitude (due to schema incongruity ) can be changed to a positive attitude
when the existing extreme is turned to moderate incongruity (Meyers-Levy & Tybout, 1989).
This is because the moderate incongruity could prevail during information supply and
enhance positive attitudes (Jurca & Madlberger, 2015; Yoon, 2013). However, few studies
have explored schema congruity between ideal and actual or target destination images, as
well as how to reduce schema incongruity to attain positive attitude, and to reduce schema
incongruity to attain positive attitudes (Halkias & Kokkinaki, 2014). This study examines the
potential of storytelling to reduce image schema incongruity.
Storytelling is a powerful tool used to change consumer attitude and intention towards a
product, service or, in the case of this study, a place (Grønhøj & Thøgersen, 2012; Li, 2014;
Loureiro, Almeida, & Rita, 2013). It is used because a story format is an effective way to
transmit knowledge (Connell, Klein, & Meyer, 2004; Lugmayr et al., 2016) and change a
consumer‘s schema (Beamish & Beamish, 2015). For instance, stories help people to learn
and increase their understanding about an object. Such changes in a schema are an important
element in human thinking and behaviour (Harbour & Kisfalvi, 2014; Piaget, 1936;
Schneider, 2004). In tourism, storytelling can improve the saliency of destinations, change
consumers‘ attitudes towards places and entice them to visit (Chronis, 2012; Lund, Cohen, &
Scarles, 2018; Stokowski, 2002; Wong, Lee, & Lee, 2015). Effective storytelling delivers the
core values of a destination offering and encourage exploration (Bryon, 2012; Olsson,
Therkelsen, & Mossberg, 2016).
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Narrative transportation plays a significant role in the process of persuasion via storytelling
(Appel & Richter, 2010; Wong et al., 2015). The format of a story—termed narrative format
(factual information versus story) (Ben Youssef, Leicht, & Marongiu, 2018; Jones, 2014;
Kim, Ratneshwar, & Thorson, 2017)—and its perspective (first- versus third-person) (Christy,
2017; Macrae, Raj, Best, Christian, & Miles, 2013; Winterbottom, Bekker, Conner, &
Mooney, 2008) affect the level of narrative transportation. This study will explore the
interactional effects of narrative format and perspective story on narrative transportation
(Hinyard & Kreuter, 2007; Thompson, 2014).
1.2 Research Objective and Questions
The objective of this thesis is to study the effect of the narrative transportation of storytelling
on image schema incongruity and attitude. This study is conducted with adults in Australian
families as they are a key market for beach tourism (Franklin, 2014) and are a target
international visitor market for Hainan Island and China (National Tourism Administration of
China, 2016). Hainan Island is used as the beach destination. The research questions of this
study are:
RQ1: What is the existing image schema of the ideal beach destination for the
Australian family market?
RQ2: Are the image schemas of an ideal beach destination and Hainan Island
congruent?
RQ3: How does an incongruent image schema influence attitude towards Hainan Island?
RQ4: How do narrative format and narrative perspective of textual information about
Hainan Island influence narrative transportation?
RQ5: How does the narrative transportation of textual information influence image
schema congruity between the ideal beach destination and Hainan Island?
1.3 Justification for the Research
This research draws upon two discrete streams of literature: schema theory and the narrative
transportation theory of storytelling. Schema theory has had limited application in tourism
despite being fundamental to the process of persuasion, consumers‘ attitude and intention
towards an object. Despite nearly four decades of destination image research (Pike, 2002;
Stepchenkova & Mills, 2010), the tourism literature lacks any studies of the role of schema in
building destination image. Secondly, schema congruity has had limited application in
tourism (Florek & Insch, 2011) despite its potential for using it in the study of destination
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branding (Fletcher, Simpson, Thomas, & Giles, 1999; White, 2014). Thirdly, the Elaboration
Likelihood Model (ELM) ―in the context of schema incongruity is an important and delicate
issue that researchers should examine thoroughly‖ (Halkias & Kokkinaki, 2014, p. 408),
since the reduction of schema incongruity has an effect on attitude change (Meyers-Levy &
Tybout, 1989).
Furthermore, this study uses narrative transportation theory to examine change in schema
incongruity. Storytelling is a persuasive tool to influence consumer attitude and intention
(Grønhøj & Thøgersen, 2012; Li, 2014; Loureiro et al., 2013). Storytelling plays a significant
role in regulating and enhancing the effects of narrative persuasion (Appel & Richter, 2010;
Wong et al., 2015). This study provides evidence for the ability of storytelling to reduce
image schema incongruity and influence on attitude. It is the first to study the interaction
between narrative format and narrative perspective on narrative transportation (Volkman &
Parrott, 2012) and thus can inform the design of messaging for tourism destinations.
1.4 Research Methodology
This study uses a sequential exploratory mixed method to address these research questions.
First, in-depth face-to-face interviews were undertaken using a photo elicitation (PE)
technique to unpack existing image schemas of an ideal beach destination. The qualitative
data were analysed to identify salient attributes and their relationships stored in an image
schema and also to identify Hawaii as a proxy for an ideal beach destination. These salient
attributes were also used to create the textual information used as treatment in the following
quantitative research. A pilot study was utilised to test the validity and effectiveness of scales
to measure image schemas, and in addition, to test the textual information.
The quasi-experiment was conducted using an online survey. First, the congruity of the
respondent‘s image schema for Hainan Island and an ideal beach destination (Hawaii), along
with their initial attitude towards Hainan Island were determined. Next, respondents were
randomly assigned to one of four groups and asked to read textual information about Hainan
Island. This textual information was designed to vary in narrative format (factual information
versus story) and narrative perspective (first- versus third-person). Following this,
respondents were asked questions to determine the degree of narrative transportation and
change in attitude to Hainan Island. Statistical analysis tested the relationships between
narrative transportation, image schema congruity, and attitude. The research design and
methods are explained in more detail in Section 4.2 and Section 5.2.
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1.5 Contributions
This study makes significant theoretical and practical contributions. Theoretically, it
introduces the concept of image schema into destination image research, and identifies the
overall image schema for an ideal beach destination. In doing so, it extends the prior concept
of destination image based on cognitive-affective dimensions to one based on multidimensional image schema theory. This highlights the psychological nature of destination
image and the role of image schema in image creation. Moreover, this study is the first to
connect the theories of schema incongruity and narrative transportation to provide a
theoretical basis for changing schema incongruity. The results empirically confirm the
influence of narrative transportation on change of schema incongruity, as well as the
interactional impact of narrative format and narrative perspective on narrative transportation.
Finally, this study supports the ELM model of persuasion by demonstrating the role of the
changes of schema incongruity on attitude changes. It significantly asserts that a less positive
attitude can be changed to a more positive attitude when negative incongruent image schemas
are changed to more positively moderate incongruent schemas.
Methodologically, this study applied NVivo 11 plus software to map out the overall image
schema of the ideal beach destination. The software was chosen especially for its function of
network sociograms for building attribute relationships. This provided supplementary
evidence for the methodological appeal advocated by Woods, Paulus, Atkins, and Macklin
(2016) that more qualitative research use qualitative data analysis software to obtain more
transparent outcomes, as to date, only 10 percent of qualitative studies used program outputs
for data analysis.
Practically, the overall image schema of the ideal beach destination provided by this study
can help Destination Management Organisations (DMOs) and the tourism industry to
understand tourists‘ perceptions before undertaking the positioning of their beach destinations.
It is especially important to identify the salient attributes of the image schema as these are
vital for destination positioning. The current study also highlights the importance of using an
ideal beach destination as a benchmark to understand image schema congruity. Additionally,
this study empirically demonstrates how storytelling can be used to change image schema
congruity and build positive destination images.
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1.6 Delimitations and Limitations
There are two delimitations and one limitation noted for this study. The first delimitation is
that the sample comprised only Australian adults in the family life stage with children living
at home, ranging in age from 25 to 55. This Australian family-oriented sample was chosen to
match the demographics of international arrivals in China and to provide rich information
about their ideal beach destination. To avoid experience bias, the selected respondents were
only those who had not been to Hawaii and Hainan Island before.
Secondly, this study is delimited to the context of beach destination and specifically focuses
on Hainan Island in China. The current study aimed to investigate ways to persuade
international visitors to holiday in Hainan Island through changing their image schema
incongruity and attitudes. However, the approach taken may also be used to investigate other
tourism settings. Hawaii was selected as the ideal beach destination based on the findings of
the qualitative study.
Finally, the quasi-experiment design in this study caused order effects from repeated
measures. This is because the subjects evaluated Hainan Island twice—pre- and posttreatment. Although it used a matched pairs design to reduce these problems as much as
possible, it is hard to completely avoid this order effect; for instance, some data were
impacted by the interaction between the time order and narrative transportation. Future
research needs more considerations to reduce order effects through the use of randomisation
and demographic balance.
1.7 Definition of Terms
To assist the reader, Tables 1.1 and 1.2 provide definitions of terms and abbreviations used
throughout this thesis. Table 1.1 summarises the key terms and definitions, and Table 1.2
provides a list of abbreviations used.
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Table 1.1 Definition of terms
Terms

Explanations

Adapted from/citation

Branding

―A distinguishing name and/or symbol (such as a logo,
trademark, or packaged design) indented to identify the
goods or services of either one seller or a group of sellers,
and to differentiate those goods from those of
competitors‖.

(Aaker, 2009, p. 7)

Destination
branding

―Destination branding is the set of marketing activities 1)
that support the creation of a name, symbol, logo, word
mark or other graphic that readily identifies and
differentiates a destination; that 2) consistently convey the
expectation of a memorable travel experience; that 3) serve
to consolidate and reinforce the emotional connection
between the visitor and the destination; and that 4) reduce
consumer search costs and perceived risk. Collectively,
these activities serve to create a destination image that
positively influences consumer destination choice‖.

(Blain et al., 2005, p.
337)

Destination image

―A voluntary, multisensory, primarily picture-like, qualiaarousing, conscious, and quasi-perceptual mental (i.e.,
private, non-spatial, and intentional) experience held by
tourists about a destination. This experience overlaps
and/or parallels the other mental experience of tourists,
including
their
sensation,
perception,
mental
representation, cognitive map, consciousness, memory and
attitude of the destination‖.

(Lai & Li, 2016, p.
1074)

Persuasion

A purposeful communication for people‘s attitude
formation, reinforcement and alteration.

(Cialdini, Petty, &
Cacioppo, 1981; Perloff,
2010; Pfau & Parrott,
1992; Stiff & Mongeau,
2003)

Schema

Knowledge structures stored in a person's memory that
facilitate information processing and guide human
behaviour.

(Adekoya, 2013; Ghosh
& Gilboa, 2014; Nelson,
2015)

Tourist schema

Tourist schemas are mental representations underpinning
travel decision making of tourists. It involves four
components including attributes (A), benefits (B),
situations (S), and causal relations.

(Arentze, Dellaert, &
Timmermans, 2008;
Dellaert et al., 2014)

Image schema

―A set of abstract mental entities which derive mainly
from the sensorimotor experience of motion and spatial
relations in the process of one‘s interaction with the
environment‖.

(Yang, 2016, p. 380)

Schema congruity

The match between an object and its activated existing
schemas, the levels of which include schema congruity,
moderate incongruity and extreme incongruity.

(Mandler, 1982)
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Continual Table
Positively extreme
image schema
incongruity

A positively thorough mismatch between the perceived
and desired images of a brand.

(Hu, Liu, Wang, & Yang,
2012; Insch, Mather, &
Knight, 2017; Mandler,
1982)

Positively moderate
image schema
incongruity

A positively partial mismatch between the perceived and
desired images of a brand.

(Hu et al., 2012; Insch et
al., 2017; Mandler, 1982)

Image schema
congruity

A match between the perceived and desired images of a
brand.

(Hu et al., 2012; Insch et
al., 2017; Mandler, 1982)

Negatively moderate
image schema
incongruity

A negatively partial mismatch between the perceived and
desired images of a brand.

(Hu et al., 2012; Insch et
al., 2017; Mandler, 1982)

Negatively extreme
image schema
incongruity

A negatively thorough mismatch between the perceived
and desired images of a brand.

(Hu et al., 2012; Insch et
al., 2017; Mandler, 1982)

Attitude

―A global and relatively enduring evaluation of an
object, issue, or person‖.

(Pratt & Sparks, 2014, p.
447)

Storytelling

―Sharing of knowledge and experiences through
narrative and anecdotes in order to communicate lessons,
complex ideas, concepts, and causal connections‖.

(Sole & Wilson, 2002, p.
6)

Narrative
transportation

A sensation of being transported during the process of
storytelling, the capability of which is to regulate and
enhance the effects of narrative persuasion.

(Appel & Richter, 2010;
Wong et al., 2015)

Factual information

The ―expository and didactic styles of communication
that present propositions in the form of reasons and
evidence supporting a claim‖.

(Kreuter et al., 2007, p.
222)

Story

―A representation of connected events and characters
that has an identifiable structure, is bounded in space and
time, and contains implicit or explicit messages about the
topic being addressed‖.

(Kreuter et al., 2007, p.
222)

First-person narrative

―An account of an individual‘s experience conveyed in
the first person often called testimonial evidence‖ (e.g.,
‗I‘ or ‗me‘).

(Winterbottom et al.,
2008, p. 2080)

Third-person
narrative

―An account of an individual‘s experience conveyed in
the third person‖ (e.g., ‗he or ‗she‘).

(Winterbottom et al.,
2008, p. 2080)
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Table 1.2 Abbreviation of terms
Terms

Explanations

ToM

Theory-of-Mind

ELM
+EIC

Elaboration likelihood model of persuasion
Positively extreme incongruity

+MIC

Positively moderate incongruity

+IC
C

Positively incongruity
Congruity

-IC
-MIC

Negatively incongruity
Negatively moderate incongruity

-EIC

Negatively extreme incongruity

HW

Hawaii

HI1
HI2

Hainan Island pre-treatment
Hainan Island post-treatment

MD

Mean Difference

MD1
MD2

Mean difference between Hainan Island and Hawaii (pre-treatment)
Mean difference between Hainan Island and Hawaii (post-treatment)

SD

Standard Deviation

FL
CR

Factor Loadings
Composite Reliability

AVE
Alpha

Average Variance Extracted
Cronbach‘s alpha

KMO
Bartlett‘s

Kaise-Meyer-Olkin
Bartlett‘s test of sphericity

NT1

Narrative Transportation of first-person factual information (Group A)

NT2
NT3

Narrative Transportation of third-person factual information(Group B)
Narrative Transportation of first-person story(Group C)

NT4

Narrative Transportation of third -person story(Group D)

NL
CL

Natural beach
Cultural beach

BS
BE

Beach service
Beach environment

BA
SY

Beach activity
Sensory beach

AB

Affective beach

SL

Social beach

1.8 Thesis Outline
Figure 1.4 provides the structure of the six chapters of this thesis. Chapter 1 has provided an
introduction to this research. Chapter 2 next presents a review of the relevant literature and
identifies the research gaps. An overview of corresponding methodology is outlined in
Chapter 3. Chapter 4 discusses the qualitative research method in detail and reports
25

qualitative findings and relevant discussion. Chapter 5 provides the details for quantitative
research method and relevant results. Lastly, Chapter 6 discusses the quantitative results,
provides the conclusion of the research, along with the contributions, limitations and areas for
future research.

Chapter 1: Introduction










Chapter 2: Literature review









Background
Research objective and questions
Justification for the research
Research methodology
Contributions
Delimitations and limitations
Definitions of terms
Thesis outline
Conclusion

Introduction
Destination branding
Destination image
Persuasion
Schema
Storytelling
Study hypotheses
Conclusion

Chapter 3: Methodology





Chapter 4: Qualitative method and findings
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Introduction
Research paradigms
Using a mixed-methods approach
Using a sequential mixed-methods
design
Research design and implementation
Ethical considerations
Conclusion

Chapter 5: Quantitative method and findings





Chapter 6: Quantitative method and findings

Introduction
Quantitative method
Results
Conclusion








Introduction
Discussion
Contributions and implications
Delimitations and limitations
Future research
Conclusion



Conclusion

Figure 1.4 Outline of the thesis

1.9 Conclusion
This chapter has provided an introduction to the study and this thesis. The background of this
topic, the research objective and questions were discussed, followed by a justification of the
relevance of this research to academics and practitioners. The research methodology was
outlined, and theoretical and practical contributions given. The chapter concluded with the
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limitations and delimitations of the study, along with an outline of the thesis structure. The
literature review is the next chapter of this thesis and provides the theoretical underpinnings
of this study.
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Chapter 2 Literature Review

2.1 Introduction
A literature review is conducted at the beginning of a study to position the study within its
theoretical background. It provides a convincing argument to answer research questions
(Machi & McEvoy, 2016). A quality literature review ensures a successful start of a study
(Boote & Beile, 2005).
To explore the research problem and answer the research questions proposed in Chapter 1,
this review examines in turn: 1) destination branding; 2) destination image; 3) persuasion; 4)
schema; 5) storytelling and as a result identifies relevant gaps in the tourism literature. Firstly,
destination branding is reviewed to discuss the role of destination image in building a
destination brand. Secondly, prior literature on beach destination image reveals an absence of
studies of the concept of schema and image schema. Thirdly, a review of persuasion theory
highlights the importance of the concept of schema in decision and persuasion processes, and
research gaps relating to schema and image schema in tourism are noted. Finally, the
storytelling-related literature is discussed to understand the relationships between schema
congruity, attitude and narrative transportation. The structure of this chapter is shown in
Figure 2.1. To begin, the following section introduces the concept of destination branding.

Marketing & Tourism
Destination Branding

Persuasion

Destination Image

(Image) Schema

Storytelling

Figure 2.1 Outline of the literature review
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2.2 Destination Branding
2.2.1 Branding
A brand is:
A distinguishing name and/or symbol (such as a logo, trademark, or
packaged design) indented to identify the goods or services of either one
seller or a group of sellers, and to differentiate those goods from those of
competitors (Aaker, 2009, p. 7).
This definition underscores the goods and services differentiation during product branding
that is used to help consumers to simplify decisions, reduce perceived purchase risk, and
create and deliver their expectations (Pike, 2012). In fact, product branding in practice can be
dated back to thousands of years ago; this is evident in the identification marks found on
potteries from China, Europe and India in 1300 BC (Rosenbaum-Elliott, Percy, & Pervan,
2015). To date, branding not only aims to differentiate products, but also purports to ―incite
beliefs, evoke emotions and prompt behaviours‖ (Kotler & Gertner, 2002, p. 249). Morrison
and Crane (2007) assert that a unique emotional brand experience rather than just providing
services is beneficial to build a strong service brand, as emotions are such a powerful way to
influence consumers‘ selection, satisfaction and loyalty towards this service brand.
There are three key components in branding a destination: brand identity, brand positioning,
and brand image (Pike, 2012). Brand identity focuses on the self-image aspired to by
destination stakeholders. These stakeholders determine the meaning of a brand that provides
a strategic vision and drives brand associations (Aaker, 1996). Brand image represents the
actual image perceived by external consumers. This image reflects the brand associations
stored in their memories (Rosenbaum-Elliott et al., 2015). Brand image is central in building
brand identity, while brand identity reflects brand image (Cai, 2002; Florek, Insch, & Gnoth,
2006). During the branding process, brand positioning seeks to achieve congruence between
brand identity and brand image, leading to benefits for both producers and consumers (Pike,
2012). Effective brand positioning provides a succinct message that attracts consumers‘
attention, and makes it easier for customers to make decisions.
2.2.2 Destination branding
Destination branding has become a central topic of inquiry in tourism marketing since the late
1990s (Pritchard & Morgan, 1998; Westwood, Morgan, Pritchard, & Ineson, 1999; Williams
29

& Palmer, 1999). The definition of destination branding proposed by Blain et al. (2005) is as
follows:
Destination branding is the set of marketing activities 1) that support the
creation of a name, symbol, logo, word mark or other graphic that readily
identifies and differentiates a destination; that 2) consistently convey the
expectation of a memorable travel experience; that 3) serve to consolidate
and reinforce the emotional connection between the visitor and the
destination; and that 4) reduce consumer search costs and perceived risk.
Collectively, these activities serve to create a destination image that
positively influences consumer destination choice (p.337).
This definition emphasises both producers‘ and consumers‘ perspective of a destination brand
(Pike, 2012) and indicates that identification and differentiation are two essential functions of
destination branding. Identification allows a customer to know the characteristic attributes of
a product, while differentiation distinguishes a product from its competitors (Qu et al., 2011).
If a destination is considered as a product, identification involves tangible destination
attributes such as beaches, food and transportation, as well as intangible features such as
culture, history and customs (Florek, 2005). Due to the complex nature of a destination, it is
necessary for suppliers to include generalised desirable attributes or features in a brand
identity (Konecnik & Go, 2008). Destination differentiation stresses the brand associations
that are advantageous in distinguishing a place from competitors, such as higher quality
accommodation, special attractions, and/or better designed public spaces (Dinnie, 2009). The
distinctiveness and uniqueness of a destination can lead to positive evaluation and attachment
to this destination (Rosenbaum-Elliott et al., 2015) rather than brands (Qu et al., 2011).
Traditional marketing considers the core of branding to be the functional features and
benefits of products, and that consumers are rational decision-makers (Williams, 2006). On
the other hand, experiential marketing views consumers as emotional beings and that the
heart of branding is their engagement in pleasurable and memorable experience (Hwang &
Seo, 2016; Jauhari & Bharwani, 2017; Schmitt, 1999). The process of destination branding
integrates a visitor‘s experience, as visitors consume and evaluate the entire traveling
experience to and within the destination rather than merely purchasing individual tourism
products and services (Otto & Ritchie, 1996; Tung & Ritchie, 2011). The difference between
traditional and experiential marketing is a focus on the consumption of a total experience
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rather than purely functional benefits (Leighton, 2007). Experiential marketing views special
experiences and unforgettable memories as the decisive factor for competitiveness, since they
affect consumers‘ emotions and, in turn, their behaviour intentions (Ali & Amin, 2014;
Prayag, Hosany, Muskat, & Del Chiappa, 2017; Tsaur, Chiu, & Wang, 2007). A memorable
experience involves consumers‘ senses—sight, sound, touch and feeling—in an unforgettable
way (Schmitt, 1999). Likewise, a successful destination brand delivers an expectation of a
memorable travel experience related to a destination (Blain et al., 2005; Tukamushaba, Xiao,
& Ladkin, 2016). The success of a destination brand such as ―100% Pure New Zealand‖, for
example, is ascribed to the use of both functional benefits (e.g., purity) and emotional
benefits (e.g., freedom) (Morgan, Pritchard, & Piggott, 2002).
Accordingly, a destination branding should create, consolidate and reinforce the emotional
connection between a visitor and the destination (Blain et al., 2005). This emotional appeal
can contribute to satisfaction, loyalty and visit intention towards this destination (Coghlan &
Pearce, 2010; Morrison & Crane, 2007; Tung & Ritchie, 2011). For example, Canada in 2007
replaced a functional campaign: ‗Come to Canada, we have beautiful scenery and mountains‘
with an experiential one: ‗Canada. Keep Exploring‘ (Hudson & Ritchie, 2009). The ‗Keep
Exploring‘ campaign creates curiosity and an emotional bond between consumers and this
destination. This emotional arousal stimulates a desire to experience Canada and create
adventures and extraordinary stories (Morgan & Pritchard, 2002). Similarly, New Zealand‘s
brand emphasises authentic and genuine discovery (Carl, Kindon, & Smith, 2007), India‘s
highlights unique experiences for physical invigoration, mental rejuvenation, cultural
enrichment and spiritual elevation (Geary, 2013), and Las Vegas‘ brand provides exciting,
sexy and safely dangerous experience (Griskevicius et al., 2009). These authentic, genuine,
spiritual, emotional and exciting brands create expectations of memorable experiences (Tung
& Ritchie, 2011).
Destination branding can reduce information search costs and perceived risk which are
important customer benefits. Consumers seek information to reduce uncertainty and
perceived risk for their destination choices (Fodness & Murray, 1997; Fuchs & Reichel,
2011). Gathering and processing information incurs time, money, and psychological costs
(Erdem & Swait, 1998; Jones, Mothersbaugh, & Beatty, 2002). The higher the perceived risk,
the more extensive is the information search required and more are the costs involved.
Seddighi and Theocharous (2002) propose that destination branding helps to reduce search
costs and also facilitates information processing. Here, brands are market signals that increase
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confidence in their purchase decision (Erdem, Swait, & Valenzuela, 2006; Hudson & Ritchie,
2009). The creation of a destination image is the core of destination branding as it is a
recognisable brand identity that influences consumer destination choice.
Destination branding and destination image are interrelated but different concepts (Hall, 1999;
Pritchard & Morgan, 2001). A destination brand image is the ―perceptions about the place as
reflected by the associations held in tourist memory‖ (Cai, 2002, p. 723). Effective branding
relies on identifying the most relevant associations and strengthening their linkages to the
brand. A destination image is a set of beliefs (and associations) that consumers hold about
this brand (Jensen & Kornellussen, 2002), while destination branding is a process that
identifies and differentiates a destination by building a positive, distinctive and appealing
destination image (Cai, 2002). Ekinci (2003) points out that successful destination branding
includes, in a destination image, cognitive components to satisfy tourists‘ physical needs (e.g.,
eating), as well as emotional components to satisfy their emotional needs (e.g., relaxation and
excitement).
In short, destination branding is an indispensable part of a destination marketing strategy
(Morgan, Pritchard, & Pride, 2007). Effective branding can strengthen destination salience
through meaningful identification and differentiation, as well as emotional attachment to
consumers (Pike, 2012). The creation of an appealing destination image is the core of
destination branding, as it influences consumers‘ decision making (e.g., destination choice)
(Chon, 1990). A destination image created through destination branding can emotionally
attach consumers to a destination (Morgan et al., 2002). The term ‗destination image‘ is
interchangeable with brand image when a destination is positioned as a brand (Bruwer &
Lesschaeve, 2012; Prayag, 2010; Saraniemi, 2011). Therefore, creating or enhancing brand
identity of a destination requires an understanding of the destination image perceived by
consumers (Qu et al., 2011). The following section reviews destination image research in
general and in the context of beach destinations.
2.3 Destination Image
2.3.1 Definition
Destination image has received considerable attention in tourism research since the 1970s
(Crompton, 1979; Pike, 2002; Stepchenkova & Mills, 2010). Destination image is a complex
interdisciplinary research concept (Darbellay & Stock, 2012) and scholars use terms such as
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―beliefs‖, ―ideas‖, and ―impressions‖ in its definition (Dadgostar & Isotalo, 1992; Embacher
& Buttle, 1989; Kim & Richardson, 2003; MacKay & Fesenmaier, 1997; Tapachai &
Waryszak, 2000; Whang, Yong, & Ko, 2016). Crompton (1979) has provided a commonly
accepted definition of destination image as, ―the sum of beliefs, ideas, and impressions that a
person has of a destination‖ (p. 18). Destination image is defined from an experience
perspective by Milman and Pizam (1995) as, ―a sum total of the images of the individual
elements or attributes that make up the tourism experience‖ (p. 22). From an attitudinal
perspective, Faullant, Matzler, and Füller (2008) view destination image as, ―an attitude-like
construct consisting of cognitive and affective evaluations‖ (p. 165). Huang, Li, and Cai
(2010) provide a psychological definition of destination image as, ―a mental structure that
integrates the elements, impressions, and values people project onto a specific place‖ (p.
255). Saraniemi and Kylänen (2011) adopt a sociological definition of destination image as,
―the results of social practice and, thus, processual structures of meaning and values‖ (p.
138).
These different definitions of the concept of destination image suggest the concept is
complex, multiple, relative, and dynamic (Gallarza, Saura,

Garc a, 2002; Kislali,

Kavaratzis, & Saren, 2016). Its various interpretations and understandings are derived from
multiple disciplines which emphasise different thoughts, opinions, feelings, visualisations and
intentions towards a destination (Jenkins, 1999; Tasci, Gartner, & Cavusgil, 2007).
Destination image is dynamic since it changes pursuant to time and space. Much of the
ambiguity in the understanding of destination image is caused by the absence of a precise and
uniform definition, and this has led to doubts about the usefulness of this concept in academic
research and practice (Jenkins & Chai, 2007; Lai & Li, 2016; White, 2004).
This thesis adopts a definition by Lai and Li (2016) whereby destination image is:
A voluntary, multisensory, primarily picture-like, qualia-arousing, conscious,
and quasi-perceptual mental (i.e., private, non-spatial, and intentional)
experience held by tourists about a destination. This experience overlaps
and/or parallels the other mental experience of tourists, including their
sensation, perception, mental representation, cognitive map, consciousness,
memory and attitude of the destination (p. 1074).
This definition focuses on a core meaning of destination image as a ‗mental experience‘; that
is, the psychological nature of destination image derived from inner experience, including
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sensation, perception, mental representation, cognition, consciousness, memory and attitude.
This psychological tradition is in accordance with image as a mental picture (Li &
Stepchenkova, 2012), a mental notion (Molina, Gómez, & Martín-Consuegra, 2010), a
mental perception (Jamaludin, Johari, Aziz, Kayat, & Yusof, 2012), and a mental structure
(Huang et al., 2010). In this updated definition, however, ‗private‘, ‗non-spatial‘ and
‗intentional‘ indicate that the mental experience is personal, non-spatial and always
behaviour-oriented. The terms ‗voluntary‘, ‗multisensory‘, ‗primarily picture-like ‘, ‗qualiaarousing‘, consciousness‘ and ‗quasi-perceptual‘ in this definition emphasise six
differentiating characteristics of destination image. ‗Voluntary‘ and ‗consciousness‘ indicate
that the formation of a destination image relies on subjective and internalised sensation rather
than limited to external stimuli. In other words, the mental image about a destination is
formed voluntarily and in our consciousness through memory organisation and imagination
(McGinn & Mac Ginn, 2004). Also, the formation of destination image is a ‗multisensory‘
mental experience (Goldstein, 2011; Macrae et al., 2013; Son & Pearce, 2005). A destination
image involves a cognitive map of a destination pictorially produced as a mental
representation in a human mind as a response to this mental experience (Ryan & Cave, 2005;
Son, 2005), and is represented by the terms ‗qualia-arousing‘ and ‗primarily picture-like‘.
Finally, destination image is a product of perceptual experience (including sensation) that is
not only driven by external stimuli, but also influenced by psychological factors (e.g.,
knowledge, expectation and desire) (Agapito, Mendes, & Valle, 2013; Kim & Chen, 2016). A
destination image is ‗quasi-perceptual‘ as it can be formed with or without stimuli (Heil,
2012; Lai & Li, 2016; McGinn & Mac Ginn, 2004).
2.3.2 Cognitive-affective theory of image
Destination image as a psychological concept must be based on a Theory-of-Mind (ToM).
ToM ―refers to the ability to present own and other‘s mental state, such as beliefs, intentions,
expectations, knowledge, and emotions‖ (Schlaffke et al., 2015, p. 30). This mental process is
formed in an individual‘s childhood and used to make sense of the others‘ behaviour (Dennis
et al., 2013). For instance, an individual can hold a true/ false belief to justify the facts (e.g.,
the location of an object or the intentional deception) through his or her mental representation
of the other‘s knowledge state. This theory originates from studies in primatology (Premack
& Woodruff, 1978), and has since been applied in development psychology for studying the
mental development of young children (Wellman, 1992), and in neuroscience and
neuroimaging (Carrington & Bailey, 2009). It is broadly accepted that ToM involves
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cognitive and affective components (Jenkins & Astington, 1996; Kalbe et al., 2010;
Schaafsma, Pfaff, Spunt, & Adolphs, 2015; Shamay-Tsoory & Aharon-Peretz, 2007).
Cognitive ToM concerns the ability to represent one‘s own and others‘ thoughts, intentions,
and desires, while affective ToM is the ability to represent own and others‘ emotional states
and feelings (Shamay-Tsoory, Tomer, Berger, Goldsher, & Aharon-Peretz, 2005). The
emotional communication is derived from the affective ToM (Hein & Singer, 2008). Dennis
et al. (2013) expand this two-component model of ToM to three, including the conative ToM,
referring to ―forms of communication in which one person tries to influence the mental and
emotional state of the other‖ (p. 26). ToM stresses that human action results from processing
information that is produced by one‘s thinking about one‘s own and others‘ mental states
(Frith & Frith, 2003).
A wealth of studies in tourism accept the cognitive and affective components of destination
image and apply them when investigating image structure (Baloglu & McCleary, 1999;
Beerli & Martin, 2004; Li, Cai, Lehto, & Huang, 2010; Qu et al., 2011; Stylos et al., 2016;
Tasci, 2009). A cognitive image is comprised of beliefs and knowledge derived from the
perception and evaluation of a destination. An affective image stems from internal motives
and represents feelings about a destination. Consumers have emotional responses when they
choose a destination for travel, and this can occur prior to their consideration of travel (Tasci,
2009). Further, Gartner (1994) considers conative image as an action intention that is formed
after the completion of destination choice, an approach accepted by other scholars (Dann,
1996; Perugini & Bagozzi, 2004; Prestwich, Perugini, & Hurling, 2008; White, 2014). They
believe that a conative image reflects an idealised and desired future situation, whereas
cognitive and affective images refer to the perceptions of the features of a destination.
Multiple marketing and tourism studies have demonstrated hierarchical interrelations among
these components (Baloglu & McCleary, 1999; Basaran, 2016; Kim & Yoon, 2003; San
Martín & Del Bosque, 2008). That is, cognitive images as the functional component directly
affect affective and conative image formation, during which affective images act as a
mediator and attributes act as instruments to constitute image components. However, many
scholars regard conative image as equal to behaviour intention, reflecting the willingness of
destination revisit and recommendation (King, Chen, & Funk, 2015; Pike & Ryan, 2004;
Woodside & Dubelaar, 2002). This research only focuses on studying cognitive and affective
images, since the intention or conative component of an image is not the object of this study.

35

2.3.3 Beach destination image
This study specifically investigates the image of destinations where the beach is a central
experience offering. Traditionally, beach destinations are stereotyped as ‗3S‘ destinations, as
their development relies on natural resources, such as sun, sand and sea (Rutty & Scott, 2014;
Scott, Gössling, & de Freitas, 2008; Weaver, 2017). Although this conventional ‗3S‘ model
has driven the growth of global leisure tourism, a number of authors report a stagnation or
gradual reduction in ‗3S‘ tourism destinations (Aguilo, Alegre, & Sard, 2005; Lacher, Oh,
Jodice, & Norman, 2013). They attribute this outcome to product homogeneity (Roca,
Villares, & Ortego, 2009) and the more diversified needs of multi-experience seekers
(Uduma-Olugu & Onukwube, 2012). Consumer motivations for visiting the beach have
broadened beyond the 3Ss (Lacher & Harrill, 2010). For instance, a major pillar of the
Australian tourism brand is aquatic and coastal experiences (Tourism Australia, 2017), of
which the beach is a prominent feature (Booth, 2012; Weaver, 1995). The expanded ‗4S‘ for
Mediterranean areas reflects a ―sun, sand, surf and sex‖ experience (Rutty & Scott, 2010).
The Caribbean has introduced local music culture in an attempt to extend its beach
destination image beyond ‗3S‘ (Rommen & Neely, 2014).
Positive destination images change slowly over time (Gartnerand & Hunt, 1987; Pike, 2012).
The ―beach‖ is a symbol in conventional ‗3S‘ destinations (Holden, 2016) while island
beaches are the most significant features among ‗3S‘ destinations (Monioudi et al., 2017).
Coastal tourism depends on high-quality beach resources that contain classic ‗3S‘ elements;
while beach activities, beach resorts and beach culture are the extensions of ‗3S‘ (Chin,
Haddock-Fraser, & Hampton, 2017; Jones & Phillips, 2009). These different beach
destination attributes may be described using cognitive and affective dimensions (Gartner,
1989; O‘Leary

Deegan, 2005). Echtner and Ritchie (1993) summarise 35 attributes,

expanded to 70 within nine dimensions by Beerli and Martin (2004). According to Beerli and
Martin (2004), cognitive components of a beach destination refer to natural, cultural,
infrastructure, recreational and environmental attributes, and affective components reflect
positive atmosphere. A large body of literature in the past 50 years focuses on measuring the
beach destination images of different coastal regions, particularly in Europe (Onofri & Nunes,
2013). Appendix A provides a summary of the location of previous beach tourism studies.
This study has reviewed 58 studies on beach destinations. Content analysis of the attributes in
these studies concluded 31 attributes frequently cited. Table 2.1 presents these attributes.
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Table 2.1 Attributes of beach destinations in previous studies
Cognitive attributes
Natural resources:
Weather (climate)
Beaches
Sun/sunny/sunshine
Sea water
Lakes/mountains
Sand
Temperature(warm)
Flora & fauna
Rainfall
Palm/almond/pine trees
Caverns/rocky cliffs
Winds/windy/breeze
Waterfalls
Air
Blue sky
Water spring
Cultural resources:
Historic buildings and sites
Food/astronomy(cuisine)
Customs & ways of life
Museums
Handicrafts (souvenirs)
Festival
Mosques (religious)
Local architecture
Folklore
Monuments
Wine
General infrastructure:
Transport facilities (private & public)
Roads, airport & ports
Health service (water spas)
Commercial infrastructure
Sports facilities
Telecommunication
Tourist infrastructure:
(First-class) hotel/accommodation
Restaurants
Accessibility
Network of tourist information
Beach Bars, discotheques & clubs
Facilities for children
Theatres
Cinemas
Tourist centres
Affective attributes
Positive Atmosphere:
Relaxing
Attractive/ Interesting
Exciting
Pleasant
Historic/modern
Exotic
Fun/enjoyable
Family-oriented

Used frequency
58.8%
55.9%
29.4%
19.1%
19.1%
16.2%
13.2%
13.2%
8.8%
7.4%
7.4%
5.9%
2.9%
2.9%
1.5%
1.5%
61.8%
58.8%
30.9%
25.0%
19.1%
17.6%
8.8%
5.9%
5.9%
4.4%
4.4%
50.0%
19.1%
5.9%
5.0%
1.5%
1.5%
67.6%
29.4%
32.4%
19.1%
11.8%
7.4%
4.4%
2.9%
1.5%
Used frequency
39.7%
23.5%
23.5%
20.6%
20.6%
20.6%
16.2%
16.2%

Cognitive attributes
Tourist leisure and recreation:
Shopping (bargains)
Nightlife
(Water/skiing)sports activities
Entertainment
Zoos/wildlife
Adventure
Theme parks
Trekking/hiking/excursion
Sun tanning
Sailing/yacht (boat trip)
Swimming (sun bathing)
Golfing
Fishing
Horseback
Dancing
Sightseeing
Camping
Casinos
Gambling
Hunting
Surfing
Biking
Climbing
Water parks (Aquarium)
Scuba diving
Food making
Natural environment:
Beauty of (natural)scenery
Cleanliness/unpolluted/hygiene
Attractiveness of cities & towns/village
Overcrowding
Air & noise pollution
Traffic congestion
Social environment:
Hospitality & friendliness
Language barriers
Quality of life
Policy and economy:
Safety
Prices
Good value for money
Political stability
Economic development
Crime rate
Affective attributes
Peace/quiet/calm
Arousing
Arousing
Romantic
Luxurious
Mystic
Fashionable
Adult-oriented

37

Used frequency
66.2%
47.1%
41.2%
35.3%
21.1%
19.1%
16.2%
16.1%
15.8%
15.5%
12.7%
11.8%
10.3%
10.3%
8.8%
7.4%
5.9%
5.9%
5.9%
5.9%
5.6%
5.9%
2.9%
4.4%
1.5%
1.5%

61.8%
51.5%
26.5%
11.8%
1.5%
1.5%
82.4%
29.4%
2.9%
66.2%
33.8%
33.8%
16.2%
14.7%
2.9%
Used frequency
14.7%
10.3%
10.3%
5.9%
2.9%
2.9%
2.9%

The cognitive attributes of beach destinations (Beerli & Martin, 2004) most commonly used
are natural, cultural, infrastructure, recreational, and environmental attributes. Frequently
used natural attributes include weather/climate (58.8%) and beach (55.9%). Cultural
attributes frequently mentioned include food (58.8%), and historic buildings and sites
(57.4%), while accommodation (67.6%), transportation (50.0%), and shopping (55.9%) are
the most important ingredients in the infrastructure and recreational attributes respectively.
The desired environment attributes are friendliness (72.1%), safety (66.2%), natural beauty
(55.9%), and cleanliness (51.5%).
Affective images are based on psychological motivations (San Martín & Del Bosque, 2008).
Feeling attributes include relaxing (39.7%), attractive/interesting (20.6%), exciting (20.6%),
exotic (19.1%), pleasant (17.6%) and are used frequently to create a positive atmosphere. In
particular, beach destinations are more likely to be recognised as a family-oriented (16.2%)
holiday place rather than adult-oriented (2.9%). These attributes, listed in Table 2.1,
constitute a stereotypical overall image of a general beach destination, where beach is a
prominent element.
Although cognitive and affective attributes perceived by consumers are important to form a
destination image, these elements are not enough to develop a strong destination brand,
because the identification of the associations with a brand is vital (Hallberg, 1995). The
consumer‘s mental associations reflect not only semantic memory (e.g., knowledge and
attributes about a destination), but also autobiographic memory (e.g., past experience) (Kim,
2014). As such, some scholars stress that attributes constituting a destination image are
experience-related (Blain et al., 2005; Milman & Pizam, 1995; Smith, Li, Pan, Witte, &
Doherty, 2015; Tasci & Kozak, 2006).
To build a destination as a brand, the creation of its image hinges on identifying the most
important associations of attributes that attract consumers and strengthen their linkages to this
destination (Cai, 2002). During this process, these important attributes represent the meaning
of this destination brand perceived by consumers (George, 2017; Keller, 1993). Gartner
(1994) considers that the formation of a destination image involves the construction of a
mental representation of a destination in the mind of an individual. This mental representation
or structure, also called a schema, is a simplification of huge amounts of associations and
pieces of information related to a destination, determining tourists‘ travel decision (Dellaert
et al., 2014; Pike & Ryan, 2004).
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There has been little study in tourism of the concept of schema, and the attributes and their
relationships that comprise them. Similarly, the role of schema on destination image
formation and in decisional processes has received little attention. The following section
interprets the concept of schema based on persuasion theory.
2.4 Persuasion
2.4.1 Definition and theories
Persuasion is the use of purposeful communication to form, reinforce or alter people‘s
attitude (Cialdini et al., 1981; Perloff, 2010; Pfau & Parrott, 1992; Stiff & Mongeau, 2003).
Persuasion changes a persons‘ mental state in order to influence subsequent behaviour (Yzer,
2013). Persuasion as a theory has been applied mainly in social sciences (e.g., psychology,
sociology, political science, anthropology) and particularly in advertising, marketing, public
health, medicine, law, business, education, and environment (Gass & Seiter, 2015).
Over the past seven decades, persuasion research has been ―rooted in the study of attitudes‖
(Seiter & Gass, 2004, p. 46). The study of attitude change processes (Fishbein & Ajzen, 1977)
is based on a simple relationship between attitude and behaviour under the action of
persuasion. An attitude is not innate, but formed through learning and evaluation of
information, and can be used to predict behaviour. Mere Exposure Theory (Zajonc, 1968)
explains that attitude can change when a person is exposed unconsciously and repeatedly to
the same unfamiliar stimuli. Psychological Consistency Theory (Osgood & Tannenbaum,
1955) states that people have the desire to keep consistency in their beliefs, attitudes and
behaviour, and a discrepancy is uncomfortable. Processing messages requires balancing
between existing beliefs or attitudes and new external information. Similarly, Cognitive
Dissonance Theory (Festinger, 1957) further considers that this psychological balance also
reflects self-persuasion, particularly in the post-decision stage: for instance, some consumers
worry about their purchase decisions even after their purchase. Consistency theory discuss
persuasion from a psychological consistency perspective, but does not provide explanations
of how dissonance is resolved. Social Judgment Theory (Sherif, Sherif, & Nebergall, 1965)
indicates that there is a preferred mental position (anchor point), and if a persuasive message
is not too far away from this point, then it will be tolerable.
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2.4.2 Dual-process theories of persuasion
The Dual-Process Theories of Persuasion is the first to provide an integrated model of
attitude change (Philip, Kerr, Schultz, McColl, & Pals, 2014). There are two main dualprocess theories; namely, the Elaboration Likelihood Model (ELM) (Petty & Cacioppo, 1986)
and the Heuristic-Systematic Model (HSM) (Chaiken & Eagly, 1989). Both models consider
that humans apply different levels of mental effort to process incoming information; more
effort occurs in a central/systematic model and relatively less effort appears in a
peripheral/heuristic model. These models are similar and have the same empirical
consequences; that is, attitude change (Lindzey, Gilbert, & Fiske, 1998, pp. 323-390).
The difference between ELM and HSM lies in their scope. The ELM focuses on mechanisms
of attitude change (e.g., conditions, affective responses and heuristic processing), whereas the
HSM is more narrow and highlights only low-effort heuristic processing, which uses cues to
facilitate decision-making. The central route of ELM reflects humans‘ cognitive responses to
information processing such as recognition, associations, elaborations, ideas and images,
while the heuristic HSM route centres on narrative responses to search for emotion-related
results (Brock, 1967; Eagly, Wood, & Chaiken, 1978; Petty & Brinol, 2010). In any case,
ELM and HSM are the dominant models in cognitive and social psychology, and consumer
research. These models have practical and heuristic value in predicting human behaviour
(Petty, 2013).
Figure 2.2 presents the decision pathway in the ELM mode and the many variables that affect
the process of persuasion at different stages of central route processing. Motivation is
influenced by relevance, commitment, arousal of dissonance and need for cognition.
Processing ability is affected by distraction, message comprehensibility, issue familiarity,
appropriate schema and fear arousal. In cognitive processing, initial attitude and argument
quality can lead to a positive or negative attitude due to the changed cognitive structures. An
attractive source, music, humour and visuals can influence peripheral processing. Motivation
and ability are two of the most significant factors that determine the route selected (Petty,
Cacioppo, & Kasmer, 2015; Seiter & Gass, 2004), while schemas is a critical element
running through the whole process of persuasion.
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Persuasive Communication
Temporary Attitude Shift
Motivated to Process?

Yes

(Issue involvement, relevance, commitment,
dissonance arousal, need for cognition, etc.)

No

Peripheral Cues present?
(Attractive source, music, humour,
visuals, etc.)

Yes
Ability to Process?
(Distraction, message comprehensibility, issue
familiarity, appropriate schema, fear arousal, etc.)

No

Yes
Nature of Active Cognitive Processing

No

(Initial attitude, argument quality, etc.)
Favourable
thoughts
predominate

Unfavourable
thoughts
predominate

Neither or
Neutral
predominate

Retain or Regain
Initial Attitude
Cognitive Structure Change
(Are new cognitions adapted and stored in memory?
Are different responses made more salient than
previously?)

Yes

No

Yes

Enduring positive
attitude change
(Persuasion)

Enduring negative
attitude change
(Boomerang)

Figure 2.2 Elaboration likelihood model of persuasion
adapted by Cho (1999) from Petty, Cacioppo, and Schumann (1983)

2.4.3 The importance of schema in persuasion
Schema activation can be triggered by a number of motivational factors, but personal
relevance is perhaps the most important (Johnson & Eagly, 1989; Lindzey et al., 1998; Philip
et al., 2014). The more schema-relevant information (appropriate schema in Figure 2.2)
consumers are exposed to, the more positive attitudes and persuasive outcomes are produced
(Ajzen, 2001, 2012; Lavine & Snyder, 1996; Wheeler, Petty, & Bizer, 2005). When an
existing schema is inconsistent with new information, the main result is schema adaption and
re-creation (Schank & Berman, 2003). Cacioppo and Petty (1979) demonstrate that moderate
inconsistency between messages and consumers‘ existing schemas is advantageous to evoke
their need for consistency.
Essentially, this information processing is self-persuasion to enhance or weaken dissonance
under the stimulation of persuasive messages (Bardi & Goodwin, 2011). Existing schemas
influence information processing (Scheufele, 1999), where context familiarity triggers
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various schemas to increase the persuasiveness of messages (Cacciatore, Scheufele, &
Iyengar, 2016). Different levels of prior knowledge stored in schemas also affect humans‘
ability to understand a message. In short, schemas are knowledge structures that guide the
process of persuasive communication (Chaiken & Yates, 1985; Lindzey et al., 1998; McQuail,
2005). As such, cognitive structure change (in Figure 2.2) caused by persuasive
communication is equivalent to schema change which leads to attitude change (Millar &
Tesser, 1986; Shen, 2004; Tesser & Leone, 1977; Wheeler et al., 2005).
In marketing communication, schemas are used to analyse consumers‘ perceptions of
different types of information (Halkias, 2015) and explore the effectiveness of persuasion of
products, brand and advertisement (Jurca & Madlberger, 2015; Moore, Stammerjohan, &
Coulter, 2005; Peracchio & Tybout, 1996; Stumpf & Baum, 2016; Swaminathan, 2003; Yoon,
2013). Halkias and Kokkinaki (2014) write that, ―ELM in the context of schema incongruity
is an important and delicate issue that researchers should examine thoroughly‖ (p. 408). As
such, the concept of schema and image schema, as well as its theory are discussed in the next
section.
2.5 Schema
2.5.1 Definition
The term ‗schema‘ is used to discuss knowledge representation in the human mind. The term
schema originated from the ancient Greek word ‗σχƞμα‘ and philosophers (e.g., Socrates,
Plato and Aristotle) viewed it as the essence of things (Corcoran, 2006; Ghosh & Gilboa,
2014; Halkias, 2015; Marshall, 1995). They defined schema as the inherent relationship
between personal perception and understanding, which is supported by other psychologists
(Head & Holmes, 1911; Kant, 1908; Piaget, 1926).
This concept is used in different branches of psychology (Bransford & Johnson, 1972;
Rumelhart, 1978; Steffensen & Joag-Dev, 1984). Cognitive psychology defines schemas as,
―an active organisation of past reactions, or of experiences, which must always be supposed
to be operating in any well-adapted organic response‖ (Bartlett, 1932, p. 201). In personal
and mathematical psychology, schemas are mental knowledge mappings used for problemsolving and analogical reasoning (Halkias, 2015; Kelly, 1955; Marshall, 1995; Thorndyke &
Hayes-Roth, 1979), while social psychologists consider that schemas pre-exist in minds as
stereotypes that may lead to biased understanding (Schneider, 2004). Inzlicht and Ben-Zeev
(2000) argue that positive stereotypes generate better information processing. Furthermore,
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schemas in clinical psychology are core beliefs used when studying personality disorders
(Beck, 1990; Young, 1994).
Numerous definitions of schema are listed in Table 2.2. Bartlett (1932) originally defined
schema as organised settings that are based on humans‘ past experience and are used to infer
meaning during information retrieval. Later authors such as Harbour and Kisfalvi (2014)
followed this definition. Brewer and Nakamura (1984) expanded this to view schemas as the
basis for the acquisition of knowledge and the unconscious integration of obtained knowledge
into mental structures. For instance, based on their accumulated experience, skilled drivers
have more knowledge about how to drive a car, and also are more proficient in driving a car.
Well-organised knowledge structures (schemas) stored in their mind guide skilled drivers to
act automatically when driving a car. Nishida (1999) considers that schemas guide behaviour
better in familiar situations (skilled drivers). Schemas are also called data structures,
cognitive structures, mental structures, knowledge-units and a framework of cognitive
knowledge (see Table 2.2). Some definitions consider that stored knowledge in memory may
be about entities (e.g., objects, events, actions and prototypes), or abstracts (e.g., concepts,
situations, expectations and beliefs) (Cheong & Kim, 2011; Harris, 1994; Nelson, 2015).
Importantly, Aggarwal and McGill (2007) point out that a schema represents ―relations
among the attributes‖ (p. 470) rather than merely an isolated object or concept. This indicates
the important role of attributes on the formation of a schema. Drawing from these definitions,
this study conceptualises schemas as knowledge structures stored in a person's memory,
which facilitate information processing (e.g., encoding and retrieval) and guide human
behaviour (Adekoya, 2013; Ghosh & Gilboa, 2014; Leman, 2012; Nassaji, 2007; Nelson,
2015; Nishida, 1999; Schaik, 2016).
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Table 2.2 Definitions of schema
Authors (Years)

Definitions

(Bartlett, 1932, p. 201)

…an active organisation of past reactions, or of experiences, which must
always be supposed to be operating in any well-adapted organic response.

(Rumelhart & Ortony,
1977, p. 101)

Schemata are data structures for representing the generic concepts stored in
memory.

(Taylor & Crocker, 1981,
p. 91)

… a cognitive structure that consists in part of a representation of some defined
stimulus…

(Brewer & Nakamura,
1984, p. 42)

Schemas are the unconscious mental structures and processes that underlie the
molar aspects of human knowledge and skill.

(Harris, 1994, p. 310)

Schemas refer to the dynamic, cognitive knowledge structures regarding
specific concepts, entities, and events used by individuals to encode and
represent incoming information efficiently.

(Nishida, 1999, p. 755)

Schemas are generalised collections of knowledge of past experiences that are
organised into related knowledge groups and are used to guide our behaviours
in familiar situations.

(Bellman & Rossiter,
2004, p. 38)

Schemas are cognitive structures that guide information processing.

(Aggarwal & McGill,
2007, p. 470)
(Cheong & Kim, 2011, p.
57)
(Harbour & Kisfalvi, 2014,
p. 511)
(Nelson, 2015, p. 215)

…a schema is a stored framework of cognitive knowledge that represents
information about a topic, a concept, or a particular stimulus, including its
attributes and the relations among the attributes.
… mental structures that organise expectations, beliefs, prototypes, and affect
regarding a given domain.
Schemas are knowledge structures acquired through experience…
… a schema is the knowledge-unit that tells us how to react to a particular
stimulus…

Features and functions of schema
There are four necessary features that define a schema (Ghosh & Gilboa, 2014). The first
feature is associability. A schema holds interconnected units where information can be stored,
and meanings can be transformed. Next, a schema is based on numerous episodic events, and
represents their similarities or commonalities. Schemas are flexible, implying that new events
can generate change in meanings. Finally, adaptability is an important feature of schema.
When exposed to cluttered information, humans use two ways to hold or alter their
schemas—assimilation and accommodation. Unchallenging information is easily absorbed by
the existing schema, which remains unchanged, while complicated information is
accommodated with more effort, leading to a changed schema.
There are four functions of schemas evident during information processing (Schneider, 2004).
Firstly, schemas direct attention. It is easier for humans to recognise schema-relevant
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information, based on the event episodes preserved in schemas. In particular, information that
is inconsistent with expectation and schemas attracts more attention (Hilton, Klein, & Hippel,
1991; Stern, Marrs, Millar, & Cole, 1984; White & Carlston, 1983). In addition to attention
arousal, schemas help to evaluate new information and interpret ambiguous behaviour (e.g.,
smiles and hand gesture). The more consistent behaviour is with schemas, the easier an
evaluation will be achieved (Koehler, 1993; Munro & Ditto, 1997). Thirdly, schemas aid the
encoding and retrieval from memory. Consumers can better understand and remember
information which activates a salient schema (Dooling & Lachman, 1971), and they are prone
to remember information inconsistent with a schema better than that which is consistent
(Hastie & Kumar, 1979). The final function of schema is facilitation of inference (Taylor &
Crocker, 1981), whereby prior knowledge structure or schemas guide people‘s reasoning.
2.5.2 Tourist schema
The process of destination image formation is a schematic process (Kim & Chen, 2016). Prior
to a trip, the destination information processing is driven by tourist schemas. These schemas
are mental representations underpinning the travel decision making of tourists (Dellaert et al.,
2014). They involve four components including, attributes (A), benefits (B), situations (S),
and causal relations (Arentze et al., 2008). Figure 2.3 shows the tourist schema for making a
city trip decision, as an example. Dellaert et al. (2014) propose a structure of this mental
representation, entailing five causal relationships among components: 1) decision alternatives
and attributes (D-A); 2) situations and attributes (S-A); 3) situations and benefits (S-B); 4)
attributes and benefits (A-B); 5) attributes and attributes (A-A). D-A relations are image
schema attributes that influence destination choice; for instance, the desired attributes of a
city destination are different from those of a rural destination. S-A and S-B relations indicate
that travel contexts, such as travel with family or friend, affect the desired attributes and
benefits from travel. A-B relations involve psychological needs such as relaxation and fun
derived from desired attributes. Decisions and situations invoke awareness of destination
benefits, during which attributes act as intermediators. The A-A relations act as the
connection between destination choice and benefit realisation.
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Figure 2.3 A tourist schema for a city trip destination choice
adapted from Dellaert et al. (2014)

The travel decision-making literature to date does not consider the A-A relations implied in a
tourist schema (Dellaert et al., 2014). For example, shopping as an attribute of a destination
may positively or negatively influence the attribute of sociality. As discussed in Section 2.3.3,
the relationships of important attributes during destination information processing have
received insufficient attention, despite prior indicating that different multiple attributes are
associated with various beach destinations (Table 2.1). The attributes and their relationships
of image schema are discussed further in the following section.
2.5.3 Destination image schema
An image schema is ―the broadest sort of schema‖ (Clausner & Croft, 1999, p. 22; Gibbs,
2005, p. 41). This concept has been studied in cognitive linguistics (Hampe, 2005; Rohrer,
2005), psychology (Gibbs & Colston, 1995; Mandler, 1992), mathematics (Lakoff & Núñez,
2000) and law (Winter, 2001). Johnson (1987) introduces image schema in philosophy as a
connection between mind and body, and a connection between experience and reality. Based
on this, Yang (2016) defines an image schema as, ―a set of abstract mental entities which
derive mainly from the sensorimotor experience of motion and spatial relations in the process
of one‘s interaction with the en vironment‖ (p. 380). This definition emphasises that an image
schema is an abstract mental representation in a human‘s mind, not a real picture seen by
their eyes. No image schemas can exist in the brain without prior sensorimotor experience.
For example, the image schema of standing up straight is based on the recurring body
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experience since late infancy. This schema guides bodily behaviour subconsciously and
assists us to perceive, understand and form other image schemas, such as verticality,
straightness, and balance (Gibbs, 2005). This image-schematic reasoning is also used to
understand metaphors in psycholinguistics, such as closed-lips reflecting a silence (Goossens,
Pauwels, Rudzka-Ostyn, Simon-Vandenbergen, & Vanparys, 1995).
The value of image schema in cognitive science lies in its role as a perceptual prototype used
in deriving meanings (Augoustinos, Walker, & Donaghue, 2014; Goldstone & Barsalou,
1998; Hedblom, Kutz, & Neuhaus, 2016; Kosslyn, 1980). On the basis of sensorimotor
experience, an image schema can be activated and generalised, the structure of which can
also be transformed to other domains via analogical reasoning (Mandler, 1992). For instance,
tourists use destination information in advertisements, word-of-mouth or other sources to
construct a perceptual prototype, described here as a destination image schema. This
destination image schema allows filtering of masses of information, and allows formation of
a perceived destination image, thus influencing destination choice.
The Spreading Activation Theory of memory consider that the A-A relationships stored in a
destination image schema works as a network to form a destination image through memory
association (Li & Stepchenkova, 2012). Information is encoded and organised into cognitive
units interconnected in a network (Anderson, 1983) facilitating information retrieval (Nelson,
Kitto, Galea, McEvoy, & Bruza, 2013). In a brand attribute network, these cognitive units are
named nodes associated with this brand, the activation of which originates from source nodes
(e.g., brand name, logo, or product) to adjacent nodes (e.g., high quality, famous, or safety)
(Teichert & Schöntag, 2010). During information processing, the important nodes in this
attribute network influence consumers‘ brand evaluations (Keller, 1993). In tourism
marketing, the term ‗nodes‘ is called ‗attributes‘. These related attributes form the
cognitive/mental maps or image schemas for a destination (Lee, Hitchcock, & Lei, 2018; Son,
2005; Walmsley & Jenkins, 1992). Knowledge of tourists‘ mental maps is important and can
be used to identify desirable/undesirable attributes, differentiate travel patterns and
experience, and predict visit intentions towards a destination (Sommer, 1978; Walmsley &
Jenkins, 1993; Yang, Khoo-Lattimore, & Lai, 2014). For instance, Wang, Li, and Lai (2018)
discuss the core/periphery attributes and their relations of the destination image of Shanghai
Disney Park. In recent years, a handful of destination image studies have examined beach
attribute relationships. Prayag and Ryan (2011) identified ten positive and negative themes in
the image of Mauritius. They used a simple map to show the interrelations among five main
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psychological needs and how repeat visitation was influenced by the attributes of ‗3S‘
combined with friendly people, and romantic and family needs.
A concept map is regarded as an effective tool to identify the most important attributes and
their relationships for brands (Gengler et al., 1995). Li and Stepchenkova (2012) developed
associative-network maps representing stereotypical, affective and unique images of America
for Chinese travellers. Baloglu, Henthorne, and Sahin (2014) mapped out important attributes
and their relationships for Jamaica. Atadil et al. (2016) generated mental maps for the image
of Antalya, showing attribute connections based on the three most general themes—sun, sea,
and beach. These studies stress the important role that image schemas play in destination
perception. However, there is a lack of the salient attributes and their relationships stored in
memory for the image schema of the ideal beach destination.
As discussed above, perception of information about a destination leads to image schema and
then to destination image (Mandler, 2004). Consumers process a flood of destination
information and an image schema helps them select and organise the most important
attributes to form a desired destination image. The A-A causal relation forms an overall
destination image schema, and the perceived benefits of choosing the destination. Thus, a
destination image is the result of schematisation to understand a destination through picking
the important attributes formed in the existing image schemas. Tourists not only use image
schemas to form their own destination images during information processing, but also to
evaluate destinations for future travel choice based on the congruity of their existing image
schema (i.e., what they already believe and have a favourable/unfavourable attitude towards)
and new information. Thus, schema congruity theory assists in explaining how this evaluation
occurs.
2.5.4 Schema congruity theory
The foundation of schema congruity theory is the schema theory proposed by Bartlett (1932).
Schema theory, and schemas are viewed as unconscious mental structures in memory
(Brewer & Nakamura, 1984). Bartlett (1932) found that non-schema information either
cannot be recalled, or is adapted to fit previous schemas. New information can be recalled
well when it is relevant to old knowledge. Humans process information on the basis of how
new information can fit to their existing schemas (Widmayer, 2005). Based on Bartlett‘s
Schema Theory, Mandler (1982) developed the schema congruity theory which indicates that
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the degree of matching between an object and its activated existing schema influences
information processing and evaluation of the object. There are three levels of this matching:


Schema congruity: there is a match between the object and its activated schemas.



Moderate incongruity: the object and its activated schemas are partially unmatched.



Extreme incongruity: a thorough mismatche d relationship between the object and
its activated schemas.

The levels of congruity determine how further information processing occurs. Mandler (1982)
believes that schema congruity makes information processing easier and more predictable.
With congruity, no significant arousals occur and messages are easy to understand, resulting
in moderate responses (e.g., unimpressive responses, moderate liking or familiarity). Under
congruity, we use heuristic information processing rather than systematic information
processing (Sujan, Bettman, & Sujan, 1986). In comparison, extreme incongruity often
results in negative outcomes (e.g., frustration and helplessness) and low evaluations, since we
have to make more effort (e.g., higher cognitive elaboration) to resolve mismatches. However,
moderate incongruity only needs minor schema changes, and generates more arousals and
stimulations resulting in positive responses (e.g., interesting, satisfaction and preference)
(Fiske & Neuberg, 1990; Mandler, 1982; Meyers-Levy, Louie, & Curren, 1994). Hunzaker
(2016) demonstrates that culturally moderate incongruent information can enhance
memorability.
Schemas then are critical factors which can explain ―how old knowledge interacts with new
knowledge in perception, language, thought and memory‖ (Brewer & Nakamura, 1984, p. 2).
They are accumulated from infancy and are stored in humans‘ long-term memories (Brandon,
2016; Geary et al., 2008; Schwartz, Chase, Oppezzo, & Chin, 2011). Schemas are based on
past experience generated from personal sensory, cognition, emotion and memory, as well as
interpersonal relationships (Haslanger, 2016; Young, Klosko, & Weishaar, 2003). Every day,
people attempt to maintain balance between their external environment (e.g., surrounding
information) and their inner worlds (e.g., existing schemas) by seeking cognitive consistency
(Levin, Davis, & Levin, 1996). Processing information using schemas can generate superior
memories (Craik & Lockhart, 1972).
Schema congruity theory has been applied in the social sciences, to examine topics such as
perception, self-concept, political information processing, attitudes and stereotyping (Fiske,
1982; Fiske & Linville, 1980). In consumer psychology, schemas impact the processing of
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self-related information from social experiences (Alba, Hutchinson, & Lynch, 1991; Ghosh &
Gilboa, 2014). In the study of marketing communication (e.g., brand, product, advertisement,
events, spokesperson, salesperson, word of mouth, etc.), schemas help to understand how
information is perceived and learned (Sentis & Markus, 1986). Use of appropriate stimuli
triggers interpretative schemas to enhance persuasive communication (Lopez-Guimera,
Levine, Sánchez-Carracedo, & Fauquet, 2010; Potter, Pashupati, Pekurny, Hoffman, & Davis,
2002).
Application in marketing
In marketing research, researchers use schema congruity theory in studies of product
evaluation, brand alliances and extension, as well as the effectiveness of advertising.
Product evaluation. The effect of moderate incongruence between a brand and its related
products has attracted much attention, particularly in regards to sponsorship and endorsement
events, as well as country-of-origin (COO) studies. Moderate incongruity between a brand
and corporate social responsibility- related (CSR) evoked schemas in sponsored events has
been found to lead to positive attitudes (Uhrich, Koenigstorfer, & Groeppel-Klein, 2014).
Celebrity endorsement also influences brand confidence when sponsor-product congruity is
relatively low (Clemente, Dolansky, Mantonakis, & White, 2014; Terason, 2014). HarmonKizer (2017) reports that lower congruence between the celebrity‘s image and brand image
actually generate higher ratings on consumers‘ attitude towards this brand. Similarly,
congruence between product and COO affects product evaluation (Quester, Dzever, & Chetty,
2000; Visbal et al., 2017). Product-country incongruence leads to negative product evaluation
(Dekhili & Achabou, 2014, 2015). Consumer attitude for a brand with a congruent COO is
better than one with moderate incongruence (Spielmann, 2016), and the lack of congruence
reduces evaluations for new products (Johnson, Tian, & Lee, 2016). Product-country
congruence influences consumers‘ willingness to pay a premium for domestic products
(Insch et al., 2017).
Brand alliances and extension. The congruence between partner brands influences
consumers‘ brand alliance assessments (Roy, 2010). For example, image congruence between
the host and the partner airline brands results in favourable evaluations of their brand alliance
(Hao, Hu, Bruning, & Liu, 2013). Davvetas and Diamantopoulos (2016) find that a local
brand that is perceived by consumers as congruent with a global brand has higher brand
preference. Moreover, consistency between an extended brand and its parent brand produces
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better co-branding evaluations (Samuelsen, Olsen, & Keller, 2015; Van der Lans, Van den
Bergh, & Dieleman, 2014; Xiao & Lee, 2014). The more moderate the incongruence, the
more positive the brand attitudes (Carvalho, Samu, & Sivaramakrishnan, 2011; Halkias &
Kokkinaki, 2014; Wilkie, Johnson, & White, 2015).
Advertising effectiveness. Schema incongruity positively impacts the effectiveness of an
advertisement (Jurca & Madlberger, 2015). Compared to traditional advertisements, salient
advertising invokes schema incongruity and yields more evaluations of effectiveness.
Activation of schema incongruity has been viewed as an effective advertising strategy for
customer engagement (Yoon, 2013). Halkias and Kokkinaki (2017) confirm that moderate
advertisement-brand incongruence is associated with higher satisfaction and more positive
responses. Incongruent information in advertisements has been found to lead to arousal of
attention (MacInnis, Moorman, & Jaworski, 1991), higher advertisement involvement
(Goodstein, 1993), higher affective responses (e.g., surprise, curiosity, interest) (Alden,
Mukherjee, & Hoyer, 2000; Lee, 2000), improved advertisement memorability (Laczniak &
Muehling, 1993), and enhanced advertisement and brand attitudes (Lee & Mason, 1999).
Baum, Schäfer, and Kabst (2016) suggest that advertisement-image congruence can increase
organisational attractiveness for recruitment, since this congruence results in credibility
significantly.
Most prior marketing studies have compared contexts demonstrating congruity and
incongruity (Florek & Insch, 2011; Hallmann & Breuer, 2010; Peters & Leshner, 2013;
Spielmann, 2016; Stumpf & Baum, 2016; Xiao & Lee, 2014). There are few studies that
explore the three levels of incongruity, perhaps because it is only the degree of incongruity
that is thought to be influential (Halkias & Kokkinaki, 2014). Ahn and Sung (2012) have
found an inverted U-shaped correlation for functional congruity between the brand and its
parent brand, and a positive linear pattern for symbolic congruity. Srivastava and Sharma
(2012) and Carvalho et al. (2011) have also studied three levels of schema.
Hu et al. (2012) point out that brand image incongruity is directional, that is, upward or
downward. Upward incongruity means the perceived image is higher than consumers‘ ideal
expectations, resulting in increased product preference, while downward incongruity presents
the opposite situation. This study examines effects of bipolarisation and directionality and the
degree of image schema congruity is shown in Figure 2.4.
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Figure 2.4 Schema congruity between the perceived and desired images of a brand
adapted from Mandler (1982), Hu et al. (2012) and Insch et al. (2017)



Positively extreme incongruity: a positively thorough mismatch between the
perceived and desired images of a brand, indicating the image perceived by
consumers is far better than their desired image.



Positively moderate incongruity: a positively partial mismatch between the
perceived and desired images of a brand, indicating the image perceived by
consumers is better than their desired image.



Schema congruity: a match between the perceived and desired images of a brand,
indicating the image perceived by consumers is the same as their desired image.



Negatively moderate incongruity: a negatively partial mismatch between the
perceived and desired images of a brand, indicating the image desired by consumers is
better than their perceived image.



Negatively extreme incongruity: a negatively

thorough mismatch between the

perceived and desired images of a brand, indicating the image desired by consumers is
far better than their perceived image.
Application in tourism
In tourism research, a handful of studies have employed schema congruity theory in research
on destination advertising and event tourism.
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Destination advertising. In the domain of tourism, research using schema congruity theory is
limited (Florek & Insch, 2011), apart from studies of destination advertising. Destination
advertising is commonly used as a marketing strategy to attract attention (Beerli & Martin,
2004) and influences attitudes and destination choice (Butterfield, Deal, & Kubursi, 1998;
Chon, 1990; Gallarza et al., 2002). Singh and Hu (2012) found that destination information
incongruence impacts the persuasiveness of advertisements, consumers‘ attitudes and their
visit intentions, but they did not measure the extent of incongruence. Singh and Formica
(2007) ascribe the failure of destination marketing communication to a low level of positive
image congruence. The higher level of affective image congruence between a destination and
its promotional slogan facilitates correct identification of a destination (Lehto et al., 2014).
Event tourism. Schema congruity theory has also been used in the context of event tourism.
Events make significant effects on hosting destination images (Kim, Kang, & Kim, 2014).
The image match between a special event and hosting destination can enhance consumers‘
visit intentions (Cheung, Mak, & Dixon, 2016; Florek & Insch, 2011; Hallmann & Breuer,
2010). Deng (2012) argues that a moderate level of event-destination congruence (e.g., 2010
Shanghai World Expo and China) strongly affects tourists‘ attitudes and behaviour intentions.
The brand extension from a destination to its products (e.g., events) relies on their image
congruence, particularly affective image congruence, since this congruous situation easily
transfers the existing destination image to the extended products (Lim & Weaver, 2014).
Drawing upon the image schema theory, it is proposed here that ideal destination image
schemas are used to perceive and form a target destination image (Fernandez, 1991; Tasci et
al., 2007). The congruence between ideal and perceived images is used for evaluation
(Fletcher & Simpson, 2000; Fletcher, Simpson, & Thomas, 2000; Overall, Fletcher, &
Simpson, 2006). For instance, consumers evaluate the appropriateness and quality of a
destination, perceive and understand the meaning of a destination brand, and then regulate
their future on-ground experience to more closely align to the ideal situation. Therefore
understanding this ideal image can assist in destination planning and management (Fletcher et
al., 1999). White (2014) found that the attributes of an individual‘s ideal destination play an
important role in destination perception and attitude formation. However, there is no research
that explores image schema incongruity between the ideal and target destinations. Previous
destination studies have not identified the attributes and their relationships that constitute the
image schema of an ideal beach destination. This study attempts to map out the image
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schema of the ideal beach destination, and then explore the schema congruity between the
ideal and the target destination images.
2.5.5 Attitudinal consequence of schema theory
An attitude is a summary evaluation about an object or a person, and may be familiar or
unfamiliar, positive or negative, friendly or unfriendly and favourable or unfavourable (Eagly
& Chaiken, 1993; Schiffman, O'Cass, Paladino, & Carlson, 2013). Pratt and Sparks (2014)
define the attitude as, ―a global and relatively enduring evaluation of an object, issue, or
person‖ (p. 447). A person may have an attitude regardless of where they have prior
experience of an object or not (Thomson, MacInnis, & Whan Park, 2005). For instance,
consumers may have a positive or negative attitude towards a destination they have not
visited.
As discussed above, consumers evaluate objects using schemas (Halkias & Kokkinaki, 2014).
There is a relationship between level of schema congruity and its corresponding attitude (Ahn
& Sung, 2012; Hamzaoui-Essoussi, Merunka, & Bartikowski, 2011; Harmon-Kizer, 2017;
Hui & Zhou, 2003). For example, in an event sponsorship study, consumers‘ attitude transfer
is strengthened when schema congruity occurs (Grohs & Reisinger, 2005). This enables an
unknown city to gain positive attitude by using event-city congruent images; for example, in
a movie festival (Kim & Jun, 2016). Consumers have more favourable attitudes of a brand
when the rewards are congruent with brand image (Stumpf & Baum, 2016). In a similar vein,
product-endorser congruity leads to a more favourable attitude towards promotional
advertisements (McCormick, 2016). Similar effects have been found in sports brand
evaluation (Lee, Ahn, & Lee, 2016), hotel brand evaluation (Lee & Jeong, 2014), and green
restaurant evaluation (Line, Hanks, & Zhang, 2016).
The greater the schema congruity, the more favourable is the attitude formation (Rahayu,
Assauri, & Heruwasto, 2017). However, moderate incongruity enhances these positive
attitudes more, resulting in an inverted U-shaped pattern for the extent of schema incongruity
(Mandler, 1984). Some studies have demonstrated that moderate incongruity causes the most
positive attitudes (Carvalho et al., 2011; Halkias & Kokkinaki, 2014; Srivastava & Sharma,
2012). Yoon (2013) and Jurca and Madlberger (2015) have found that an incongruous
message may be salient during information supply and form positive attitudes. This is due to
moderate incongruity causing challenging and enjoyable information processing (Maoz &
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Tybout, 2002). An increase from moderate ad-brand incongruence to extreme incongruence
results in negative responses (Halkias & Kokkinaki, 2017).
Schema congruity is also used to predict attitude change (Osgood & Tannenbaum, 1955)
though its influence on persuasion and attitude is still debated. While extreme incongruity
leads to negative attitude, it is difficult to resolve extreme incongruity completely (Carvalho
et al., 2011; Loken, 2006). In contrast, accommodating moderate incongruity requires only
minor schema changes, resulting in a more positive attitude (Fiske & Neuberg, 1990;
Mandler, 1982; Meyers-Levy et al., 1994). Meyers-Levy and Tybout (1989) found that
consumers have positive responses when existing extreme incongruity is changed to
moderate incongruity, since moderate incongruity can enhance processing motivation and
facilitate puzzle solution (Halkias & Kokkinaki, 2014; Uhrich et al., 2014). This then results
in more positive evaluation and attitudes (Phillips, 2000; Stayman, Alden, & Smith, 1992).
Some scholars suggest successful resolution of ad-brand incongruity can achieve a sense of
pleasure, positive attitudes and purchase intentions (Phillips & McQuarrie, 2002; Reece, Van
den Bergh, & Li, 1994; Stumpf & Baum, 2016; Yoon, 2013).
However, few researchers have explored how incongruity, especially extreme incongruity can
be resolved to obtain positive responses. Several scholars postulate that information about
tangible product attributes can assist in resolving incongruity. Carvalho et al. (2011)
demonstrate that schema incongruity between country of brand origin and country of
manufacture can be resolved through tangible product attributes, the strength of which also
determines consumers‘ brand attitudes. A more positive attitude will be attained when the
degree of schema incongruity (moderate/extreme) is reduced (Halkias & Kokkinaki, 2014;
Meyers-Levy & Tybout, 1989; Phillips, 2000; Yoon, 2013). If incongruity cannot be resolved,
attitudes will be quite negative (Mandler, 1982; Mandler, 2004; Park, Qu, & Lee, 2011). In
tourism, image schema changes can be caused by the resolution of incongruity as a result of
the visit resulting in a change of attitude towards a destination. The next section discusses
how to change schema incongruity through storytelling and narrative transportation.
2.6 Storytelling
2.6.1 Definition
Storytelling is ―sharing of knowledge and experiences through narrative and anecdotes in
order to communicate lessons, complex ideas, concepts, and causal connections‖ (Sole &
Wilson, 2002, p. 6). Storytelling is a natural means of communication (Boje, 2014; Merrill &
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Fivush, 2016; Patterson & Brown, 2005) and transmission of tacit knowledge which is easily
understood (Beamish & Beamish, 2015; Reamy, 2002). Storytelling is viewed as an innate
way for humans to communicate (Boyd, 2009; Moore, 2012). Humans are likely to remember
stories better than facts (Levit, 2009; Lundqvist, Liljander, Gummerus, & Van Riel, 2013).
For this reason, storytelling is often used in marketing as a tool for sharing knowledge or
experience (Padgett & Allen, 1997).
Storytelling involves elaborated narrative that is structured by events in a coherent logical
order to induce meaning (Bal, 2009; Chronis, 2012; Escalas, 1997; Yuan & Chiu, 2016). In
this structure, there is a beginning, middle and an end (Cullum-Swan & Manning, 1994). That
is, compared to an expository message, a story provides a chronologically and coherently
organised master plot as a guiding metaphor to immerse audiences and induce their emotional
responses (Yost, Yoder, Chung, & Voetmann, 2015). This master plot, also called a story arc,
serves as a life script to stimulate the reader‘s memory of personal experience (Erdoğan,
Baran, Avlar, Taş,

Tekcan, 2008; Rubin, Berntsen, & Hutson, 2009). For instance, an

advertisement may tell a story about a mother who records her child‘s growth and memorable
life events using a camera, and her child continues this recording. Lien and Chen (2013)
found that this advertisement diminishes the salience of product arguments and generates
greater persuasion.
Story and narrative are often used interchangeably in storytelling research (Adams, 2014;
McCance, McKenna, & Boore, 2001; Ryan, 2007; Vaara, Sonenshein, & Boje, 2016).
Banerjee and Greene (2013) regard narrative as story, anecdotal, case or exemplar. In literary
science, narratives are viewed as stories aiming at transferring knowledge (Shankar, Elliott,
& Goulding, 2001; Thompson, 1997). In psychology, narratives are stories that help to
understand the meaning of experienced or unexperienced life (Bruner, 1991; Fivush,
Habermas, Waters, & Zaman, 2011; McLean, Pasupathi, & Pals, 2007). Hence, stories are the
main structure of narratives (Yuan & Chiu, 2016). However, in recent research, some
scholars argue that stories are told by storytellers to give instruction, whereas narratives are
the way that story-receivers consume these stories (McLean et al., 2007; Van Laer, De Ruyter,
Visconti, & Wetzels, 2014) and distinguish story and narrative from narrator and audience
perspectives. This study will use story and narrative as interchangeable concepts.
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2.6.2 The power of storytelling
Marketers often employ storytelling for marketing communications because of its persuasive
power (Howison, Higgins-Desbiolles, & Sun, 2017; Makkonen, Aarikka-Stenroos, &
Olkkonen, 2012; Üçok Hughes, Bendoni, & Pehlivan, 2016). It is particularly used in
advertising (Escalas & Stern, 2003; Kim, Lloyd, & Cervellon, 2016) and branding (Lundqvist
et al., 2013; Woodside, Sood, & Miller, 2008). Rhie (2014) affirms the effectiveness and
competitiveness of humorous storytelling in product advertising as it evokes emotional
responses to form brand attitude and image. Stories assist in differentiating a brand and
strengthening the identity of branded products (Delgado-Ballester & Fernández-Sabiote, 2016;
Herskovitz & Crystal, 2010). A simple, compelling and emotional story can result in a higher
memory retention (65-70%) than non-story messages (5-10%) (Love, 2008). Participants
exposed to a positive story about a Swedish cosmetic brand had better brand associations and
intention to pay than those not exposed (Lundqvist et al., 2013). Storytelling builds the
connection between consumers and brands via the explanation of its history (Leventhal &
Papadatos, 2006; Üçok Hughes et al., 2016). For instance, Lee and Shin (2015) demonstrated
that the revitalisation of a Japanese sake brand was due to storytelling that presented history
and cultural significance. Solja, Liljander, and Söderlund (2018) also confirm that a short
brand-history-story produces positive brand attitude and purchase intention to a new
packaged consumer good.
Storytelling is new to destination branding (Lund et al., 2018) but can deliver the core values
of a destination and attract consumers‘ sense of exploration (Bryon, 2012; Olsson et al.,
2016). Adaval and Wyer (1998) point out that a story can make a destination outstanding,
rather than destination‘s benefits themselves. Storytelling forms mental images for travellers
allowing them to understand place meaning and can change their attitudes towards a
destination (Wong et al., 2015). For example, ‗Cherry Blossoms for Love‘, a romantic story
used in micro-film advertising has increased the number of tourists visiting Shaoxing City
(China) during the Cherry Blossom Festival from 17th March to 17th April by 175.3 percent
and tourist receipts by 95.9 percent (Shao, Li, Morrison, & Wu, 2016; Shaoxing News, 25
July, 2012). Zanzibar created good word of mouth and strong visit intention through a travel
story (Akgün, Keskin, Ayar,

Erdoğan, 2015).

A good story stimulates consumers‘ interests and purchase intention (Escalas, 1997; Mattila,
2000), and emotional responses (e.g., empathy) (Berger & Milkman, 2012; Ioffreda &

57

Gargiulo, 2008; Nabi & Green, 2015). A promotional film for a destination should resonate
with audiences (Kim, Agrusa, Lee, & Chon, 2007). The Intercontinental Hotel Group,
Wyndham Worldwide and Carnival Corporation use storytelling to create emotional
connections between consumers and themselves (Jones, Hillier, & Comfort, 2016) and
increase loyalty (Papadatos, 2006).
A story-based approach positively influences the persuasiveness of the message (Friedman,
2000; Gilliam & Flaherty, 2015; Guttentag, 2010; Hsiao, Lu, & Lan, 2013). An effective
story has a well-delineated beginning to catch audiences‘ attention, a main character with
actions and feelings, a relevant plot and a happy ending (Black & Kelley, 2009; Denning,
2004; Sachs, 2012). A story allows the reader to perceive the contents affectively as if they
were the protagonist (Edson Escalas, 2004; Freedberg & Gallese, 2007). Chronological
events in the plot should resemble real-life experiences of the main character (Green, 2006),
so that the audiences can experience their beliefs and emotions. Emotions from a story can
arouse empathy and immersion (Eisenberg & Miller, 1987; Pera & Viglia, 2016). A happy
ending increases the affective resonance and enhances story-consistent belief (Hamby &
Brinberg, 2016). The power of storytelling is due to narrative transportation (Van Laer et al.,
2014), which is explained in the following sub-section.
2.6.3 Narrative transportation theory
Narrative transportation is defined as, ―an integrative melding of attention, imagery, and
emotion, focused on story events‖ (Green, 2004, p. 248). This definition includes three
functions of narrative transportation: attention arousal, imagination stimulation and emotional
resonance. Other authors describe narrative transportation as the sensation of being
transported during the process of storytelling, the capability of which is to regulate and
enhance the effects of narrative persuasion (Appel & Richter, 2010; Wong et al., 2015). The
more people are transported by a well-developed story, the more emotional responses will be
evoked (Green & Brock, 2002; Hall & Bracken, 2011).
Furthermore, as discussed in Section 2.4.2, personal involvement in a narrative plays an
important role in persuasion (Hinyard & Kreuter, 2007). Nabi and Green (2015) reason that
narrative transportation involves both narrative and character involvement. Narrative
involvement means that audiences are immersed in a story. This phenomenon is also termed
engagement, absorption and transportation (Hamby, Brinberg, & Jaccard, 2016; Moyer‐
Gusé, 2008; Slater & Rouner, 2002), referring to the degree to which an audience is invested
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in a story cognitively and affectively (Tal-Or & Cohen, 2015). Audiences who experience
narrative involvement tend to view a story as a whole rather than focusing on particular
characters.
In contrast, character involvement reflects the mechanism of identification achieved by
imagination and empathy (Gabriel, 1998; Lewis & Bridger, 2011). Identification means that
humans are inclined to separate themselves from the real world through imagining and
empathising themselves as the characters in the plots of a story (Escalas, 2007; Van Laer et
al., 2014). That is, when reading, listening or recalling a story, individuals attempt to get a
sense of coherence and consistency between self and the story, adopting feelings and
emotions as their own (Burdelski, 2016; Desforges, 2000). During this process, imagination
can help people experience in-depth realistic perception (Green & Brock, 2000; Herman,
2005). For example, if tourists imagine they are ‗in‘ an authentic destination, then their
perceptual attitudes change (Gerrig, 1993). Empathy is a reader‘s attempt to understand the
experience of a story character, and can be used to explain their state of detachment from the
real world. Empathy is particularly evoked when the plot of a story is highly similar to the
past experience of audiences (Yuan & Chiu, 2016). Tukachinsky and Stokunaga (2013) write
that ―transportation is the narrative and empathic identification with characters [and has] the
strongest influence over knowledge, attitudes and behaviours‖ (p.311). High-level
transportation evokes more empathy and can influence a reader‘s future behaviour (Johnson,
2012).
Experiencing empathy and imagination may affect the audience‘s emotions, cognitions and
beliefs which can further influence attitudes, intentions and behaviours (Adaval, Isbell, &
Wyer, 2007; Hsiao et al., 2013; Tal-Or & Cohen, 2015). For instance, narrative and character
involvement predicts the changes in an audiences‘ knowledge and their increase in their
story-consistent beliefs. These effects have been studied in many contexts; for example,
accepting homosexuality (Green, 2004), supporting the death penalty (Slater, Rouner, &
Long, 2006), encouraging organ donation (Morgan, Movius, & Cody, 2009), protecting
personal privacy (Zwarun & Hall, 2012), positively using cocaine (Banerjee & Greene, 2012),
improving product/service evaluations (Lien & Chen, 2013), and reducing advertisement
counter-arguing (Chen & Chang, 2017).
In destination marketing, Wong et al. (2015) demonstrated the influence of narrative
transportation on destination image formation and visit intention through a comparison
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between two local stories with historical and industrial themes. They report that higher
transportation leads to stronger visit intention. A promotional mini-film using narrative
transportation and storytelling can influence destination image and attitude (Gong & Tung,
2017). Likewise, narrative transportation of sensory-involved stories can enhance consumers‘
positive responses for a hotel (Lee, Jeong, & Oh, 2018). The next section will discuss other
factors influencing narrative transportation.
2.6.4 Influencing factors
Van Laer et al. (2014) summarise six factors as antecedents of narrative transportation:
identifiable

characters,

imaginable

plot

and

verisimilitude,

familiarity,

attention,

transportability and some demographic characteristics (e.g., age, education and sex). Apart
from these factors, transportation is also influenced by the story itself and particularly its
format (Brechman & Purvis, 2015; Green, 2004) and narrative perspective (De Graaf, 2014;
Lien & Chen, 2013). These two factors are explored below.
Narrative format: factual information versus story
A narrative can be based on factual information or story. These two types of information are
different in their format and function (Bruner, 2009). Factual information relies on arguments
that reflect facts (Hamby, Daniloski, & Brinberg, 2015; Murphy, Frank, Chatterjee, &
Baezconde ‐ Garbanati, 2013). This format uses ―expository and didactic styles of
communication that present propositions in the form of reasons and evidence supporting a
claim‖ (Kreuter et al., 2007, p. 222). In contrast, story information is ―a representation of
connected events and characters that has an identifiable structure, is bounded in space and
time, and contains implicit or explicit messages about the topic being addressed‖ (Kreuter et
al., 2007, p. 222). This type of information focuses on one single exemplar (Nabi & Green,
2015). For instance, Hamby et al. (2015) who studied narratives in relation to shoes,
illustrated a factual format as reflecting a list of the features of a shoe, while a story format is
represented by an author‘s experience of a shoe.
Apart from the structural difference, the function of a factual or a story message also differs.
Researchers claim that a story message generates more persuasive outcomes than a factual
message (Gottschall, 2012; Reinard, 1988; Taylor & Thompson, 1982), particularly under
conditions of high transportation (Mazzocco, Green, Sasota, & Jones, 2010). Factual
messages activate more cognitive responses (e.g., more knowledge about the attributes of an
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object and more thinking about message reliability), while the story message arouses more
affective responses (e.g., positive and negative emotional reactions) (De Wit, Das, & Vet,
2008; Gottschall, 2012; Kopfman, Smith, Ah Yun, & Hodges, 1998). For example, Appel and
Richter (2010) compared a factual message and a story message about organ donation. The
story was more able to arouse emotions than the factual message (Nabi & Green, 2015). This
is also supported by Kim et al. (2017) research on television commercials. MBA students
who were exposed to a story (about the potential success of a winery) were more convinced
this winery would be successful than those given statistical information (Kaufman, 2003).
This is due to narrative transportation, during which narrative processing rather than
analytical processing guides thinking (Green & Brock, 2002). Ben Youssef et al. (2018) agree
that stories are more appealing and convincing than facts to sustain consumers‘ satisfaction,
loyalty and destination attractiveness. However, these authors note that more research is
needed to explore the reasons leading to this result.
Narrative perspective: first-person versus third-person
The narrative perspective—that is, if a story told in first- or third- person—can also affect
narrative transportation (Hinyard & Kreuter, 2007). A first-person narrative delivers
information from an individual‘s experience and is often based on testimonial evidence, using
words such as, ‗I‘ or ‗me‘. In contrast, a third-person narrative tells information from an
independent view and is usually viewed as exemplars with limited personal relevance, using
words such as ‗he/she‘ or ‗they‘ (Banerjee & Greene, 2012; Winterbottom et al., 2008).
Research suggests that first-person narrative is more persuasive than third-person narrative.
For example, a health-related study conducted by Winterbottom et al. (2008) shows that the
first-person narrative influences individual decision making more than the third-person
narrative. Research on perceptions of electronic games found 67% of participants prefer firstperson narrative compared to the third-person narrative (Schubert, Friedmann, &
Regenbrecht, 2001). Nan, Futerfas, and Ma (2017) found a first-person outperforms a thirdperson perspective in promotional advertisements for human papillomavirus (HPV)
vaccination. One reason for the preference of the first-person narrative is that it has the ability
to draw upon autobiographical memory and make oneself closer to one‘s past psychological
self than a third-person narrative (Libby, Eibach, & Gilovich, 2005). Prebble, Addis, and
Tippett (2013) consider that the use of first-person pronouns gives rise to more selfawareness to reflect, evaluate and communicate direct personal experience. First-person
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narrative creates an immediate sense of warmth and intimacy between a person and his/her
past self which can increase engagement (Gardiner, 2001; Macrae et al., 2013; Prebble et al.,
2013).
Alternatively, third-person narrative is able to include multiple stories or integrate multiple
people‘s opinions (Thompson, 2014). For example, Stern (2011) edited a scene using a firstperson narrative to describe the restless heart of a main character called Scooper. For
example, ―I just jammed clothes in the suitcase without looking… I hated Jack…‖ (p. 185).
In the third-person narrative, a different version reads:
Scooper just jammed clothes in the suitcase without looking…He hated
Jack…; Scooper drove down…, not thinking about where he was going or
what he was going…; Jane stared out of the picture window. Just like
Scooper…. Just like him not to understand what he did to Jack… (p. 186).
Here the first-person limits readers to the protagonist perspective, while the third-person
description is more flexible and allows readers to experience Scooper‘s mood from various
perspectives. The third-person narrative views the protagonists as separate entities and the
narrator is visible so the readers can draw on an authority voice rather than being limited to
the perception of the character (Kaufman & Libby, 2012; Segal et al., 1997). Lim and Reeves
(2009) demonstrated that when playing games, players are more influenced to choose an
avatar by a third-person visual point of view (POV) rather than a first-person POV. Christy
(2017) found that the third-person outperforms the first-person in reducing counter-arguing
and results in more positive attitude towards gay people.
Narrative formats have been applied in health, political settings and marketing (Green &
Donahue, 2009; Murphy et al., 2013), but to a limited extent in tourism. Numerous studies of
narrative transportation have used written texts (Nabi & Green, 2015) to examine the
influence of first-person (Green, 2004; Green & Clark, 2013; McMahan, 2003) and thirdperson narrative (Escalas, 2007; Tal-Or & Cohen, 2010). In tourism, user-generated contents
(UGC), such as consumer blogs, reviews and photos, are often regarded as first-person stories
and have been repeatedly observed and explored to secure better images and branding for
destinations and hotels (Leung, Law, van Hoof, & Buhalis, 2013; Stepchenkova & Zhan,
2012; Tussyadiah, Park, & Fesenmaier, 2010; Ye, Law, Gu, & Chen, 2011). For example,
Syed-Ahmad, Musa, Klobas, and Murphy (2013) found that Flickr photos generate greater
audience responses than those in official travel and tourism materials. Moreover, Hsiao et al.
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(2013) analysed the blogs of Taiwanese tourists who visited the Czech Republic and found
that storytelling can indirectly influence readers‘ intention through empathy and attitude.
Some researchers ascribe these effects of favourable UGC to its activating tourists‘ emotional
memory, its aesthetic appeal and positive self-reference to arouse positive emotions and
empathy, finally enhancing positive brand attitude and visit intention (Akgün et al., 2015;
Ben Youssef et al., 2018). As such, UGC is increasingly viewed as a credible form of worldof-mouth (WOM) (Stepchenkova & Zhan, 2012). However, scant research has explored the
interaction of narrative format and narrative perspective on narrative transportation (Hinyard
& Kreuter, 2007). The different influences of these two factors on a special story or target
audience requires further research (Thompson, 2014).
2.6.5 Schema change and storytelling
Storytelling is the most commonly used approach for experience interpretation in commercial
marketing (Hoshmand, 2005). Eﬀective storytelling provides favourable and unique
associations to a brand and contributes to consumer persuasion (Keller, 1993; Wong et al.,
2015) by means of creating a connection between hosts and users through shared experience
(Lund et al., 2018; Morgan & Pritchard, 2004). Stories engender learned schemas that are
conducive to insights and knowledge (Lugmayr et al., 2016). Schemas are mental knowledge
structures that facilitate information processing (see the definition in 2.5.1). Although
schemas are abstract and lack details (Ghosh & Gilboa, 2014), stories with details (e.g.,
events) can make up for this deficiency to catch attention, evoke imagination, arouse emotion
and facilitate perception for better understanding the experience (Koll, Von Wallpach, &
Kreuzer, 2010). That is to say, the flexibility of schema enables various stories to be
embedded in humans‘ minds. Humans use schemas to think (Piaget, 1936), where knowledge
is structured in a sequence of time and causality (Conway & Pleydell-Pearce, 2000).
Storytelling is important for knowledge acquisition (Connell et al., 2004; Lugmayr et al.,
2016).
To tell a story is the only way to capture an audience‘s heart (Beamish & Beamish, 2015). In
this process, learning behaviour and a change of schema and attitude occur. ―Almost all
consumer behaviour is learned‖ and ―learning is a change in a person‘s thought processes
caused by prior experience‖ (Perreault & McCarthy, 2012, pp. 119,118). In other words,
learned or changed schemas guide the thinking and behaviour of humans. Storytelling is a
useful medium for knowledge transmission, and schemas or knowledge structures are
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changed in this process (Connell et al., 2004; Lugmayr et al., 2016). Storytelling can allow
places to be salient destinations, change the attitudes of consumers towards these attractions
and entice them to visit (Chronis, 2012; Stokowski, 2002). As such, to-tell-a-story has been
acknowledged as an effective marketing strategy to change consumer behaviour (e.g., attitude
and intentions) (Grønhøj & Thøgersen, 2012; Li, 2014; Loureiro et al., 2013).
2.6.6 Schema incongruity and narrative transportation
Humans are more likely to utilise stories and myths as prototypical scripts to stimulate their
schemas during narrative transportation (Pasupathi, Mansfield, & Weeks, 2014). During
transportation of a fictional narrative, audiences are apt to use their existing schemas to
assimilate stories (Busselle & Bilandzic, 2008; Oatley, Green, Strange, & Brock, 2002). But
it often occurs that existing schemas are inconsistent with the new information in stories,
leading to schema adaption and re-creation (Schank & Berman, 2003). In this way, belief or
attitude changes caused by narrative transportation can be attributed to schema changes. By
the same token, the consequences of narrative transportation are the changes of mental
schemas and attitudes (Green, Brock, & Kaufman, 2004; Lien & Chen, 2013; Oatley et al.,
2002; Redondo & Bernal, 2016). The narrative transportation experienced by a recipient
facilitates the impacts of a story on attitudes, beliefs and self-concept (Appel & Mara, 2013;
Gnambs, Appel, Schreiner, Richter, & Isberner, 2014). Therefore, narrative transportation in
storytelling is an effective way to change schema incongruity and attitude. Mattsson and
Söderlund (2009) and Terblanche (2016) write that storytelling can assist in solving the
incongruity between a person‘s experience and the prototype in his/her mind.
However, there are few studies of how to use the narrative transportation and storytelling to
reduce schema incongruity (such as reducing the image schema incongruity between the ideal
beach destination and target destination). Tangible product attributes are used to reduce
schema incongruity by Carvalho et al. (2011) based on the key role of attributes in brand
association to form brand image and equity (Alwi & Kitchen, 2014; Rintoul, Hajibaba, &
Dolnicar, 2016). Stepchenkova and Li (2014) advocate that the top-memory brand
association information is effective in representing the overall brand knowledge to reflect
brand awareness and form brand image. These salient attributes or nodes are the most easily
retrieved portion of consumers‘ brand memories and the most important driver of brand
equity (Prasad & Dev, 2000; Romaniuk & Sharp, 2004). In the same vein, the salient
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attributes constituting image schemas of a destination associated by consumers are
fundamental to explore how to reduce image schema incongruity.
Additionally, most narrative or story studies, particularly in narrative transportation
experiments, exclusively focus on traditional written texts (Hinyard & Kreuter, 2007; Laer,
Ruyter, Visconti, & Wetzels, 2014), as semantic contents in text are easier to manipulate
linguistically (Kim, 1996). Escalas (2004) examines a shoe advertisement with different texts
(e.g., strong or weak shoe attributes in the text and whether the text has imagination
instruction or not). He found that an imagination instruction in the ad is an effective way to
transport audiences and create more emotion. Gnambs et al. (2014) found that both state (e.g.,
story characteristics and reading goals) and trait (individual differences) in combination,
significantly influence the sense of being transported into the story world. Solja et al. (2018)
stress the potential power of text messages on impacting consumers‘ responses, since they
can escape from real life and enjoy short-term engrossment in text stories through narrative
transportation (Green & Brock, 2002). Hence, this study focuses on the influence of narrative
transportation of textual information on the image schema congruity between the ideal and
target destinations.
2.7 Study Hypotheses Emerging from the Literature
Drawing upon this theoretical background, this section presents the hypotheses for this study.
These hypotheses specify the relationships among image schema congruity, narrative
transportation and attitude to the destination, employing Hainan Island as the target
destination. Hainan Island—the target destination for testing in this study—has a poorly
developed image schema in the minds of the sample population (Australian family adults).
This study therefore proposes that the destination image of Hainan Island perceived by
international consumers underperforms the ideal beach destination image desired by them.
Accordingly, the following hypothesis is proposed:
Hypothesis 1 (H1): The image schemas between the ideal beach destination and target
beach destination (Hainan Island) are negatively incongruent.
Schema congruity theory (presented in Section 2.5) proposes that schema congruity
impacts upon attitude formation and change (Ahn & Sung, 2012; Hamzaoui-Essoussi et al.,
2011; Harmon-Kizer, 2017). More specifically, extreme schema incongruity results in
negative attitude, whereas there is still debate about whether schema congruity or
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moderate schema incongruity give rise to positive attitude (Carvalho et al., 2011; Halkias
& Kokkinaki, 2014; Park et al., 2011; Rahayu et al., 2017). The literature also asserts that
a change of schema incongruity can cause attitude change (Mandler, 1982; Meyers-Levy
& Tybout, 1989). Positive attitude can be attained when schema incongruity is reduced to
moderate incongruity or congruity (Halkias & Kokkinaki, 2014; Phillips, 2000; Stumpf &
Baum, 2016; Yoon, 2013). Schema congruity gives rise to positive attitudes and moderate
incongruity enhances these positive attitudes (Carvalho et al., 2011; Mandler, 1984;
Srivastava & Sharma, 2012). Building on the directionality of schema incongruity
presented in Figure 2.4, this study therefore proposes that the image schema congruity
between the ideal and target destinations influences the attitude towards the target
destination and proposes the following hypothesis:
Hypothesis 2 (H2): The existing image schema incongruity between the ideal and the
target destinations (Hainan Island) negatively influences the attitude towards the target
destination (Hainan Island).
Hypothesis 3 (H3): Attitude towards the target destination (Hainan Island) will be
positively changed following the treatment, as image schemas between the ideal and the
target destinations (Hainan Island) become more congruent.
Hypothesis 4 (H4): Attitude towards the target destination (Hainan Island) will be
positively enhanced following the treatment, as image schemas between the ideal and
the target destinations (Hainan Island) become more positively moderate incongruent.
This study seeks to change the image schema incongruity through storytelling that produces
narrative transportation (as outlined in Section 2.6). Narrative format (factual information
versus story) and narrative perspective (first- versus third-person) impact the levels of
narrative transportation. Empirical evidence shows that a story outperforms factual
information in achieving better persuasive outcomes as audiences can be highly transported
by the story (Appel & Richter, 2010; Ben Youssef et al., 2018; Gottschall, 2012; Kim et al.,
2017). There is still argument about whether narration in first-person or in third-person is
better in creating positive responses through transporting readers (Christy, 2017; Lim &
Reeves, 2009; Nan et al., 2017; Schubert et al., 2001; Winterbottom et al., 2008).
Additionally, the interaction between the narrative format and narrative perspective on
narrative transportation has not been studied in marketing and tourism research. As such, this
study intends to measure the influence of narrative format, narrative perspective and their
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interaction on narrative transportation, and accordingly proposes the following four
hypotheses:
Hypothesis 5 (H5): A story about the target destination (Hainan Island) will create
greater narrative transportation than factual information about this destination.
Hypothesis 6 (H6): A narrative written in first-person about the target destination
(Hainan Island) will create greater narrative transportation than a narrative written in
third-person about this destination.
Hypothesis 7 (H7): The first-person story about the target destination (Hainan Island)
creates the greatest narrative transportation.
Hypothesis 8 (H8): The third-person factual information about the target destination
(Hainan Island) creates the least narrative transportation.
As discussed in the literature review (Section 2.5), less attention in the past has been devoted
to the study of how to reduce the image schema incongruity between the ideal and target
destinations. The research reviewed in section 2.6 suggests the use of the narrative
transportation of storytelling to change image schema incongruity. Building on the
negative/positive schema incongruity presented in Figure 2.4, this study proposes that the
narrative transportation of storytelling can positively influence the negative image schema
incongruity between the ideal and target destinations. Accordingly, the study proposes the
following two hypotheses:
Hypothesis 9 (H9): The negative image schema incongruity will be changed to
congruent or positively incongruent influenced by narrative transportation.
Hypothesis 10 (H10): The greater the narrative transportation, the more positive
changes for the negative image schema incongruity
2.8 Conclusion
This chapter has reviewed research on the concepts of destination branding, destination
image, persuasion, schema and storytelling. Key theories that underpin this research are
discussed, including cognitive-affective theory of image, the ELM model of persuasion
theory and the narrative transportation theory of storytelling. In doing so, a number of
research gaps deduced from this literature review have been identified, including: 1) image
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schema of the ideal beach destination; 2) the image schema congruity between the ideal and
perceived destinations; 3) solution for image schema incongruity; 4) interactional influence
from narrative format and narrative perspective on narrative transportation; 5) relationships
between narrative transportation, image schema congruity and attitude. It is also noted that
the exploration of schema congruity should pay more attention to its directionality. The
hypotheses of this study in the context of Hainan Island are given in Section 2.7 above. The
following chapter presents the outline of methodology that is used to test these hypotheses.
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Chapter 3 Methodology

3.1 Introduction
This chapter discusses and justifies the research methods to address the research objective
and questions presented in Chapter 1, and to test the hypotheses presented in Chapter 2. It
provides the justification of the research paradigm and overviews the research design for this
study, including justification for the mixed method approach, as well as overviewing the
design, implementation and ethical considerations of this study. The study adopts a sequential
exploratory method that commences with a qualitative phase followed by a quantitative phase.
Chapters 4 and 5 present the methodology in detail and results for both the qualitative and
quantitative phases. This chapter begins with a discussion of the research paradigms.
3.2 Research Paradigms
―A paradigm is a set of propositions that explain how the world is perceived‖ (Sarantakos,
2012, p. 30). It provides a framework that influences the thinking of researchers about
research design, measurement, analysis and personal involvement. A paradigm also reflects
the beliefs of researchers about the nature of reality, knowledge and value (Schwandt, 1989).
Paradigms provide guidance in the process of research (Guba, 1990) and influence the kinds
of knowledge sought by researchers and how they interpret their evidence (Morgan, 2007).
As such, it is important to justify the research paradigms in order to ensure the most
appropriate procedures are used to answer the questions (Feilzer, 2010). There are three main
components used to describe paradigms in social research: ontology, epistemology and
methodology (Creswell, 2013; Neuman, 2013; Sarantakos, 2012). Ontology explores and
explains the reality of the world; epistemology is to search and understand the nature of
knowledge and the relationships between knower and to-be-knower; and methodology seeks
to analyse the body of method and principles that are related to a branch of knowledge
(Sandelowski, 2000). Hierarchically, methodology is derived from epistemology, the logic of
which comes from ontology. Ontology explains the nature of reality, while epistemology
guides the exploration of knowledge and methodology guides the research design and
methods.
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The main research paradigms discussed here are positivism, constructivism and pragmatism
(Creswell, 2013; Johnson, Onwuegbuzie, & Turner, 2007; Robson & McCartan, 2016).
Based on direct experience or observation, positivism tends to be objective and emphasises a
precise deductive process of scientific research that assumes the existence of an external
reality which may be known (Gray, 2013). Positivism is usually linked to quantitative
methods producing generalisable findings deductively (Robson & McCartan, 2016).
Constructivism underlines the importance of studying interactions between subjects and the
external world, where the meanings of reality are constructed through practice, and where
qualitative research uncovers knowledge inductively (Sarantakos, 2012). These two
paradigms espouse different epistemological positions: positivism is object-directed and
neglects abstract entities, while constructivism is subject-directed with an interpretive bias
(Chia, 2002).
By contrast, pragmatism hinges on abductive reasoning that ―moves back and forth between
induction and deduction‖ (Morgan, 2007, p. 71), which means it involves a process that
predicts the feasibility of future research based on the evaluation of results that are inducted
from past research. Pragmatism connects induction and deduction instead of using only one
of them. In addition, compared to the object-directed positivism and subject-directed
constructivism, pragmatism is ―intersubjective‖ (Morgan, 2007, p. 72), taking into account
communication and sharing meanings of research participants and readers of the findings. It
applies a qualitative method to satisfy the demand of research subjectivity and employs a
quantitative method to provide objectivity. At last, the results of pragmatic research are
transferable rather than context-oriented as in qualitative research, or generality-oriented as in
quantitative research (Lincoln & Guba, 2000). Pragmatism is often used for research as it
provides an ―epistemological justification for mixing approaches and methods‖ (Gray, 2013,
p. 29). Some scholars assert that abductive pragmatism is similar to the outcomes from
sequential methods (Ivankova, Creswell, & Stick, 2006; Morgan, 2013), where inductive
results come from the qualitative component and serve to set the goals of the quantitative
research component and vice versa. Based on pragmatism, the following sections discuss the
mixed method and justify the sequential mixed-methods for this Study.
3.3 Using a Mixed-Methods Approach
Employing quantitative and qualitative methods in a mixed-methods approach has become
increasingly popular since the 1990s because of the benefits to be gained from exploring a
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research problem using both approaches (Greene, Caracelli, & Graham, 1989; Johnson et al.,
2007; Morse & Niehaus, 2009; Robson & McCartan, 2016). Quantitative research is
advantageous to measure the extent of variation and diversity within a large sample, whereas
qualitative research is more suitable to study the nature of a limited sample and generate nonnumerical data (Bryman & Bell, 2015; Smith, 2012). The design of quantitative methods is
structured, fixed and predetermined, while qualitative methods are less structured and flexible.
Mixed methods have some of the merits of both, as Creswell, Plano Clark, Gutmann, and
Hanson (2003) state:
The collection or analysis of both quantitative and qualitative data in a single
study in which data are collected concurrently or sequentially, are given a
priority, and involve the integration of data at one or more stages in the
process of research (p. 212).
Mixed-methods ―promise higher levels of academic and scientific standards‖ (Sarantakos,
2012, p. 55) and are a more powerful approach than a single study due to the complementary
advantages generated from the integration of quantitative and qualitative methods. This
research design uses a qualitative method that facilitates the exploration of concepts and
instruments, while a quantitative method is used to confirm these concepts and instruments in
representative samples. The approach also enriches the data generated and increases the
credibility and validity of the study findings. Collection of quantitative data helps to avoid
subjective bias inherent in a qualitative method, while a qualitative data collection can reduce
the rigidity of hypothesis testing. Findings based on the analysis of these two types of data
can improve their reliability and wider usability. The quantitative data strengthen the
generalisability of the results while the qualitative data improve interpretation and validation.
As such, the mixed methods ―broaden and widen the range of a study‖ (Gray, 2013, p. 197).
Mixed methods provide an effective way to answer complex questions (Johnson &
Onwuegbuzie, 2004; Mertens, 2014; Molina-Azorín, 2010) and this study will use mixed
methods to answer the research questions in Chapter 1 and provide evidence for testing the
assumption and hypotheses in Chapter 2. Accordingly, the next section provides a
justification for the sequential mixed-methods design adopted in this study.
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3.4 Using a Sequential Mixed-Methods Design
A research design is ―the overarching plan for the collection, measurement and analysis of
data‖ Gray, 2013, p. 128), where a mixed-methods design can be implemented using either a
concurrent or a sequential strategy (Creswell, 2013). In a concurrent design, quantitative and
qualitative methods are used in parallel, at the same time, testing for convergence or
differences among the data (Creswell, 2013). Morse (1991) criticises this strategy noting that
the interaction of the data from these two sources occurs in the analysis process rather than at
the stage of data collection. It is difficult to achieve an ideal and equal weight between the
two methods in the simultaneous design, as well as explain the discrepancies when
comparing quantitative and qualitative data. In contrast, it is easier to implement and report
results from a sequential design where the quantitative and qualitative methods are
implemented one after the other (Creswell, 2013). The main weakness of this design is the
longer time involved during data collection. For this study, however, time is available for a
sequential mixed methods approach.
There are three basic types of sequential designs: explanatory, exploratory and transformative
design. The sequential explanatory design is usually strongly quantitative, and the qualitative
data are used for supplementary interpretation of the main quantitative results. The sequential
exploratory design adopts an opposite sequence between the quantitative and the qualitative
research, and the qualitative findings are strengthened by the quantitative data. Although the
sequential transformative design also involves these two methods, it explores sensitive
problems (e.g., equality, discrimination and injustice) from a theoretical perspective, such as
gender, race and social science theory (Creswell, 2013). Considering the research questions
and hypotheses, this study chooses the sequential exploratory design to explore the
phenomenon of image schema. In other words, this study employs a qualitative approach
firstly to understand the existing image schema of the ideal beach destination, and the
subsequent quantitative approach seeks to compare the image schemas between the ideal
beach destination and Hainan Island pre- and post-treatment, followed by their impacts on
attitude towards Hainan Island. The section below displays the overview of the research
design and implementation in detail.
3.5 Research Design and Implementation
A research design presents the required procedures of a study and ensures the logicality,
objectivity, validity, accuracy and economics during the process of answering the research
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questions (Kumar, 2005). This study aims to understand the relationships among image
schema congruity between the ideal beach destination and Hainan Island, narrative
transportation of textual information about Hainan Island and attitude towards Hainan Island.
As such, Figure 3.2 exhibits the sequential exploratory design of this study with two research
phases. This research design guides the overall management of the implementation for this
study, including sample selection, data collection, and analysis methods, to answer the
research questions. Additionally, corresponding with Hedrick, Bickman, and Rog (1993)
suggestion, the researcher also consider the time, financial, human requirement for this study.
In-depth interview (N = 14)

①

• Exploring measure scales of the image schema
of ideal beach destination
• Identifying the best ideal beach destination

Qualitative
Research

Content data analysis (coded in NVivo 11 plus)

Sociogram output: Image schema of the ideal beach destination

Questionnaire design
• Editing measurement items including image schema,
attitude and narrative transportation
• Editing comparable text information about Hainan Island

②
Quantitative
Research

Pilot study (N = 200)
• Scale and treatment testing and confirmation
Finalised questionnaire
Formal survey (N = 520)

• Group A (n = 130)

• Group B (n = 130)

• Group C (n = 130)

• Group D (n = 130)

Textual treatment:
Facts + First-person

Textual treatment:
Facts + Third-person

Textual treatment:
Story + First-person

Textual treatment:
Story+ Third-person

Statistical data analysis (in SPSS 22)
• Descriptive analysis
• Factor Analysis
• Comparison of means within groups
and between groups

Figure 3.1 The sequential exploratory design for this study
adapted from Creswell et al. (2003)
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In the first stage, the qualitative in-depth interview was undertaken to explore the measure
scales for the image schema of ideal beach destination and to identify an ideal beach
destination locality proxy to test against Hainan Island. Key constructs were refined and
factor items to measure these constructs were identified in the literature and adapted to suit
the context of this study based on the interview data analysis.
Accordingly, a questionnaire was designed in the second stage to measure image schemas of
the ideal beach destination and Hainan Island, as well as the attitude towards Hainan Island.
Meanwhile, four comparable types of textual information about Hainan Island were
developed based on qualitative findings as treatment for the following quantitative study; that
is, one questionnaire with four versions of the textual information within. Successively, a
pilot study aimed to test and confirm the measurement scales and treatment, and subsequently
the questionnaire was finalised. The main survey was conducted online assisted by a
professional market research company. The quantitative data were analysed using SPSS 22
software including descriptive, factor and comparison analysis. More details for these two
research phases will be presented in Chapters 4 and 5.
3.6 Ethical Considerations
In accordance with Christensen, Johnson, and Turner (2011), ―Research ethics [are] a set of
principles that assist the community of researchers in deciding how to conduct ethical
research‖ (p. 96). Ethical principles aim to ensure research activities are harmless (Bryman
& Bell, 2015). This study adhered to the National Statement on Ethical Conduct in Human
Research (2007). Permission from the Human Research Ethics Committee of Griffith
University (GU Ref No. 2017/197) was obtained before the research commenced (see
Appendix B).
The ethical consideration of this study included informed consent, reasonableness of
incentives, confidentiality and no-harm to participants (Kumar & Ebooks, 2014; Silverman,
2011). Specifically, in the qualitative study, the interviewer obtained written and verbal
consent from participants before starting the in-depth interview. Participants were informed
they had the right to withdraw at any time during the interview if they felt uncomfortable
(Brinkmann, 2014; Bryman & Bell, 2015). The interviewer asked if the participants agreed to
be voice-recorded, and informed them that the recordings would be destroyed after
transcription. The transcriptions and other data were kept private and confidential (Shaw,
2003). A small gift card with AUD$20 value was given to the participants as thanks after the
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completion of the interview. In the quantitative study, which assisted by a professional
research market company, informed consent was asked at the beginning of the online
questionnaire (see Appendix F in Chapter 5). Participants were given information about the
purpose and significance of the research, as well as assurance of their anonymity and their
right of withdraw without explanation.
3.7 Conclusion
A methodological research design is fundamental for all studies (Hair Jr & Lukas, 2014).
Based on a pragmatic paradigm, this research chooses a sequential exploratory design to
explore the phenomenon of image schema in the context of the beach destination, involving a
qualitative study in the first stage and a quantitative study in the second. Whilst this chapter
provides an outline of the methodological approach for this study, the following Chapters 4
and 5 will discuss and justify the procedures for the implementation of the qualitative and
quantitative phases respectively in detail, as well as their results.
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Chapter 4 Qualitative Method and Findings

4.1 Introduction
The objective of this chapter is to address RQ1, thus providing the method and findings
relating to the existing image schema of the ideal beach destination. Since there are no
existing scales to measure the ideal beach destination, one of the tasks in this phase is to
explore the measurement scales for the ideal beach destination. Accordingly, this research
phase critically assesses and identifies the themes and salient attributes to interpret the image
schema of ideal beach destination, the result of which assists to construct the questionnaire in
the subsequent quantitative study. During this process, new emergent attributes, which have
not been considered previously in literature, are also identified in order to form an overall
image schema for the ideal beach destination. Another task of this phase is to identify the best
ideal beach destination that will be set as the proxy for the subsequent quantitative study.
This proxy will be used to measure and calculate image schema congruity between the ideal
beach destination and Hainan Island. This chapter commences with the justification of the
qualitative method, followed by the approach and corresponding technique for data collection.
Subsequently, the qualitative findings are presented.
4.2 Qualitative Method
Qualitative research is used to investigate the subjective world interpretively, including its
perceptions, experiences or behaviour, and to gain a better understanding of a phenomenon
(Ritchie, Lewis, Nicholls, & Ormston, 2013). There are diverse methods for qualitative
research, such as observation, documents, narrative, interview and so forth (Seidman, 2013).
This study adopts an interview approach as it is very flexible and useful in exploring ideas
and concepts held by a subject (Christensen et al., 2011). By contrast, observation is a
strategy to collect data by means of a close interaction with members of the studied group
(Kumar & Ebooks, 2014). Only when researchers undertake lengthy investigation times with
very careful observation, can they get deeper, richer and more accurate information.
Evaluating the contents of documents (e.g., diaries, letters, memos, reports, newspaper, books,
journals, and photocopies) is commonly utilised in historical studies (Bryman & Bell, 2015;
Day, Ellen, & Davies, 2005). A narrative is a strategy to obtain, record, present and interpret
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information via the self-narration of participants, after which their views and stories are
organised for further analysis (Creswell, 2013). However, this approach is also very timeconsuming and the identification of the individuals as sources may be difficult. The
observation, document analysis and narrative interviews cannot be used here because
psychological outcomes (e.g., image schema) cannot be elicited by observation and
documents. Additionally, the life stories of participants are not the study objectives.
Therefore, this study chooses the interview as the appropriate method to gain insight into
image schema of the ideal beach destination and confirm the best ideal beach destination. The
following sub-sections explain this qualitative approach in detail.
4.2.1 In-depth interview
An interview is ―a verbal interchange, often face-to-face, though the telephone may be used,
in which interviewer tries to elicit information, beliefs or options from another person‖
(Burns, 1997, p. 329). There are two basic forms of interview: focus group interviews and
individual interviews (Hennink, Hutter, & Bailey, 2010). Interview data can be collected in a
group setting through a focus group interview or individually through a one-on-one
interaction between the researcher and participant. Focus group interviews are often
implemented for time and cost savings. However, there is a risk that some of the information
generation in a focus group interview may have a group bias. For instance, some informants
may have uncomfortable feelings when they sit together with others, especially when they are
required to discuss personal feelings which will be exposed to others.-Supphellen (2000)
contends that focus group interviews are not suitable to induce knowledge (schemas) stored
in memory, as this induced knowledge relies on in-depth elicitation of object associations
during a long personal interview. As such, traditional in-depth interviews, with individual
interactions between the researcher and participant, are more effective in soliciting
information about participant‘s lives, experiences, knowledge, opinions and ideas than the
focus group setting (Kumar & Ebooks, 2014). Although this method is time-consuming, rich
data can be obtained by developing a trusting relationship between researcher and participant.
The researcher can collect data derived from individual narrative or personal history on their
past behaviour in relation to the beach through individual in-depth interviews. Hence, this
study employed in-depth interviews to gain insight into the image schema of the ideal beach
destination.
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Structured, unstructured and semi-structured interviews are the three basic types of interviews
(Bryman & Bell, 2015). The questions in a structured interview are predetermined with a
designed format and order, leading to comparable data and reducing the bias of interviewers.
However, a structured interview cannot reflect special details and lacks flexibility. By
comparison, unstructured interviews are flexible in their structures, contents, question
wordings and their order. An atmosphere of openness and freedom is imparted in the process
of an interview which helps to induce authentic and accurate information (Qu & Dumay,
2011). Kumar and Ebooks (2014) state that the unstructured interview is very suitable to gain
insight into a situation, phenomenon, issue or problem, particularly the identification of
diversity and variety. Compared to structured interviews which involves less skill,
unstructured interviews require high-level interviewing skills. Therefore, as suggested by
Creswell (2013), a semi-structured face-to-face in-depth interview is more appropriate to
elicit participants‘ experiences, knowledge, opinions and ideas, along with the observation of
their non-verbal behaviour. During the interview, the researcher can use a portfolio of
techniques to improve accessibility, increase verbalisation and mitigate censoring
(Supphellen, 2000). Hence, this study employed a semi-structured interview to induce the
image schema of the ideal beach destination and confirm the best ideal beach destination. The
photo elicitation technique section elucidated below was used to assist in-depth interviews to
obtain rich qualitative data for this study.
4.2.2 Photo elicitation technique
Photo elicitation (PE), one type of free elicitation, uses photos in an in-depth interview to
elicit respondents‘ opinions and to capture more related information from the personal
experience, attentions, emotions and memories derived from the respondent‘s free recall
(Harper, 2002; Loeffler, 2004). This visual technique is popular in psychological and
business research because it is able to activate unconscious associations and elicit in-depth
information from participants (Grønhøj & Bech-Larsen, 2010; Jenkins, Bloor, Fischer,
Berney, & Neale, 2010). As metaphors, photos or pictures can help participants to easily find
the right words for the description of a concept (Glucksberg, 1995; Supphellen, 2000). These
explicit product-related cues assist with revealing unstructured attributes (Kanwar, Olson, &
Sims, 1981). Attributes stored in semantic memories reflect ―product knowing‖, while
attributes stored in episodic memories reveals ―product remembering‖ (Herz & Brunk, 2017).
Different from PE, another elicitation technique called the Zaltman Metaphor Elicitation
Technique (ZMET) uses implicit cues such as photos that not directly related to the product
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to induce structured attributes (Coulter & Zaltman, 1995). An interview conducted by ZMET
has an average duration of 90-120 minutes (Zaltman, 1997) and is generally more time
consuming than using PE, which has a duration of approximately 45-75 minutes (Loeffler,
2004). Moreover, Hogan, Romaniuk, and Faulkner (2016) compare these elicitation
approaches with two food products and report that PE evokes more attributes and gets more
positive responses than ZMET, underlining the important and effective role of photo stimuli
on attribute arousal and retrieval. On these grounds, this study applied PE to elicit attributes
to form the image schema of the ideal beach destination.
Photos can be gathered for use in the PE interview by the researcher or the participant
(Matteucci, 2013). From the researcher‘s perspective, Munsters and Richards (2010) use
researcher-produced photos to understand the cultural heritage experience of tourists in
Hawke‘s Bay of New Zealand, as these type of photos revealing their life world can evoke
abundant discussion from participants. Matteucci (2013) point out that the researchergathered photos from advertisements, postcards, artefacts and other channels are also
employed for the in-depth interview due to time consuming and ethical or practical
constraints. He has collected photos related to flamencos and used them to elicit tourists‘
experience with flamenco music and dance courses. Conversely, in Liesch (2011) study,
respondents were asked to take photos for a national park in Michigan of USA which were to
be used to understand local tourists‘ perception of this park. Scarles (2010) relies on
respondent-gathered photos to explore British tourists‘ experiences of Peru. Compared to
researcher-driven photos, respondent-driven photos can reduce interview barriers between
researchers and respondents to procure more meaningful data (Van Auken, Frisvoll, &
Stewart, 2010), as participants become the storytellers with a more proactive involvement
(Harper, 1987). As such, this study used respondent-driven photos to assist in-depth
interviews. A sequential photo-interview procedure was adapted from Tucker and Dempsey
(1991), including sample screening, photo selection, interview schedule, interviewing and
data analysis. The following sub-sections illustrate this five-step procedure in detail.
4.2.3 Participant selection
Qualitative studies require theoretical sampling rather than a statistical sampling to maximise
opportunities to explore concepts and their meanings (Charmaz & Belgrave, 2007). There are
many factors influencing which participants to interview, such as easy accessibility to
participants, and their familiarity with an episode, event and situation (Kumar & Ebooks,
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2014). Theoretically, past experience with a destination is the most important factor
influencing customers‘ perceived destination image (Beerli & Martin, 2004; Mazursky, 1989),
and familiarity with a destination plays a crucial role in destination perception (Huang &
Gross, 2010; Stepchenkova & Morrison, 2008). The more familiar one is with a destination,
the more positive images can be perceived (Baloglu, 2001; Prentice, 2004; Tan & Wu, 2016).
Therefore, in this study, participants, who had beach experience and were familiar with the
beach holidays, were viewed as appropriate participants for elicitation of their image schemas
of the ideal beach destination.
Furthermore, the familiarity of an audience with an event in a story influences the narrative
transportation of storytelling (Green, 2004). Van Laer et al. (2014) assert that familiarity
increases the ability of audiences to understand a story, perhaps explaining why people are
more likely to choose their preferred story repeatedly. For example, people who have prior
knowledge about donations generate stronger feelings of being transported by a related story
and are more likely to exhibit potential donation behaviour than people who are unfamiliar
with the experience (Morgan et al., 2009). Therefore, the participants for this study will
comprise Australian family adults living in Queensland, ranging in age from 25 to 55 years.
There were three main reasons for selecting this sample. First, the majority of the Australian
population lives on the east coast of the continent, within one hour‘s or less drive to the beach.
Therefore, the beach is a central part of the Australian recreational and holiday culture.
Beaches are also the first destination choice of Australians, and Queensland is their most
popular beach destination, where beach dining is the most favoured tourist activity, followed
by beach sightseeing (Gardiner & Scott, 2015). Second, a family-oriented holiday is
fundamental to the stereotypical image of beach destinations. Family holidays have been a
synonym for staying on the beach since the mid-twentieth century in western countries
(Franklin, 2014). Beaches are the favoured destinations for families with children (Gram,
2005), and there is no exception for Australian families. For example, almost half (45%) of
all Australians desire beach holidays with the family in Gold Coast of Queensland, and over
half (55%) of all Australians have taken beach holidays with their families in their own state
or another state (Gardiner & Scott, 2015). As such, it is highly likely that Australians are
familiar with the beach experience, which can help the researcher to collect rich data to
understand their image schema of the ideal beach destination. Third, examining the total
number of inbound Australian tourists in China during 2013-2016, Australian tourists aged
from 25 to 64 dominated visitation (52.9%) (National Tourism Administration of China,
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2016). Therefore, Australian family adults with ages ranging from 25 to 55 living in
Queensland are the focus in this study; however, senior tourists whose ages are above 55 are
excluded.
Finally, high involvement sometimes is related to consumers who hold rich product
knowledge and complex mental models (Christensen & Olson, 2001). Researchers can collect
extensive informative data from beach-highly-involved participants. These participants are
familiar with the beach owing to their highly involvement in the beach experience. During
this step, a simple recruitment questionnaire was used to promote a quality sample. The
questionnaire captured information on the demographic profile of potential participants and
measured their beach-involvement. Items to measure participant‘s beach-involvement were
adapted from (Zaichkowsky, 1994) Personal Involvement Inventory (PII) using a seven-point
Likert scale on key involvement items relating to the meaning of a beach holiday. Table 4.1
presents the PII scores ranging from 1 (strongly disagree) to 7 (strongly agree), whereby
scores of 5.5 to 7.0 represents high involvement (Christensen & Olson, 2002). The
participants whose overall mean score was 5.5 or more were viewed as having a high level of
beach involvement and were selected to continue the next step of the interview.
Table 4.1 PII for beach holidays



What does your beach holidays mean to you? Please
in the table below.
For example, the first item below means ―My beach holidays are/are not very important to me‖.
Strongly disagree

Strongly agree
1

2

3

4

Not important
Not Interesting
Not exciting
Not relevant
Not meaningful
Not appealing
Not fascinating
Not valuable
Not involving
Not needed

5

6

7
Very important
Very interesting
Very exciting to
Very relevant
Very meaningful
Very appealing
Very fascinating
Very valuable
Very involving
Very needed

Source: adapted from Zaichkowsky (1994)

4.2.4 Photo selection
As mentioned previously, this study involved photo elicitation. Therefore, participants were
asked to bring to the interview session, eight to ten photos from public and personal sources
to represent their ideal beach destination for a family holiday. This number of pictures
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corresponded with the numbers of photos suggested in previous literature for an in-depth
interview (Christensen & Olson, 2002; John, Loken, Kim, & Monga, 2006; McCarthy &
Oakenfull, 2014). These pictures were emailed to the researcher before the interview and
were printed out and used as visual cues for the interviews that followed.
4.2.5 Interview protocol
Appendix C presents the semi-structured interview protocol. There were five main questions,
which were adapted from previous qualitative studies (Atadil et al., 2016; Christensen &
Olson, 2002; Echtner & Ritchie, 1993). Based on Echtner and Ritchie (1993) questions for
asking holistic and unique attributes of a vacation destination, Atadil et al. (2016) used two
main questions to elicit participants‘ free association about the attributes of a specific beach
destination in Turkey, called Antalya, involving ―Please list all descriptive words, thoughts,
characteristics, logos, symbols or images that come to mind when you think of Antalya as a
vacation destination‖ and ―Do any unique activities or sites exist in Antalya? If yes, please
list the unique things that come to mind that do not exist or rarely are encountered anywhere
else.‖ However, photos were not used in these studies to elicit attributes. Khoo-Lattimore and
Prideaux (2013) proposed related questions assisted by photos to study tourists‘
understanding of the tourism mobility, such as, ―What is this picture about? ‖, ―Are there any
images that you sought but could not find? ‖, and ―Tell me how two of these pictures are
similar yet different from the third… with respect to your thoughts and feelings‖, etc.
Adapted from these interview questions, five main questions for this study were designed to
allow participants the opportunity for free thinking and recall about their ideal beach
destinations for a family holiday.
The session began with the first question: ―Please tell me what are in these pictures‖. The
researcher asked the participant to describe their self-selected pictures and identify interesting
attributes of their ideal beach destinations and the core meanings of these attributes. Then, the
second question ―Please tell me more feelings about your ideal beach destination‖ was asked
to elicit sensory and emotional feelings derived from participants‘ recall of their beach family
holidays. Following these questions about feelings, the researcher asked participants to
―Group these pictures and tell me about their similarities and differences‖. The pictures
sorted by participants helped to obtain the preliminary attribute themes and the probes were
continued until no new concepts appeared. Afterwards, participants were required to select
and explain their most representative picture for their ideal beach destination based on the
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fourth question: ―Which picture can most represent your ideal beach destination for a family
holiday?‖ These pictures helped to confirm the most important attributes of the ideal beach
destination. Furthermore, more information was elicited by encouraging them to imagine and
describe what would be required in this representative picture to make it perfect. The final
question that ―Any other ideas besides these pictures?‖ aimed to find out other thoughts or
feelings that were not showed in the selected pictures. The researcher also asked participants
about their non-ideal beach destinations to evaluate the trustworthiness of participants‘
thinking and meaning (Carson, Gilmore, Perry, & Gronhaug, 2001). During the laddering
process, ―why‖ and ―how‖ questions shown in Appendix C were intertwined to understand
the benefits produced by attributes and how these attributes drive corresponding benefits
(Dellaert et al., 2014).
4.2.6 Interviewing
There are different opinions on the number of participants needed to achieve theoretical
saturation in a qualitative study. Sandelowski (1995) suggests that ten respondents are
enough, while Creswell (1998) indicates 20 to 30 participants for grounded theory studies and
25 for phenomenological studies. Others recommend 15 to 30 participants for case studies
(Marshall, Cardon, Poddar, & Fontenot, 2013). Boddy and Boddy (2016) consider that 30
respondents is too large a number for in-depth interview research. Accordingly, 14
respondents were interviewed for this study, as when this number was reached, data had
reached saturation and little new information was forthcoming. Information from participants
about their ideal beach destinations gradually became more and more similar and repetitive;
such as, ‗white sands‘, ‗clean seawater‘, and ‗good accommodation‘, etc. The interviews
were voice recorded and transcribed verbatim by an English native speaker.
Then, the researcher checked these qualitative data, as a systematic, disciplined and
transparent analysis is required when researchers process their qualitative data (Punch, 2013).
To achieve this, the adequacy, appropriateness, validity and credibility of qualitative data are
examined (Denzin & Lincoln, 2011). The adequacy of data was attained when data reached a
saturation with 14 in-depth interviews, as mentioned above. The appropriateness of data was
achieved by checking and cleaning the data for errors, incompleteness, misclassification and
gaps after they were digitally recorded. Following the data analysis, the information collected
from interviews whether it truly represents the phenomenon of beach tourism or not will be
examined later in Section 4.3.5. Moreover, the validity of data was indicated from the
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collected information that was based on individual, real, credible and personal beach
experiences, as well as respondents‘ expectations on the ideal beach destination. Finally,
accurate representative quotations were cited in the data analysis presented in Section 4.3, to
support the credibility of data.
4.2.7 Qualitative data analysis
The interviews were analysed, and codes recorded using NVivo 11 plus software. Qualitative
data analysis software, such as Leximancer and NVivo are more effective tools than paperbased analysis techniques, since their analytical practices can produce more transparent
analytical processes and outcomes (Sotiriadou, Brouwers, & Le, 2014). Compared to autohandling Leximancer, manual-handling NVivo is closer to the data, as it centres on meaning
analysis and provides a better ‗connectedness‘ within data to understand their causal
relationships through social network analysis (Sotiriadou et al., 2014). The analysis in this
study draws on the spreading activation theory of memory proposed by Anderson (1983).
This theory proposes that data are organised into conceptual nodes and their interconnections
are mapped to construct knowledge. This map represents the associative networks in
memories, where nodes are linked to each other. The stronger the linkage, the greater the
spreading activation to increase the amount of information retrieved. Four stages were
involved in data analysis, including open coding, matrix coding, selective coding and
mapping to understand the image schema for ideal beach destination.
Open coding
Open coding was firstly used to scrutinise data through content comparison and resulted in
tree nodes showing branching structures (Goulding, 2002). In these structures, vivo nodes
were stemmed directly from original data as sources to form child nodes, and in turn, child
nodes were connected into a parent node forming a structured theme created by the researcher
(Bazeley & Jackson, 2013). Table 4.2 shows an example of the ‗‗nature‘ theme associated
with the beach experience, labelled ― natural beach‖ in this study.
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Table 4.2 Theme of ‗natural beach‘
Parent nodes

Child nodes

Vivo
nodes

Original data

Natural beach

Seawater

ocean,
water,
waves





Wildlife

crabs,
dolphins,
seagulls,
birds,
reefs,
wildlife
animals





It has a view of the beach and the ocean … just enjoying
the ocean … a day in the ocean is very special ...There is a
lot of anticipation, maybe not sure if it is going to be calm,
or what the waves are going to be like, or… you know, so it
is always pretty exciting at the beach because the ocean is
different. (R8)
Just the water, look at the colour of the water, it is just
phenomenal, and that is why I love the Gold Coast, I live, I
went down to the beach this morning and the water is just
fantastic, I can't imagine not living near the water. (R7)
My sons were picking up shells and looking at the crabs
and as we were jet skiing there were dolphins around us …
you walk down onto the beach and it is like a distant
memory, the crashing of the waves and the seagulls and the
other birds…(R13)
you can go on a beach holiday and explore the reefs and
wildlife, fishing and go snorkelling … we used to take my
youngest daughter to the rock ,and see little animals and
stuff, little rock pools (R12)

Matrix coding
Matrix coding sets nodes in rows and columns to generate matrixes for exploring their
relationships, such as co-occurrences and causal relationships. When pairs of nodes are
mentioned together in participants‘ responses, this is known as co-occurrences (Atadil et al.,
2016). They appeared both in inner-theme and in cross-theme nodes. Examples of cooccurrences are provided in Table 4.3. For instance, the child nodes of ‗swimming‘ and
‗waking‘ co-occurred in the ‗activity‘, as they belong to the parent node ‗activity‘. The node
‗swimming‘ in the theme of ‗activity‘ also co-occurred with ‗safe‘ which relates to another
‗environment‘ theme. Additionally, a node that led to the other nodes was coded as an
original point, and a node that received links from the other nodes was coded as a destination
point (Yang et al., 2014). This indicates a causal relationship between two nodes. Table 4.4
shows some examples of these relationships. Child node ‗seawater‘ as the original node led to
‗hear‘ as a destination node, then ‗hear‘ connected to ‗calm and relaxing‘ feelings.
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Table 4.3 Examples of co-occurrences
Original data

Co-occurrence nodes

Inner-theme:
 Taking the kids for a swim or taking
the dog for a walk. (R2)


Usually the supervised swimming
pool for kids is right next to the hotel
(R11)

Cross-theme:
 … swimming is nice and close, kids
can have a bit more freedom in the
swimming pool, more safety. (R11)
 May be an isolated island, somewhere
you can walk around. (R1)

Type of nodes

Swim
Swimming
Activity
Supervised Swimming pool
Facility for kids
Service

Walk
Walking
Activity
Hotel
Accommodation
Service

Vivo
Child
Parent
Vivo
Child
Parent

Swimming
Swimming
Activity

Safety
Safe
Environment

Vivo
Child
Parent

Island
Island
Nature

Walk
Walking
Activity

Vivo
Child
Parent

Table 4.4 Examples of causal relationships
Original data




The sound over waves breaking,
very calm, very relaxing as well.
(R6)

These are like the normal sort of
boat, so they take you out to watch
the reefs (R10)

Nodes with causal relationships
Original nodes
Destination nodes
Waves
Sound
Seawater
Hear
Nature
Sensory
Sound
Calm, relaxing
Hear
Calm, relaxing

Type of nodes
Vivo
Child
Parent
Vivo
Child

Sensory

Affective

Parent

Boat
Transport
Service

Watch
Watching
Activity

Vivo
Child
Parent

Selective coding
Selective coding was used to identify the core themes and codes and to confirm their
relationships. This study focuses on nodes and their relationships generated from
transcription analysis mentioned by over half of all participants, as these data can generalise
the ideas of the target group (Wang & Horng, 2016; Yang et al., 2014). The child nodes were
set as cases to create their relationships.
Mapping
A sociogram is used to visualise relationships, providing a graphical representation of node
linkages by measuring the degree centrality of nodes. An egocentric sociogram displays
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themes and important nodes, connecting to the most central node to each other. A network
sociogram exhibits the most important nodes and their relationships across themes. Degree
centrality highlights the central node by counting the numbers of nodes directly connected to
this node. This explains the popularity and influence of the corresponding attribute (Bazeley
& Jackson, 2013). Each node is given a value which is termed ‗centrality measure‘. The
larger and darkest nodes shown the higher centrality values in the graphs. In degree centrality
measurement, the in-degree calculates the numbers of lines sent from the node and the outdegree calculates the lines received by the node (De Laat, Lally, Lipponen, & Simons, 2007).
Betweenness centrality uncovers the key nodes to control the path of spreading activation to
other nodes, while closeness centrality identifies the important nodes that can quickly reach
other nodes to access resources (Opsahl, Agneessens, & Skvoretz, 2010; Wang & Horng,
2016). The next section displays the findings from qualitative analysis, where the nodes are
the attributes of the image schema for the ideal beach destination in this study.
4.3 Qualitative Findings
This section provides the qualitative data analysis including profile of participants, identified
themes and salient attributes for the image schema of ideal beach destination, as well as the
ideal beach destination location for the sample; that is, Australian family adults.
4.3.1 Profile of participants
Table 4.5 presents the demographic profile of 14 participants and their beach involvement.
Nine participants lived on the Gold Coast and the other five lived in Brisbane. The
participants were female (7) and male (7). Their ages ranging from 32 to 55 years. Eleven
participants were married and three nominated ―other marital‖ status. All participants had
between one and three children living with them. The education levels of these participants
were: six with a Doctoral degree, five with a Master degree, one with a Bachelor degree, and
two with a TAFE diploma. All the participants had high involvement in the beach holiday
experience as their scores of Personal Involvement Inventory (PII) were above 55.
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Table 4.5 Participants‘ profile and beach involvements
Respondents

Gender

Age

Marital
status

No. of
children

Education

Residence

Beach
Involvement

R1
R2

Female

42

Partner

1

Bachelor

Gold Coast

66

Male

51

Married

1

Doctorial

Brisbane

56

R3

Female

49

Married

2

Master

Gold Coast

57

R4

Female

36

Partner

2

Doctorial

Gold Coast

56

R5

Male

35

Married

2

Doctorial

Gold Coast

63

R6

Male

51

Married

2

Master

Gold Coast

59

R7

Male

55

Divorced

1

Master

Brisbane

64

R8

Female

43

Married

1

TAFE

Gold Coast

55

R9

Female

37

Married

1

Master

Gold Coast

60

R10

Male

42

Married

1

Doctorial

Brisbane

70

R11

Male

32

Married

2

TAFE

Brisbane

55

R12

Male

43

Married

3

Master

Brisbane

58

R13

Female

39

Married

2

Doctorial

Gold Coast

70

R14

Female

43

Married

2

Doctorial

Gold Coast

70

4.3.2 Eight themes for ideal beach destination
Eight key themes for the image schema of ideal beach destination were identified in this
study: 1) nature, 2) culture, 3) service, 4) environment, 5) activity, 6) sensory, 7) affective,
and 8) sociality. Appendix D lists these themes including 90 subordinated nodes or attributes.
As discussed in Section 4.2.7, the most important attributes were identified based on their use
frequencies and relationships. Figure 4.1 shows an egocentric sociogram, displaying 36
important attributes and their co-occurrence relationships within each theme for the image
schema of ideal beach destination, followed by explanations in detail.
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Figure 4.1 Salient attributes within eight themes for the ideal beach destination

Theme 1: Natural beach
Nature is typically the first association reported by a respondent. Thirteen of the 14
respondents mentioned nature when beginning to describe their ideal beach destination. For
instance, ―I love these (pictures) about getting close to nature … we had a natural beach
experience‖ (R8). Islands, seawater, sand, and wildlife were the attributes that respondents
most associated with an ideal natural beach. Many descriptions of an ideal beach destination
revolved around tropical islands, and included the attributes of clear and warm seawater, and
soft sand. One respondent states:
This is Hawaii, and this is the Maldives, this one I am thinking is some sort
of tropical island, I love tropical island outdoor stuff … it‘s the clear crystal
water, has to be. I love white soft sand‖ (R7).
Respondents frequently mentioned wildlife that co-occurred with sand and seawater as
attributes of an idyllic beach. For example, a participant comments, ―Because Heron Island is
really idyllic … it is like a beautiful island with turtles come up to the sea and they lay their
eggs and then go back, you see the rays down here, like beautiful waters.” (R2)
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Theme 2: Cultural beach
All the respondents mentioned cultural aspects of a beach destination. One claimed that a
mixture of the beach and culture could motivate them to travel overseas. Australian beaches
provided few cultural experiences, yet they were viewed as the best beaches in the world by
study participants. Cultural beach experiences were considered as beneficial in enhancing
children‘s knowledge:
Yeah, I think Australia does have the best beaches, sometimes you go to the
beach holidays, but you don't get anything culturally out of that. You get
something environmentally out of it but not… you don't learn about a new
culture, which is often a shame on a beach holiday in Australia, you know, if
you were to go overseas you might get a cultural experience as well as the
holiday as well as the beach. (R4)
At an ideal beach, many respondents expected to experience interesting local people‘s
lifestyles, historic buildings and landmarks, and a variety of local food. This was interesting
as it would enable them to learn and understand cultures different from those in Australia.
Examples of such cultural attractions included how local people cook and make handicrafts,
how they dress and dance, and how local history is reflected in their traditional buildings.
Respondents wanted to taste different local food or special drinks as below.
I think it is really important to engage with the local people and just to get a
feel of their lifestyle, like locals doing their thing. And I guess places like
this will have a lot of traditional buildings you can see, and they are
populated quite close to the water. I guess from a cultural perspective, the
people who made their lives, it sorts of revolves around the coastline… And
you can see what they left behind in terms of architecture and culture … in
Australia sometimes we don't have so much historical reference. (R8)
We try a lot of variety (food), we love eating local food from different
cultures and that is a part of that immersing yourself in the culture of where
you are, that is one of the reasons why we love going overseas, we love
going on holidays because we get to try all of those new things. So, yeah,
that's probably the most ideal situation. (R13)
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Theme 3: Beach service
In service theme, the widely linked nodes were accommodation, restaurant, transport,
facilities for kids. Accommodation and restaurants close to the beach often co-occurred
because service were intertwined in a destination:
…in Hawaii, I like, you know, restaurants and things very close to the
beach. … if you're sitting in an hotel bar, in the afternoon you are having
your drink and it is just dark and, when you are out here or wherever you are
on the unit, you're sitting out at the balcony, you know there is always
something to look at. (R7)
The desired accommodation was star-rated hotels, particularly the over-water style shown in
Figure 4.3 that was explained by one respondent as, ―something different but other than the
common room‖ (R11). Respondents regarded different nice restaurants in a beach destination
as an ideal situation. For instance, respondent R1 viewed this situation as, ―a bonus, a part of
quality of service‖. Moreover, short direct flights and good car rental represented an ideal
service as seen in the comment below:
What else is there to do at the beach, maybe I like, hire and drive a fourwheel car on the beach, taking the tour, maybe cycling like the mountain
bikes with big tires, like the fat tires. They are the best ideal situation‖. (R2)
For family adults, facility for kids is indispensable. Facility for kids, such as a supervised
swimming pool, had a co-occurrence with accommodation when respondents thought of
required service in the ideal beach destination. Respondent R11 said, ―usually the swimming
pool is right next to the hotel …the kids can have a bit more freedom in the swimming pool,
more safety‖. Apart from facilities for kids, some respondents also wanted childcare service
provided by kids‘ clubs because parents could have opportunities to enjoy themselves. For
example:
It may be a hub of activity then maybe a kids' club … I would look forward
if I was travelling overseas because I might want to spend some time with
my family, but I might also want to spend some time with my wife, so I need
some support to look after the children. (R5)
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Theme 4: Beach environment
The top concerned nodes were safety, cleanliness, beauty, uncrowded, and sustainability.
Water and personal safety were related to beach flags and law-abiding residents. Food safety
was also an essential issue for them when travelling overseas, especially with kids.
Respondent R4‘s anxiety about safety was apparent: ―You do hear about people getting sick
from bad food experience overseas sometimes, so good food, and clean water are important
for kids.‖ Thus, food safety often co-occurred with water cleanliness. Such co-occurrence
also appeared between safety and cleanliness of accommodation as the respondent R3
mentioned, ―The accommodation really, it is somewhere clean, somewhere safe that we can
know that we’ll be right at night‖. In other cases, some respondents not only connected
cleanliness with beauty of nature, but also appreciated the beauty derived from beach
activities, as the comment below said:
It was just beautiful that we were seeing people fishing on the shore and
pulling up fish. It was just beautiful and being able to let the kids be involved
with that and see everything around us. They really appreciate the beauty of
nature and that people are doing on the beach. (R13)
The node ‗uncrowded‘ was also mentioned together with beauty. Respondent R5 depicted his
ideal beach destination as, ―somewhere that has beautiful blue sky, good weather and the
lack of people‖. They preferred a more private beach space sharing with their families, since
overcrowded environment implied risks and fearfulness as R8 comments: ―Too crowded
being on the beach not feeling safe from people, so I'd find that quite disturbing I guess, not
being able to relax because you are sort of fearful‖. Additionally, most respondents not only
had highly awareness of sustainability, such as nature and wildlife protection, but also
understood and practice environmental education for their children during beach experience.
Environmentally friendly was an ideal situation as one respondent recalled:
Teaching my children to clean up the litter. There is no phosphate, or
anything put into the water, so it is not contaminating shellfish…So my
children are allowed to collect bucket full of shells at the beach but once you
got, when it was time to go home you have to pick a small one and the rest
went back into the water. (R3)
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Theme 5: Beach activity
Out of all 14 interviews, 12 respondents claimed that beach destinations offering beach
activities was ideal. One comment from respondent R2 gave a good explanation for this
active theme:
So whatever is active, so that's always has to be something to see or to do at
the beach…as long as we're doing things together and like our daughter
enjoy herself and then so we try to have something that suits the three of us.
So, that's an ideal situation…it's never quite, like the sport activities. (R2)
Respondents often mentioned contradictory statements, such as, ―I like the beach. [I]
could be there by myself with family doing nothing, but mostly it is about doing a lot at
the beach‖ (R14). This provided insight into two expectations of respondents for their
ideal beach destinations. Firstly, they desired strongly to have the opportunities of doing
and sharing dynamic beach activities with their families as the self-selected pictures
showed in Figure 4.4 demonstrate. Swimming, surfing, boating, and walking often
appeared together. Boating and walking co-occurred as popular activities; as respondent
R1 said, ―I would like walk around and explore the areas, if you could do like sea kayak or
a jet ski‖. Swimming-surfing co-occurrence was common. One respondent stated, ―We all
like surfing and swimming. Obviously, kids are grown up in the beach and I grew up
beside the beach and so did my partner. So, it's just a thing that we're used to.” (R4)
Secondly, static activities based on watching was another expectation. Watching nature and
wildlife co-occurred with boating as respondent R13 recalled, ―We were jet skiing, there were
dolphins around us‖. They also sought to watch people doing beach activities to get
relaxation from such sightseeing as explained by the following illustration:
Yeah, just way to relax, I guess away from work, and just relax and enjoy the
view, and the nature and just relaxing. Also, when you're not doing anything
but looking at surfers or looking at people that are just strolling, swimming,
or doing an activity, not myself doing but the other people do an activity,
that's relaxing as well, just to watch them. (R12)
Theme 6: Affective beach
More than half of all respondents mentioned affective associations with an ideal beach.
These themes include: relaxing, enjoyable, freedom, calm, happy, exciting and peaceful.
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Relaxing during a beach experience was a common benefit and co-occurred with the other
benefits. Two respondents‘ narrations explain this feature as follows:
…beach remind me of freedom. That relief, like I am somewhere where I
can enjoy myself and relax and leave all the stress behind…enjoying what is
in front of you and you know who you‘re with ... Again, sort of that peace
and relaxed and knowing that, putting myself somewhere where it is just so
beautiful makes me happy. Relaxing, enjoyable, relax, happy. (R13)
…when I look at the beach, it's calming, makes me happier and after a day at
the beach, you know you've been in the sun, you feel tired, you have a good
sleep at night, so that's good as well. Happy, relaxed, and maybe not stressed,
calm. (R11)
Theme 7: Sensory beach
Sensory feelings were mainly derived from smell, taste, hearing, touch and sight in the ideal
beach destination. Most respondents believed that sensory experience enhanced the
authenticity of their beach experience and the benefits they gained from beach holidays. As
respondent R8 described below, the sense-escapes conveyed the real feelings to her brain that
she was authentically escaping from daily routine work:
It is a heighten sense. All your sensory things are all getting. It really brings
a fresh new sensory experience in terms of visual, or hearing, or smelling …
you feel sort of like you're being plucked out of one spot and you're at the
beach, it is quite a different environment , and very unlike you for being in
the office all day or... (R8)
The sound of waves aroused calm feelings; as respondents R5 said, ―Sound of the waves
rolling and crashing, help me go to sleep, calming.‖ Sound of birds, such as, ―magpies‖
heard in Byron Bay in respondent R2‘s depiction, caused happy feelings. The olfactory sense
in respondents‘ narrations primarily came from fresh salty seawater, the quality of which
affected their re-visit intentions; as respondent R6 expressed, ―I would be more inclined to go
back if it smells nice and fresh‖. The ideal tactile sense from the beach was generated from
seawater, sand and wildlife, particularly for children. Respondents believed that children
could learn about the sea and understand nature and wildlife protection, which led parents to
bring their kids to the beach. Respondent R7 recalled his son‘s tactile experience with little
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crabs as, ―So, he'd pick them (little crabs) up, don't hurt them, and he (my son) will hold them
in his hand and tickle. It tickles, it tries to turn around and it gets all freaked about it, so
funny.” (R7)
Gustation-food was a closely associated node. Respondents preferred to experience different
local food on the beach overseas, since exotic food flavours were appealing to them; as
respondent R4 commented, ―We like really fresh, quite healthy tasty but lots of different
styles of cooking… a lot of local dishes and I guess that would be appealing to go overseas to
experience‖. Blue is the predominant colour for an ideal beach, but some respondents
discussed variances between dark and light blue. In the same vein, the sand they experienced
was also colourful with white, golden, yellow, and orange, wherein the white sand was
mooted as the ideal situation. Mixed with the other colours from the bright sun, green
vegetation, yellow sunrise and red sunset, the ideal visual beach engendered dreamy feelings.
One example is presented below:
…blue, white, green, the white sand, the blue seas, all variations of blue.
That is, what I like as well with a beach destination …You have the greens
like from the forest and the trees, and you have the white sands, ideal
sands… like the sunset with the reds, visually appealing, fantastic. (R12)
Theme 8: Social beach
The ideal beach satisfied respondents‘ needs for sociality, particularly intra-family
communication. The beach afforded them enjoyable and happy family moments, such as
camping together, playing with the sand and enjoying a four-wheel drive experience. Thus,
family togetherness was an important node for ideal social beach. Furthermore, selfchildhood was the first node activated and linked to beach experience by respondents. One
respondent R9 recalled, ―When we were little, we used to have seaweed fights... so that was a
happy memory.‖ Some respondents also regarded beaches as a special place than could leave
good childhood memories for their children as respondent R4 said, ―Beach is what I would
like my children to enjoy on a holiday, and certainly you know they can remember the good
time we share together on the beach‖.
Childhood and beach-going customs presented a co-occurrence relation. Beach-going was a
family custom rooted in growth and life both for people living with the beach nearby or not.
Respondent R7 stated, ―Beach is part of my soul ... It is my past and my future and my
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present.‖ The formation and continuation of this beach culture in Australia was passed from
generation to generation as explained below:
…this is part of beach culture in Australia. So my mum and dad grew up
very close to the beach and they went to the beach, and when I was growing
up, even though I lived a long way from the beach, they would drive us to
the beach for our family holidays because I really value that experience. And
now, the same, beach is a very special place as well for my husband and
daughter…So, for people in Australia who don‘t have the beach nearby, I
think it's still culturally important because we often think about going on
holiday to the beach. And many people would buy a small house near the
beach for holidays…It is sort of like a tradition.‖ (R9)
4.3.3 Image schema of ideal beach destination
Based on the 36 important attributes within eight themes identified above, their cross-themed
relationships were mapped out in a network sociogram, presented in Figure 4.7. The salient
attributes are related to each other in the image schema of the ideal beach destination. For
instance, the swimming, watching, walking in the ‗activity‘ theme can lead to relaxing
feelings that belong to the ‗affective‘ theme. More specifically, the largest and darkest node
or attribute was seawater as its value of degree centrality (28) was the highest (see Appendix
E). That is, seawater is the most central attribute for the image schema of ideal beach
destination. The out-degree (20) of seawater means 20 nodes have been activated through
seawater, while the co-occurrence (8) indicated eight nodes that wildlife, sand, island, historic
building and sites, accommodation, transport, sustainability and not crowded were always
mentioned together with seawater. The highest betweenness (501.407) and closeness (0.023)
centrality of seawater demonstrated its critical role in controlling the spreading activation
path and in providing easier and quicker accessibility to the other attributes.
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Figure 4.2 Image schema of the ideal beach destination
Relaxing was the second central node with a high degree centrality (18). Relaxing (in-degree
= 12) was triggered by 12 attributes, while co-occurrences revealed that the other 6 affective
attributes were always mentioned together with relaxing. Relaxing also had the second
highest betweenness (231.139) and closeness (0.019) centrality, indicating its easy and quick
accessibility from the other attributes. Wildlife as the third central node accessed to seven
attributes (out-degree = 7) and co-occurred with eight attributes (co-occurrence = 8), and it
was triggered by transport (in-degree = 1). The following salient attributes were watching
(degree = 15), swimming (degree = 13), sand (degree = 12), food (degree = 11),
accommodation (degree = 11), walking (degree = 10) and beauty (degree = 10), which were
related to more than 10 attributes. These central attributes implied that the attribute spreading
activation in the image schema of ideal beach destination revolved mainly around them.
Sharing the third high betweenness centrality (141.445) accommodation worked as an
important connector to the other attributes. Accommodation co-occurred with seven attributes
(seawater, wildlife, food, historic building and sites, local people lifestyle, restaurant and
facility for kids) and triggered associations to cleanliness, watching, swimming and relaxing
(out-degree = 4). Apart from relaxing, wildlife also had the second highest closeness of
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centrality (0.019), easily and quickly activating other attributes. The third highest closeness
of centrality also appeared in watching (0.018) and swimming (0.018), frequently being
mentioned together with other attributes. For instance, many elicited attributes, in fact,
reflected sightseeing needs in ideal beach destinations, such as watching wildlife, historic
buildings and sites, beach accommodation, natural beauty, and beach colour. This sightseeing
brought benefits of relaxing and good family memories as one respondent stated, ―You can
see the sunset, so it was beautiful … We'd seen some heritage sites such as a shipwreck. We'd
seen dingoes, my son was very enthusiastic and happy. He'd had a fantastic birthday”. (R5)
4.3.4 The best locality for the ideal beach destination
Participants, when describing their ideal beach destinations, stated that the main localities
were Bali, Hawaii, New Zealand, Maldives, France, Fiji, New South Wales and Queensland.
Figure 4.8 shows the positive and negative attitudes towards ideal beach destinations.
Queensland in Australia is perceived as the best domestic ideal beach destination among
respondents, while Bali and Hawaii were the best overseas ideal beach destinations. The
negative attitudes towards Hawaii were relatively less than Bali and Maldives when
respondents thought about their ideal beach destinations overseas. Furthermore, Hawaii
(19.89oN, 155.58oW) and Hainan Island (19.56oN, 109.94oW) have the similar latitudes, and
the distance from Australia to Hainan Island (5,609 km) is less than that to Hawaii (9,129
km). Therefore, Hawaii is appropriate to be set as the best ideal beach destination overseas
for Australia family adults, and can be used as a benchmark in this study to measure the
image schema incongruity between the ideal beach destination and Hainan Island in the
following quantitative study.
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Figure 4.3 Positive and negative attitudes towards ideal beach destinations

4.3.5 Summary for qualitative findings
As mentioned in Section 4.2.6, the elicited themes and attributes for this study were
compared with those in previous literature and findings to confirm that the data truly
represented the phenomenon of beach tourism. Table 4.6 presents the result of this
comparison.
Table 4.6 Comparison of salient attributes in previous and current study
Previous studies:
general beach destination images

Current study:
image schema of the ideal beach destination

Cognitive component

Cognitive component

Natural resources:
Weather (climate)
Beaches
Sun/sunny/sunshine
Sea water
Cultural resources:
Food/gastronomy(cuisine)
Historic buildings and sites
Customs & ways of life
General & tourist infrastructure:
High quality hotel/accommodation
Transport facilities (private & public)
Restaurants
Accessibility
Natural &social environment:
Hospitality & friendliness
Safety
Beauty of (natural) scenery
Cleanliness/unpolluted/hygiene
Overcrowding

Natural beach:
Seawater
Wildlife
Sand
Tropical Island
Cultural beach:
Food
Historic buildings and sites
Local people lifestyle
Beach service:
Accommodation
Transport
Restaurants
Facilities for kids
Beach environment:
Safe
Beauty
Not crowded
Cleanliness
Sustainability
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Continual Table
Cultural resources:
Food/gastronomy(cuisine)
Historic buildings and sites
Customs & ways of life
General & tourist infrastructure:
High quality hotel/accommodation

Behaviour component
Beach activity:
Watching
Swimming
Walking
Surfing
Boating

Affective component
Positive atmosphere:
Relaxing
Attractive/ Interesting
Exciting
Exotic
Pleasant
Historic/modern
Exotic

Affective component
Affective beach:
Relaxing
Happy
Freedom
Calm
Enjoyable
Exciting
Peaceful
Sensory component
Sensory beach:
Touch
Colour
Hearing
Taste
Smell
Social component
Social beach:
Childhood
Custom
Family being together

Salient cognitive attributes
Table 4.6 shows that traditional ‗sun-cult‘ or ‗sun-plus‘ ideas for beach destinations are
associated with nature, weather, beaches, sun and seawater. These are the core attributes of a
beach destination image. In this study, the beach is the central or most frequently discussed
idea, as the beach is a main attraction and primary resource for a beach destination appraisal,
along with seawater and sand (Marin, Palmisani, Ivaldi, Dursi, & Fabiano, 2009).
Interestingly, this study also found wildlife interaction and tropical islands were associated
with the ideal beach destination, which is in line with Tisdell and Wilson (2001) finding that
consumers demand active interaction with beach wildlife (getting close to animals in a
natural situation) rather than simply watching them. Similarly, a tropical island is associated
with an ideal beach destination perhaps due to interest in the environment (Cheng, Wu, &
Huang, 2013).
There are differences in emphasis regarding cultural, service and environmental attributes:
facilities for kids is more prominent than in previous studies perhaps due to participants‘
family-oriented travel motives. Parents on a family vacation associate facilities for kids with
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improvements in their children‘s knowledge and sociality (Fu, Lehto, & Park, 2014).
Respondents were interested in food (seafood) as found in other studies (Yang et al., 2014).
They discussed the freshness and source of seafood related to health considerations. As one
participant said:
The seafood, being able to eat freshly cooked fish and know where it has
come from. The chefs would come out and speak to you and say, this is
where the local fishermen caught this fish this morning and we‘ve cooked it
with herbs that we‘ve grown in the garden out back, so they, and the white
staff would explain all of that to you so you would know exactly where it
was coming from and how it was prepared and everything like. (R13)
Sustainability reflects increased awareness of a need for environmentally friendly behaviour
(Cheng et al., 2013; Hu & Wall, 2005) rather than being associated with social interactions
with the host community during a visit. The findings shown in Figure 4.7 provide evidence
that natural, service, and cultural attributes are central attributes of the ideal beach destination
image schema. Such cognitive attributes are easier to recall and they evoke other attributes
(Echtner & Ritchie, 1993; Gallarza et al., 2002).
Salient behavioural attributes
The behaviour attributes identified here include watching, swimming, walking, surfing and
boating, suggesting that such recreational opportunities increase the perceived value of beach
holidays (Dall'Aste Brandolini, 2009). The respondents considered these physical beach
activities to be beneficial for their health (Ashbullby, Pahl, Webley, & White, 2013).
Australian families focus more on beach activities than the adult nightlife, as found in prior
research. Although shopping is considered as a primary tourist activity in the past,
particularly for cross-border travellers (Chang, 2014), it is not a prominent attribute in the
current study. Australian family beach tourists are less interested in shopping and prefer
participation in outdoor or marine-based activities (Moscardo, 2004).
Salient affective attributes
This study supports other research findings that have identified relaxation as a major motive
for beach travel (Van der Merwe, Slabbert, & Saayman, 2011). Relaxation is associated with
positive emotions such as calmness, freedom, enjoyment and happiness (see Figure 5),
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indicating that it is central to the feelings derived from beach travel (Park, Reisinger, & Kang,
2008).
Salient sensory attributes
Five human senses are engaged in destination perception, wherein the contribution of the
visual sense is the greatest (Agapito, Valle, & Mendes, 2014). Similar to previous studies,
this study found visual experience, such as nature and wildlife watching and cultural
sightseeing to be important (Hughes, 2001; Stebbins, 1996). These visual experiences as
‗watching‘ were classified into activity attributes. However, the visual sense in this study
focused on colour sense that is used in past qualitative research to explore more meanings
(Christensen & Olson, 2002; von Wallpach & Kreuzer, 2013). Some other scholars, however,
describe an overall sense-scape with the integration of all five senses (Pan & Ryan, 2009).
Accordingly, this study integrated five sensory attributes into the sensory component of the
image schema for an ideal beach destination. These findings indicate that sensory attributes
play an important role in destination image perception (Son & Pearce, 2005). For example,
smelling and tasting food are associated with the United Kingdom (Everett, 2008).
Salient social attributes
Prior studies view socialisation and family togetherness as an important travel motivation
(Iso-Ahola, 1982). For instance, beach destinations such as Miami (Park et al., 2008) and
Nice (Prayag, 2012) meet tourists‘ needs for time with the family. These social attributes
were also identified in the current study. The presence of socialisation and family in the
image schema for an ideal beach destination may be related to pleasant childhood memories
and nostalgia for those times (Franklin, 2014). Parents may seek the relaxation and freedom
of family-style holidays because of childhood memories of family holidays at the beach
(Cullingford, 1995; Gram, 2005). This type of holiday is traditional for Australian families
and forms part of Australian beach culture (Booth, 2012).
Five components of image schema
This study has identified five components for the image schema of ideal beach destination as
shown in Table 4.6. The cognitive component is composed of nature, culture, service and
environment while the behavioural component reflects activity. The others are affective,
sensory and social components. This finding supports the orchestral model of tourist
experience (Pearce & Zare, 2017), whereby these memory-based components of the image
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schema are dynamically integrated into consciousness to perceive destination through recall
of past experience. These five components reflect psychological entities for understanding
ongoing and remembered experiences (Pearce & Zare, 2017; Schmitt, 2010). Similar to parts of
an orchestra influencing the total musical effect, they can be used as a measurement for
experience analysis (Pearce & Zare, 2017), including the interpretation of destination images
based on mental experience.
Most prior studies on beach destination images are based on the cognitive-affective theory of
image as discussed in Section 2.3. In this study, the ideal beach destination image built from
image schemas is also found to involve sensory and social components, since a perceived
destination image relies on mental experience (e.g., sensation and memory) during
destination perception (Lai & Li, 2016). For example, R4 mentioned that turtles and coral
(cognitive) made her excited (affective) because she touched them (sensory): ―It is exciting,
so like touching the turtles and coral, whilst not trying to have any impact on them, it’s
always exciting being able to do that.‖
The sensory component is thought to mediate between cognitive and affective components
(Son & Pearce, 2005) and creates a unique experience (Macrae et al., 2013). It is an
essential factor in destination image (Pearce, 2012). Such sensory components of an image
schema provide a multiple faceted assessment of destination images and enhance
experiential values during destination perception.
The social component often refers to a childhood memory reflecting that an image schema
is derived from past experience (Yang, 2016). As a result, a beach is considered as an ideal
place for a pleasant family get-together, such as R12 recalled:
Every weekend I hang out on the beach with my daughter, it is always
amazing. Teach her to, well anything, the whole idea here is it's free.
Whatever she wants to do, we swim walk, dig holes, she starts in the surf and
paddle, do you know what I mean, and sometimes I get her out on this
paddle with her, anything. Whatever she wants to do is up to her, I would let
her run. (R12)
This finding is in line with the consumer socialisation theory which emphasises the pleasure
benefits produced by social interaction during travelling and the role of feelings of kinship on
destination image formation (Lee, 2009; Shim, Gehrt, & Siek, 2005).
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Clearly, the behavioural component identified in this study refers to beach activities, which is
viewed as tourist leisure and recreation in prior literature (Beerli & Martin, 2004). These
activities activate affective feelings as presented in Figure 4.7, a finding consistent with
appraisal theories of emotion which posit that the emotions are outcomes of experiences or
actions (Frijda, 1988). These five components of image schema are also consistent with the
multiple responses for brand experience triggered by brand-related stimuli, such as a
destination image (Barnes, Mattsson, & Sørensen, 2014; Brakus, Schmitt, & Zarantonello,
2009).
The above section indicates that the existing image schema of an ideal beach destination
among Australian family adults is comprised of cognitive (nature, culture, service and
environment), behaviour (activity), sensory, affective and social components as shown in
Table 4.6. This new ‗beach-plus‘ image schema of the ideal beach destination supports that
traditional beach designation images are changed due to the consumers‘ seeking multiexperience (Prayag & Ryan, 2011). Identification of behaviour, sensory and social attributes
reveals more memory-stored information underpinning the image schema of ideal beach
destination. This method used to identify these salient attributes here is different from prior
literature. Previously, measurements for designation images relied on a literature review to
select and cite attributes (Caber, Albayrak, & Matzler, 2012; Chen & Tsai, 2007; Heung &
Quf, 2000; Park & Njite, 2010; Prayag, 2009; Stylos et al., 2016), albeit those that used
qualitative research to supplement these attributes (Beerli

Mart n, 2004; Milman

Pizam,

1995). This study, however, identified attributes stored in memory and analysed their
relationships to form the image schema of an ideal beach destination. Moreover, the setting of
Hawaii as the best ideal beach destination provides empirical evidence for calculating image
schema congruity.
Setting of the ideal beach destination
Hawaii, Bali, Maldives, Fiji and New Zealand were identified from qualitative data analysis
as the ideal beach destinations overseas amongst Australian family adults. Following this,
Hawaii was selected and will be used as a benchmark in the quantitative research on the
image schema congruity between Hainan Island and the ideal beach destination (proxy to
Hawaii), as Australian family adults had more positive attitude towards Hawaii than the other
beach destinations. In previous literature, Hawaii, as one of the most popular and mature
island destinations in the Pacific area (Mak, 2015; Pratt, 2012), has been selected previously
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for destination competition research (Barnes et al., 2014; Reisinger & Turner, 2000; Turner &
Reisinger, 1999). This study set Hawaii as the best locality for the ideal beach destination,
which will be tested in the following quantitative study to confirm its usage for comparison to
calculate image schema congruity.
4.4 Conclusion
Exploratory qualitative research was used to provide relevant measurement scales of the
image schema of ideal beach destination and Hainan Island for the following quantitative
study. Rich qualitative data about the ideal beach destination for Australian family adults
were collected. NVivo 11 plus was used to analyse the data. Eight key themes for the image
schema of ideal beach destination were identified: nature, culture, service, environment,
activity, sensory, affective, and sociality. The salient important attributes embodied in these
themes were identified based on their use by over half of the participants. These qualitative
findings were used to form the treatments and questionnaire used in the quantitative research.
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Chapter 5 Quantitative Method and Results

5.1 Introduction
This chapter aims to address the remaining four research questions and test the hypotheses by
providing the method and results relating to the relationships verified among image schema
incongruity, narrative transportation of storytelling and attitude in the context of Hainan
Island. The effectiveness of the questionnaire and story related to salient attributes about
Hainan Island are confirmed after design, followed by four tasks. The first is to examine the
initial exiting image schema congruity between the ideal beach destination and Hainan Island
pre-treatment, as well as its influence on the initial attitude towards Hainan Island. Then, the
levels of narrative transportation for different treatments about Hainan Island are tested and
compared as the second task, the results of which reflect the impacts from narrative format
and narrative perspective. Subsequently, the third task focuses on testing the image schema
congruity between the ideal beach destination and Hainan Island post-treatment, during
which the influence from narrative transportation is also checked. The final task assesses the
effects of the changes of image schema congruity on attitude change towards Hainan Island.
Corresponding results are presented in this chapter, whilst the discussion for these results will
be presented in Chapter 6. This chapter commences with the justification of the quantitative
method.
5.2 Quantitative Method
The quantitative research collects numerical data through a series of closed questions
(Christensen et al., 2011; Neuman, 2013). It contains two main methods—non-experimental
and experimental designs (Kumar & Ebooks, 2014). In experimental design, the true
experiment and quasi-experiment are involved.
Table 5.1 Comparison among three quantitative methods

Manipulation

True experiment
Yes

Quasi-experiment
Yes/No

Non-experiment
No

Control
Randomisation

Yes
Yes

No/Yes
No

No
No

Scientific validity

Highest

High

Low

Source: adapted from Thompson and Panacek (2006)
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A true experiment is used to relate cause or intervention to the induced effects (Cook,
Campbell, & Shadish, 2002). The advantage of a true experiment is its artificiality which
helps to meet all three design elements, since situations or activities created by researchers
may be difficult to control in real life (Henshel, 1980). It comprises three approaches to
explore a cause-and-effect relationship. Manipulation is used to systematically change the
levels of an independent variable so as to expose it to different sample groups; control means
holding the extraneous variables constant, such as environmental clues, investigator effects,
participant variables and situational variables, to minimise their effects during experiment;
randomisation determines how subjects are assigned to each of the study groups to avoid
excessive biases (De Vaus & de Vaus, 2001). It is easier to observe, introduce and manipulate
the independent variables in a true experimental study than in a real social environment.
However, extraneous factors that are not intentionally studied in an experiment need to be
controlled. Although a true experiment has a high scientific validity, there are strict
requirements for time, cost, ethics and random assignment (Freedman, 1987; Thompson &
Panacek, 2006), some of which even cannot be easily implemented in a study.
In contrast, a non-experimental study begins with the effects to explore the cause. In common
with a survey design, this approach is more accurate in its fixed survey items, and sample size
can be larger than the experimental study (Babbie, 2013; Creswell, 2013). A survey
instrument, such as a questionnaire, also allows the comparability of data before and after an
intervention. Nevertheless, the scientific validity in a non-experiment is relatively low due to
the lack of randomisation and the findings overly relying on open questions (Thompson &
Panacek, 2006).
Compared to the two methods above, a quasi-experiment is a study with non-random
assignment for observing the effects from a deliberate intervention (Cook et al., 2002). It can
meet the features of a true experiment except for the random assignment (Kirk, 1982). The
quasi-experimental design often has manipulation of the independent variables or control of
the study setting, yet little randomisation. Although the scientific validity of a quasiexperiment is less high than a true experiment, it can assist to validate treatments or establish
potential associations with less expensive costs, and provide realistic options for ethical or
other reasons (Campbell & Stanley, 2015; Thompson & Panacek, 2006). In other words, the
feasibility of a quasi-experiment is higher than a true experiment (Mark & Reichardt, 2009).
Recently, quasi-experiments that expose participants to various stimuli are becoming more
popular in destination studies (Becken & Wilson, 2007; Frí
as, Rodríguez, Alberto Castañeda,
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Sabiote, & Buhalis, 2012). Therefore, this study adopted the quasi-experiment which does not
meet all the requirements necessary for controlling the impacts of extraneous variables, but
combines the advantages of the true experiment and non-experiment (Christensen, 2004;
Christensen et al., 2011; Kumar & Ebooks, 2014).
5.2.1 Research design
There are four types of experiment design (Kumar & Ebooks, 2014). The post-only
experimental design aims to test the impact of an intervention, but with no baseline data, it
leads to two incomparable data sets. By contrast, a before-and-after experimental design is
better than the after-only experimental design, as it has a baseline pre-treatment and receives
comparable data post-treatment. A matched control experiment centres on comparability in
terms of the relevant characteristic of the population, which is not the objective of this study.
A comparative experiment compares the effectiveness of different interventions, where the
samples are divided into the same numbers of groups and share the same baseline.
Accordingly, this study adopted a quasi-experiment with a before-and-after comparative
design to test the change of image schema congruity and attitudes towards Hainan Island
before and after the intervention exposure. The narrative format (factual information versus
story) and narrative perspective (first- versus third-person) of textual information about
Hainan Island are different and involves no temporary consideration about the sample
characteristics. Based on the 2×2 quasi-experiment design, four types of textual information
about Hainan Island were edited and used as treatment: 1) first-person factual information; 2)
third-person factual information ; 3) first-person story; and 4) third-person story. The editing
of textual information coincides with the constructs being measured. As such, the subsections commence with the interpretation of the instrument used in this study, followed by
the explanation of the editing of textual information.
5.2.2 Instrument
This study was implemented through an online survey using self-administrated questionnaires.
Although telephone and mail surveys can reach a wide range of respondents, they are timeconsuming, have low response rates and require private information (e.g., phone number and
address) that can be difficult to obtain (Kumar & Ebooks, 2014; Neuman, 2013). A face-toface survey is time-intensive and expensive. Online questionnaires appear more appropriate
for this survey because of time savings and cost savings, as well as gaining access to people
who share special interests, attitudes, beliefs and values regarding an issue, problem or
activity (Wright, 2005). The questionnaire design is described below.
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There were four major parts to the survey questionnaire: 1) pre-screen demographics; 2)
perceptions and attitudes pre-treatment; 3) narrative transportation of treatment (textual
information about Hainan Island); and 4) perceptions and attitudes post-treatment. A 7-point
Likert-type scale ranging from 1 (strongly disagree) to 7 (strongly agree) was used to
evaluate perceptions of Hawaii (the ideal beach destination) and Hainan Island, as well as
levels of narrative transportation and attitude towards Hainan Island. This 7-point scale was
selected because it is more sensitive than a 5-point scale (Cummins & Gullone, 2000; Dawes,
2008).
The survey began by asking respondents demographic questions to screen samples. Survey
items included resident code, year of birth, marital status, annual household income, gender,
educational level, and the number and age of children. These demographic items
were adapted from 2016 Census conducted by Australian Bureau of Statistics
(http://www.censuscensusdata.abs.gov.au/census_services/get product/census/2016/ quickstat
/036). Based on the qualitative results, Hawaii was set as a proxy for the ideal beach
destination. Prior to treatment, there were eight constructs measured in this study for the
image schema and one construct for attitude. In accordance with the rationale for selecting
the items to measure each construct described by Bouma and Ling (2004), each construct is
defined and the items for measurement explained below.
Construct 1: Natural beach (NL)
Previous literature viewed natural resources as an important construct to measure perceived
destination images (Beerli & Martin, 2004; Chen, Chen, & Wang, 2012; Stylos et al., 2016).
In this study, natural beach is defined as the ideal natural environment in a beach destination.
This definition is based upon Weaver and Lawton (2014) concept of natural attractions that
are associated more closely with natural environment, including topography, climate,
hydrology, wild life, and vegetation. Here, four variables for measuring the ideal natural
beach as one part of the image schema of ideal beach destination and Hainan Island were
identified from the qualitative data analysis, including island, seawater, wildlife and sands.
According to the scale developed by Assaker (2014), similar items were used to measure the
natural evaluation of Australia‘s destination image among Chinese travellers and were
deemed as reliable (Cronbach‘s α = .82, CR = .88, FL = .80, p<.01). There were some slight
changes for the wording of each item to reflect the context of this study as shown below:
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Item source

Adapted items used in this study

Australia has magnificent sunny beaches.
Australia has fascinating native animals and
vegetation (Assaker, 2014).

NL1: Hawaii/Hainan Island is an ideal tropical island.
NL2: Hawaii/Hainan Island has clear and warm seawater.
NL3: Hawaii/Hainan Island has fascinating wildlife.
NL4: Hawaii/Hainan Island has soft and clean sands.

Construct 2: Cultural beach (CL)
Weaver and Lawton (2014) define cultural sites as specific attractions reflecting a ‗humanmade‘ environment, and which are more diverse that their natural counterparts. Hence, this
study identifies cultural beach as the ideal cultural environment in a beach destination.
Cultural, history and art constitute one scale to measure the cultural part of a destination
image, including historical buildings, customs and ways of life, gastronomy and so on (Beerli
& Martin, 2004). Rittichainuwat, Qu, and Brown (2001) employed these items to measure the
international destination image for Thailand. Consistently, four variables were identified in
this study from the qualitative phases. The items include historical buildings and sites, unique
culture, unique local people lifestyles and unique local food to measure cultural beach. These
items were adapted from a scale developed by Assaker (2014), measuring cultural evaluation
of Australia‘s destination image among Chinese travellers and reported as reliable
(Cronbanch‘s α = .75, CR = .86, FL = .83, p<.01). Slight alterations were made to the
wording to reflect ideal cultural beach, as follows:
Item source
Australia has wonderful historical sites
and excellent museums/art galleries;
Australia has a unique aboriginal
culture; (Assaker, 2014)

Adapted items used in this study
CL1: The beach at Hawaii/Hainan Island has wonderful
historical buildings and sites.
CL2: The beach at Hawaii/Hainan Island has a unique culture.
CL3: The beach at Hawaii/Hainan Island has unique local
people lifestyles.
CL4: The beach at Hawaii/Hainan Island has unique local food.

Construct 3: Beach service (BS)
Mo, Howard, and Havitz (1993) view the destination‘s natural and cultural environment as
the primary factors to attract international tourists, while the service infrastructure is the
secondary factors in their desires. This study defines beach service as the service
infrastructure in an ideal beach destination, including general and tourist infrastructure. This
is also consistent with Beerli and Martin (2004) definition of infrastructure in a tourist
destination. Similarly, Chen et al. (2012) decided that services comprise private and public
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transport, health service, hotel and self-catering accommodation, restaurants, etc., and used
these items to measure the perceived destination image of Kaohsung in Taiwan. This study,
however, identified five items from the qualitative phase to measure the ideal beach service,
including accommodation, restaurant, transportation, facilities for children, and childcare
service. As shown below, the wording of these five items was adapted with slight alterations
based on the studies conducted by Assaker (2014) that were reported as reliable (Cronbanch‘s
α = .75, CR = .85, FL = .83, p<.01).
Item source

Adapted items used in this study

Australia has good tourism
infrastructure facilities (e.g.
restaurants, accommodation, etc)
(Assaker, 2014);

BS1: Hawaii/Hainan Island has good accommodation close to beach.
BS2: Hawaii/Hainan Island has good restaurants close to beach.
BS3: Hawaii/Hainan Island has good transportation to the beach.
BS4: Hawaii/Hainan Island has good facilities for children at the beach.
BS5: There are good childcare services at Hawaii/Hainan Island.

Construct 4: Beach environment (BE)
Environmental scale is used for measuring the evaluation of natural and social environment
in a destination image (Beerli & Martin, 2004), such as beauty of the scenery, cleanliness,
overcrowding, hospitality and friendliness of the local residents, safety and so on. Stylos et al.
(2016) regarded these items as essential conditions to measure the Northern Greece as
perceived by Russian tourists. Some scholars differentiate this environmental scale from the
natural and cultural scales mentioned above as the former reflects mixed attributes between
functional and psychological attributes, while the latter are functional attributes (Alcaniz,
García, & Blas, 2009; Chen, Chen, & Okumus, 2013; Echtner & Ritchie, 1991). In other
words, natural and cultural scales measure the facts of the environment in a destination,
whereas environmental scale measures the total desires for the natural and cultural
environment. This study identifies six variables, including safe, clean, naturally beautiful, a
scenic landscape, uncrowded and environmentally friendly, to measure the ideal beach
environment. These items were re-worded and simplified as shown below to reflect the
context of this study. In Assaker (2014) study, the environmental scale with related items was
reported as reliable (Cronbanch‘s α = .82, CR = .85, FL = .87, p<.01) , which is similar to
Yau and Chan (1990) study.
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Item source
Australia is a safe destination for travellers
The environment in Australia is very clean
(Assaker, 2014).
(Hong Kong) Has a lot of natural beauty
and scenic attractions (Yau & Chan, 1990).

Adapted items used in this study
BE1: Hawaii/Hainan Island beaches are safe.
BE 2: Hawaii/Hainan Island beaches are clean.
BE3: Hawaii/Hainan Island beaches are naturally beautiful.
BE4: Hawaii/Hainan Island beaches have a scenic landscape.
BE5: Hawaii/Hainan Island beaches are uncrowded.
BE6: Hawaii/Hainan Island beaches are environmentally
friendly.

Construct 5: Beach activity (BA)
A wide variety of activities undertaken for pleasure in leisure time can be called recreation
(Phelps, 1988). MacKay and Fesenmaier (1997) underline the close relevance between the
recreational activities and a holiday image theme that had a significant impact on how a
destination image is perceived. Activities are classified into the scale of tourist leisure and
recreation in Beerli and Martin (2004) study, comprising golf, fishing, hunting, skiing, scuba
diving, trekking, shopping, night life and so forth. These items were used as appealing
activities by Stylos et al. (2016) to measure the perceived destination image for Northern
Greece. In this study, beach activity means the ideal recreational activities offered by a beach
destination. Corresponding items used to measure the ideal beach activities were adapted
from Assaker (2014) and reported as reliable (Cronbanch‘s α = .75, CR = .82, FL = .87,
p<.01). There were some slight changes for the wording of each item to reflect the context of
this study, as shown below:
Item source
Australia offers many
opportunities for sports and
adventurous activities (Assaker,
2014).

Adapted items used in this study
BA1: The beach at Hawaii/Hainan Island offers opportunities for
watching people doing activities.
BA2: The beach at Hawaii/Hainan Island offers opportunities for
walking.
BA3: The beach at Hawaii/Hainan Island offers opportunities for
swimming.
BA4: The beach at Hawaii/Hainan Island offers opportunities for
boating.
BA5: The beach at Hawaii/Hainan Island offers opportunities for surfing.

Construct 6: Sensory beach (SY)
Aside from relying on the visual sense, images can also be derived from mental
representations of various sensations, such as sound, taste, and smell (Downs & Stea, 1977).
Little attention has been devoted in the previous literature to measure destination images
using sensory attributes. Son and Pearce (2005) measure multi-sensory components of
112

destination image for Australia as perceived by international visitors. They view the sensory
image for a destination as a combination of visual, olfactory, auditory and tactile images,
which is used to satisfy psychological needs. Accordingly, sensory beach in this study is
defined as the sensory evaluation for an ideal beach destination based on hearing, smelling,
touching, tasting and colour perception. These five items that measure the ideal sensory
beach were adapted from items developed by Kim, Chua, Lee, Boo, and Han (2016). These
items measured the sensory evaluation of airline lounges among travellers and are regarded
as reliable (factor loadings > .70, CR = .94, AVE = .66, p < .001). Slight alterations were
made to the wording to reflect ideal sensory beach, as follows:
Item source
The scent of this airline lounge
is pleasing;
This interior design is visually
appealing;
The colours used in this airline
lounge create a pleasant
atmosphere (H.-C. Kim et al.,
2016)

Adapted items used in this study
SY1: Hearing the sound of waves on the beach at Hawaii/Hainan Island
is pleasing.
SY2: Hearing the sound of birds on the beach at Hawaii/Hainan Island is
pleasing
SY3: Smelling the scent of water the beach at Hawaii/Hainan Island is
pleasant.
SY4: Touching the sand on the beach at Hawaii/Hainan Island is
appealing.
SY5: Touching the water on the beach at Hawaii/Hainan Island is
appealing
SY6: Seeing the contrast of the colours of blue sky and water, white
sand, green vegetation, and bright sun on the beach at Hawaii/Hainan
Island is attractive.
SY7: Tasting local food on the beach at Hawaii/Hainan Island is
pleasurable.

Construct 7: Affective beach (AB)
Affective image is the affective evaluation of a tourist destination (San Martín & Del Bosque,
2008). Affective attributes (e.g., exotic, relaxing, stressful, fun, enjoyable, pleasant, attractive,
etc.) were used to measure the atmosphere perceived in a destination image by Beerli and
Martin (2004). Four matched groups of affective attributes; namely, distressing-relaxing,
unpleasant-pleasant, gloomy-exciting and sleepy-arousing, have been commonly and widely
applied in destination image literature for affective measurement (Baloglu, 2001; Son &
Pearce, 2005; Stylos et al., 2016). In this study, affective beach means the affective
evaluations of an ideal beach destination. Seven variables were identified for measuring the
ideal affective beach; they are relaxed, calm, peaceful, happy, excited, freedom and enjoyable.
These items were adapted from a scale developed by Gardiner, Grace, and King (2014) and
reported as reliable (Cronbanch‘s α = .95, FL > .70, AVE = 85.2, p<.01). These re-worded
items are presented below to reflect the context of this study:
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Item source

Adapted items used in this study

Taking a holiday in Australia
makes me feel good (Gardiner
et al., 2014)

AB1: Visiting Hawaii/Hainan Island would make me feel relaxed.
AB2: Visiting Hawaii/Hainan Island would make me feel calm.
AB3: Visiting Hawaii/Hainan Island would make me feel peaceful.
AB4: Visiting Hawaii/Hainan Island would make me feel happy.
AB5: Visiting Hawaii/Hainan Island would make me feel excited.
AB6: Visiting Hawaii/Hainan Island would make me feel freedom.
AB7: Visiting Hawaii/Hainan Island would make me feel enjoyable.

Construct 8: Social beach (SL)
Previous studies viewed socialisation and family togetherness as important travel push factors
based on motivation theory (Iso-Ahola, 1982). This motivation unveils an interpersonal
relation that is the desire to spend time with family and/or friends, as well as meet new people
during a destination travel (Baloglu & McCleary, 1999; Kim & Eves, 2012). Beach nostalgia,
being always related to playing on the beach during childhood, assists in building knowledge
of a destination (Franklin, 2014). The social beach in this study is defined as the evaluation of
social relationships for an ideal beach destination. Four items were identified from qualitative
study and were adapted based on Kim and Eves (2012) study and reported as reliable
(FL > .60, AVE > .88, CR = .64, p<.01 ). The slightly re-worded items are displayed below:
Item source
Tasting local food enables me to have
an enjoyable time with friends and/or
family (Kim & Eves, 2012).

Adapted items used in this study
SL1: Visiting Hawaii/Hainan Island enables me to have an
enjoyable time with family.
SL2: Visiting Hawaii/Hainan Island gives me good family
memories.
SL3: Visiting Hawaii/Hainan Island gives my children good
childhood memories.
SL4: Visiting Hawaii/Hainan Island evokes my childhood
memory.

Construct 9: Attitude (AT)
As discussed in Section 2.5.5 of Chapter 2, attitude is a summary evaluation about an object
or a person and this evaluation can be favourable or unfavourable (Laroche, Bergeron, &
Barbaro-Forleo, 2001; Schiffman et al., 2013). Several studies have shown that attitude drives
behaviour intention (Gnoth, 1997; Hultman, Kazeminia, & Ghasemi, 2015; Sparks & Pan,
2009), and attitude is also the outcome of image schema congruity (Gross & Wiedmann,
2015). In this study, attitude toward Hainan Island was measured by three items adapted from
Gardiner et al. (2014) research. They used three items to measure attitude towards a holiday
in Australia and their results are reported as reliable (Cronbanch‘s α = .93, FL > .96, AVE
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= .84, p<.01 ). Slight alterations were made to reflect the context of this study and are
presented below:
Item source

Adapted items used in this study

Holidays in Australia are good;
I like holidays in Australia;
I have a favourable attitude towards holidays
in Australia (Gardiner et al., 2014)

AT1: Holidays to Hawaii/Hainan Island are good.
AT2: I would like a holiday in Hawaii/Hainan Island.
AT3: I have a favourable attitude towards a holiday in
Hawaii/Hainan Island.

After the pre-treatment survey, participants of four groups were exposed to four types of
textual information about Hainan Island randomly, followed by the evaluation on the
narrative transportation of these texts and re-evaluation on the perception and attitude
towards Hainan Island using the nine constructs identified above. The measurement scales of
narrative transportation are discussed below.
Construct 10: Narrative transportation (NT)
Narrative transportation is the status of attentions, imagery and emotion when reading
information (Green, 2004). The measure of narrative transportation reflects the extent to
which readers are attracted and transported by this information. In this study, narrative
transportation is used to measure the extent of attraction derived from different textual
information about Hainan Island. This study used nine items to measure narrative
transportation. Some of these items are used in tourism destination research and are adapted
to fit different research contexts (Rozier-Rich & Santos, 2011; Wong et al., 2015). In this
study, nine items were adapted from Green and Brock (2002) narrative transportation scale
used in relation to public narratives. These items reported an acceptable reliability
(Cronbach‘s α = .76, p<.01).

115

Item source
While I was reading the narrative, I could easily
picture the events in it taking place.
I could picture myself in the scene of the events
described in the narrative.
I was mentally involved in the narrative while
reading it.
After finishing the narrative, I found it is easy to
put it out of my mind.
I found my mind wandering while reading the
narrative.
The narrative affected me emotionally.
The events in the narrative are relevant to my
everyday life.
The events in the narrative have changed my life.
While reading the narrative I had a vivid image of
the ice Island (Green & Brock, 2002).

Adapted items used in this study
NT1: While I was reading the description, I could easily
picture the events in the Hainan Island.
NT2: While I was reading the description, I could picture
myself in Hainan Island.
NT3: I was mentally involved in the description while
reading it.
NT4: After reading the description, I found it is easy to put
it out of my mind.
NT5: I found my mind wandering while reading the
description.
NT6: The narrative affected me emotionally.
NT7: The described Hainan Island is relevant to my
interests in travel.
NT8: This description has changed my view of Hainan
Island.
NT9: While reading the description I had a vivid image of
the Hainan Island.

5.2.3 Textual treatment
Based on the measurement items for the image schema of Hainan Island identified above, this
study modified four types of textual information about Hainan Island as treatment to measure
changes in participants‘ perceptions of Hainan Island pre- and post- treatment. The
authenticity of a brand story is essential to strengthen its persuasive power (Chiu, Hsieh, &
Kuo, 2012), since consumers are apt to be sceptical about the interpretation resulted from
manipulated marketing (Ben Youssef et al., 2018; Firat & Venkatesh, 1995). Real events in a
story can help consumers to perceive this story to be authentic, but tales or fictions also make
them enjoyable (Zabel, 1991). As Grayson and Martinec (2004) statement demonstrates, an
authentic story seems to be ‗the original‘ or ‗the real thing‘. That is, although it is not
necessary for a story to be true, as it seeks to entertain and persuade readers, it should not be
deceptive (Olsson et al., 2016). Thus, the editing of textual treatment in this study attempts to
make the story apparently authentic.
To create authentic treatment, the researcher reviewed the textual information from the
official

website

(English

version)

of

Hainan

International

Tourism

Island

(http://en.visithainan. gov.cn/) issued by the Hainan Tourism Development Commission, as
well as articles and news published in two websites: Lonely Planet—one of the largest travel
guidebook publishers in the world (https://www.lonelyplanet.com/china/hainan) and British
Broadcasting Corporation (BBC) Travel—the world's oldest national broadcasting
organisation (https://www.1 bbc.com). Based on a review of these sources and with
consideration of the eight constructs being measured, the framework for the treatment was
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prepared through matching the text contents with the identified attributes and items. An
example of the attribute-matched textual information is showed in Appendix F.
Using this framework, four versions of textual information about Hainan Island were written:
factual information from the first-person and third-person respectively, and story from firstperson and third-person separately. Table 5.2 exhibits each version of these texts. The editing
of the story-based information referred to the framework for the quality narrative
communication that indicates a story should contain sequence, character, structure, message
production and be bounded in space and time (Kreuter et al., 2007). A professional writer
who had published seven books of fiction, two academic supervisors and ten academic
tourism scholars reviewed all four versions of textual information and provided comments to
help refine the text to ensure its quality. Consistent with a good story as discussed in Section
2.6.2, the beginning of the story in this study simply and clearly introduced the background
and reminded readers of a tourism island in China. Popular Australian family characters and
their names were set in this story to provide authenticity to readers. The chronological events
resembled real-life experience and the visualised actions and feelings of characters assisted to
captivate readers who may had a similar holiday in the past. Finally, the happy ending was
reflected in the memory and revisit intention of the family child.
Table 5.2 Four types of textual information about Hainan Island
Type A: First-person factual information
My family recently visited Hainan Island in China. I found Hainan Island has a tropical scenery with an
average annual temperature of 23-25°C. Many bays around there showed high-quality beach resources such
as the unspoiled air, sky, seawater, waves, sands and palm trees.
Hainan Island has the most luxurious beach resorts in China. These resorts are relaxed and uncrowded. I
found most resorts provided childcare services. My daughter learnt to make traditional Chinese handicrafts
and cook local food. There is a sea turtle sanctuary in one of the hotels. My family learnt to take care of the
endangered sea turtles, and visited a rescue hospital for sea turtles run by a local sea community.
My husband and I went boating, and learnt to surf. We walked on the safe beach, and swam in the beachside
pool and ocean. Alternatively, I sat and watched people passing by. We tasted the local-style seafood, dessert
and drinks in a restaurant looking at the ocean views. I found it was easy to get there by plane. A high-speed
train took us to explore the island. We met local people and learnt about their traditional architecture, music
and dancing, artworks and food.
This island left us with many family memories and my daughter with good childhood memories.
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Continual Table

Type B: Third-person factual information
Mia, her husband and their daughter recently visited Hainan Island in China. Mia found Hainan Island has
a tropical scenery with an average annual temperature of 23-25°C. Many bays around there showed highquality beach resources such as the unspoiled air, sky, seawater, waves, sands and palm trees.
Hainan Island has the most luxurious beach resorts in China. These resorts are relaxed and uncrowded. Mia
found most resorts provided childcare services. Her daughter learnt to make traditional Chinese handicrafts
and cook local food. There is a sea turtle sanctuary in one of the hotels. Her family learnt to take care of the
endangered sea turtles, and visited a rescued hospital for sea turtles run by a local sea community.
Mia and her husband went boating, and learnt to surf. They walked on the safe beach, and swam in the
beachside pool and ocean. Alternatively, Mia sat and watched people passing by. They tasted the local-style
seafood, dessert and drinks in a restaurant looking at the ocean views. Mia found it was easy to get there by
plane. A high-speed train took them to explore the island. They met local people and learnt about their
traditional architecture, music and dancing, artworks and food.
This island left them with many family memories and their daughter with good childhood memories.
Type C: First-person story
My family recently visited Hainan Island in China. I fell in love with the tropical air and exotic scenery soon
after getting off the plane. My whole family was amazed by the variety of different styles of luxury resorts
right on the beach.
When we arrived at our hotel, Emily, my little daughter could not wait to see the sea turtle sanctuary. My
daughter kept saying ―Mom, mom, little turtles, little turtles‖. My family visited a really interesting turtle
hospital run by a local sea community. We learnt how to nurse these endangered turtles, then carefully
release them back into the ocean. My whole family clapped and cheered together as the turtles swam away
from our boat and felt the turtles‘ freedom.
I loved this island, which seemed so far from the hustle and bustle of the city. At night, I felt calm and
peaceful, like nowhere else I had been. The sound of the waves crashing on the beach only a short walk
away, soft and clean sand between my toes, green palm trees swaying and leaves rustling in the slight breeze.
I slept with the windows open in a lovely Chinese traditional style villa, and enjoyed the smell of the jungle
and ocean. My child, little Emily, softly talked to the sea turtles in her dreams.
I woke up to birds singing and the first light of dawn warming my skin. My family had a relaxing beachside
breakfast at a caféwith a gorgeous ocean view. I took Emily to the white beach, to the safe swimming zone.
My Emily laughed and splashed in the clear and warm water, and built sandcastles with her father. My Emily
and I learnt to make a Chinese kite at the kid‘s club. As it flew in the blue sky, my little girl cheered happily.
Watching my daughter, I seemed to be back in my childhood on the beach with my mother and father.
The excellent childcare service meant my husband and I could relax and recharge. My husband excitedly
learnt to surf, and I enjoyed swimming in a beachside pool and watching people on the beach. I enjoyed a
beach candlelight dinner with my husband, and the wonderful taste of the local wonderful seafood, desserts
and drinks. I chatted happily to my husband about our younger years and seemed to forget my busy life.
Although my holiday was a year ago, I can‘t forget it. I still remember the passion of the local people and
their unique architecture, music and dance, artworks and food. My little daughter always asks, ‗Mom, when
may I go back to my island (Hainan Island).
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Type D: Third-person story
Mia, her husband and their daughter, Emily, recently visited Hainan Island in China. Mia fell in love with
the exotic scenery soon after getting off the plane. Her whole family was amazed by the variety of different
styles of luxury resorts right on the beach.
When they arrived at their hotel, Emily could not wait to see the sea turtle sanctuary. She kept saying ―Mom,
mom, little turtles, little turtles‖. Mia with her family visited a really interesting turtle hospital run by a local
sea community. They learnt how to nurse those endangered turtles, then carefully release them back into the
ocean. The whole family clapped and cheered together as the turtles swam away from their boat and felt the
turtles‘ freedom.
Mia loved this island, which seemed so far from the hustle and bustle of the city. At night, she felt calm and
peaceful, like nowhere else she had been. The sound of the waves crashing on the beach only a short walk
away, soft and clean sand between her toes, green palm trees swaying and leaves rustling in the slight breeze.
She slept with the windows open in a lovely Chinese traditional style villa, and enjoyed the smell of the
jungle and ocean. Her child, little Emily, softly talked to the sea turtles in her dreams.
Mia woke up to birds singing and the first light of dawn warming her skin. Her family had a relaxing
beachside breakfast at a caféwith a gorgeous ocean view. She took Emily to the white beach, to the safe
swimming zone. Her Emily laughed and splashed in the clear and warm water, and built sandcastles with her
father. Mia and Emily learnt to make a Chinese kite at the kid‘s club. As it flew in the blue sky, her little girl
cheered happily. Watching her daughter, Mia seemed to be back in her childhood on the beach with her
mother and father.
The excellent childcare service meant Mia and her husband could relax and recharge. Her husband
excitedly learnt to surf, and she enjoyed swimming in a beachside pool and watching people on the beach.
She enjoyed a beach candlelight dinner with her husband, and the wonderful taste of the local wonderful
seafood, desserts and drinks. Mia chatted happily to her husband about their younger years and seemed to
forget her busy life.
Although her holiday was a year ago, Mia can‘t forget it. She still remembers the passion of the local people
and their unique architecture, music and dance, artworks and food. Her little daughter always asks, ‗Mom,
when may I go back to my island (Hainan Island).

Text comparability
In order to conduct a comparative experimental analysis, it is necessary to keep textual
information used as the treatment comparable in its writing style, length and difficulty
(Murphy et al., 2013; Richter, Appel, & Calio, 2014). Korfiatis, GarcíA-Bariocanal, and
Sánchez-Alonso (2012) found the review readability rather than the review length has a
greater effect on the helpfulness ratios of a review when they evaluate the content quality and
helpfulness of online product reviews. There are four approaches to test the reliability of
short texts. The Gunning-Fog Index (FOG) (Gunning, 1969) tests the complexity of a short
text by evaluating the number of complex words; for example, whether a word has more than
two syllables. The Coleman-Liau Index (CL) (Coleman & Liau, 1975) measures the
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complexity of text with a consideration about the textual characteristics of the piece of text
assessed. In order to determine the education levels for understanding the text, the FleschKincaid Reading Ease Index (FK) (Flesch, 1948; Kincaid, Fishburne Jr, Rogers, & Chissom,
1975) examines the reading ease of short text by measuring the syllables per word and words
per sentence. The Automated Readability Index (ARI) (Senter & Smith, 1967) is used
particularly for evaluating the reading ease of a typical English language text by calculating
the total number of characters and the total numbers of words.
In this study, the readability of the textual information was calculated using an online
readability test tool provided by WebpageFX (https://www.webpagefx.com/tools/read-able/),
a full-service digital marketing agency. According to the test results shown in Table 5.3, text
type 1 and type 2 had the same writing style and similar length (Type A: 20 sentences, 237
words; Type B: 20 sentences, 241 words), and the same circumstances also appeared between
text type 3 and type 4 (Type C: 27 sentences, 453 words; Type D: 27 sentences, 455 words).
Although there were some differences among these four texts, they were comparable, since
their readability (Type A: 62.7; Type B: 62.6; Type C: 69.3; Type D: 67.2) operationalised by
Flesch‘s Reading Ease Index and word complexity (Type A: 9.6; Type B: 9.5; Type C: 9.9;
Type D: 10) calculated by Gunning Fog Scores were similar. The differences on the
readability of typical English language text (Type A: 6.9; Type B: 7.5; Type C: 7.8; Type D:
8.7) and the textual characteristics (Type A: 12.2; Type B: 12.8; Type C: 10.3; Type D: 11.3),
respectively tested by the Automated Readability Index and Coleman Liau Index, were small.
The overall result revealed that these four texts were at the same reading level (average grade
level of about 9) and can be easily understood by 14 to 15 years olds. As such, these four
types of textual information about Hainan Island are comparable, and are suitable for sample
members to read and understand as their ages ranged from 25–55 years.
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Table 5.3 Readability of textual information about Hainan Island
Type A

Type B

Type C

Type D

First-person factual
information

Third-person
factual information

First-person
story

Third-person
story

Flesch Kincaid Reading Ease

62.7

62.6

69.3

67.2

Flesch Kincaid Grade Level

7.5

7.5

7.8

8.1

Gunning Fog Score

9.6

9.5

9.9

10

SMOG Index

7.1

7

7.1

7.3

Coleman Liau Index

12.2

12.8

10.3

11.3

Automated Readability Index

6.9

7.5

7.8

8.7

No. of sentences

20

20

27

27

No. of words

237

241

453

455

No. of complex words

29

28

39

41

Percent of complex words

12.24%

11.62%

8.61%

9.01%

Average words per sentence

11.85

12.05

16.78

16.85

Average syllables per word

1.56

1.56

1.42

1.45

Items
Readability indices:

Text statistics:

Overall test results:
All texts have the same average grade level of about 9. They should be easily understood by 14 to 15 year
olds.

5.2.4 Sample
This study employed non-probability sampling rather than probability sampling, as nonprobability sampling is more appropriate for large samples where it is hard or impossible to
get data randomisation (Feild, Pruchno, Bewley, Lemay Jr, & Levinsky, 2006). Convenience
sampling and purposive sampling are two techniques for non-probability sampling (Kothari,
2004). Convenience sampling can reach participants of the targeted population to meet the
study purpose from a practical perspective, such as easy accessibility, geographical proximity,
time availability, and

willingness to participate, while purposive sampling relies on

researchers‘ judgments to choose participants deliberately and is particularly used for
qualitative research (Etikan, Musa, & Alkassim, 2016). Thus, this study employed nonprobability convenience sampling to collect data. This sampling technique has been broadly
applied in many study fields, including tourism (Dawson, Holmes, Jacobs, & Wade, 2011;
Molina & Esteban, 2006; Nadiri & Hussain, 2005). Consistent with the detailed justification
of participants discussed in Section 4.2.3, all the respondents in the quasi-experiment were
Australian adults in the family life stage with children living at home, ranging in age from 25
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to 55. High involvement in beach experience was not considered in the current quantitative
studies, as this limitation was typically used in the qualitative study to get rich information
from the most appropriate participants.
Sample size
Deciding on an appropriate sample size is vital for quasi-experimental design studies. To get
a better generalisation of the results, a large sample size has to be achieved for running a
stable data analysis (Hair, Black, Babin, Anderson, & Tatham, 2006). For the pilot study,
some scholars suggest that using 300 samples is ideal (Jum, 1978), while others contend that
100-200 pilot samples are adequate (Clark & Watson, 1995). Regarding a comparative
experiment analysis, samples ranging from 20 to 50 are necessary for each comparable group
considered by Erdfelder, Faul, and Buchner (1996), as well as Onwuegbuzie, Jiao, and
Bostick (2004). However, it is difficult to reach a significant result in overly small sample
groups in experiments; such as, less than 25 samples for each group (Reinard, 2006). As such,
the minimum sample size 50 for each group was selected for the pilot study, and the total
sample size was 200. Further, a sample size of at least 80 for each group in a formal
experiment can produce higher statistical power and moderate differences between the two
groups (Onwuegbuzie et al., 2004). This suggestion has been adopted in many tourism
studies. For instance, Pabel and Pearce (2016) collected data from 3 groups with 100 samples
each in a quasi-experiment to test the effects of humour stimuli on tourists‘ responses.
Engeset and Elvekrok (2015) conducted a quasi-experiment using 620 samples to examine
the impacts of two authentic concepts on tourists‘ satisfaction, wherein 200 samples were
exposed to an authentic story concept while 203 samples received a stimulus from an
authentic meal concept. Although a large sample size is advantageous to ensure the accuracy
of estimate, the possible sample size is also determined by the research budget (Kumar &
Ebooks, 2014). Therefore, this study balanced the empirical requirements of the research with
the budget of this study, and decided that 520 respondents (130 for each treatment group) was
an appropriate and valid sample size for this study.
In addition, although the most important source country for Hainan is Russia showed in Table
5.4 below, the researcher‘s unfamiliarity with Russian language would impact the
effectiveness of data collection from residents of this country (Esposito, 2001; Louise
Barriball & While, 1994; Tenzer, Pudelko, & Harzing, 2014; Twinn, 1997). As such, this
study focuses on the samples from countries with English as their official language, such as
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Singapore, America, Canada, Australia and Britain. In particular, this study has chosen
Australians as appropriate samples due to their familiarity with beach experience and the
limited budget for this research.
Table 5.4 Numbers of inbound tourists in Hainan from 2009-2015
(10,000 person-times)
Country

2009

2010

2011

2012

2013

2014

2015

Russia
Singapore
Japan
Korea
Malaysia
America
Germany
Canada
Australia
Thailand
Britain
France
Indonesia

7.97
2.78
2.75
2.38
2.16
1.66
1.20
0.57
0.61
0.33
0.71
0.65
0.28

14.84
4.76
2.48
3.17
2.75
2.24
1.71
0.79
0.73
0.51
0.64
0.81
0.39

22.76
5.91
2.13
2.62
2.22
2.86
1.55
0.93
0.86
0.62
0.84
0.83
0.61

19.20
6.94
1.70
1.61
2.66
2.11
1.04
0.72
0.69
0.73
0.57
0.62
0.77

12.49
4.48
1.10
2.74
2.56
2.32
1.04
0.93
0.77
0.71
0.66
0.63
0.51

9.33
3.96
0.99
1.82
2.24
2.28
0.95
0.91
0.80
0.55
0.69
0.55
0.65

3.74
3.40
1.00
3.85
1.83
2.32
0.96
0.88
0.73
0.80
0.67
0.56
0.43

Data sources: “Hainan Statistical Yearbook 2016” (Hainan Statistical Bureau, 2016)

5.2.5 Data collection
A pilot study allows for questionnaire wording to be modified to improve the validity and
reliability of the data collection (Bryman & Bell, 2015; Creswell, 2013). As such, a pilot
study was conducted prior to the main study to ensure that the survey instrument and
treatment could be understood and to check the data. Prior to using the texts in the pilot study,
40 volunteers (20 university students and staff and 20 residents in Gold Coast) were recruited
to read the four types of textual information about Hainan Island to ensure that their
differences on narrative transportation are caused by the interaction between the narrative
format and the narrative perspective. It is important to confirm that the text information can
be used as an effective treatment in the following survey. A seven-point Likert-type scale (1
= very disagree; 7 = very agree) was applied by participants to evaluate the narrative
transportation for these four types of textual information. The nine measurement scales for
narrative transportation were adapted from Green and Brock (2002) as discussed in Section
5.2.2. Results indicated a significant difference for these four types of textual information
(MTypeA = 5.01, SDTypeA = 0.22; MTypeB = 4.62, SDTypeB = 0.22; MTypeC = 5.20, SDTypeC = 0.22;
MTypeD = 5.21, SDTypeD = 0.22; p < .05). Assisted by a market listing company, an online pilot
study was conducted with the parents/guardians of Australian families to estimate the
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reliability and validity of these items and treatment. As explained previously, the total sample
was divided into four groups and each group was given one version of the treatment.
The results of this pilot study formed the basis to adjust and modify the questionnaire for the
main survey. Of the 225 respondents, 196 completed the pilot survey. Factor analysis
confirmed the validity of seven of the constructs. Three constructs were not confirmed: BE
(beach environment), SL (social beach) and NT (narrative transportation). Additionally, four
items were deleted from these constructs for other reasons. Firstly, the item BE5 (Beaches in
Hawaii/Hainan Island are uncrowded) was excluded from construct BE because two
correlations values (.18 and .16, respectively) were below the acceptable threshold of
correlation coefficients (.30) (Tabachnick & Fidell, 2007). Secondly, the item SL4 (Visiting
Hawaii/Hainan Island evokes my childhood memories) was removed from construct SL, as
its factor loading for Hawaii (.54) was lower than the acceptable value .55 (Comrey & Lee,
2013) and one correlation value (.26) was below the acceptable threshold of correlation
coefficients (.30). Thirdly, item NT4 (I found my mind wandering while reading the
description) and item NT5 (After reading the description, I found it is easy to put it out of my
mind) were delimited from construct NT (narrative transportation) due to the majority of their
correlations values (NT4: -.00, .03, .05 and -.00; NT5: -.04, -.03, .-.03, and -.02) being far
less than the acceptable value .55. After item removal, 10 constructs were valid for use in the
main survey.
Furthermore, results from the paired sample t-test

confirmed the effects of textual

information on the evaluation for Hainan Island pre- and post-treatment, since significant
differences appeared in these 10 constructs (p = .00<.01). Results from the two-way ANOVA
analysis revealed the influence from respondents‘ experience in Hawaii and Hainan Island on
each construct, relating to the questions: ―Have you been to Hawaii before?‖ (Q37) and
―Have you been to Hainan Island before?‖ (Q38). It was concluded that only Q38 had a
significant effect on the 10 constructs for Hainan Island pre- and post-treatment (p < .05).
Therefore, one questionnaire with four versions of textual information within was modified
for the main survey. One example of this questionnaire online is exhibited in Appendix G,
listing all the items used in the main survey. In order to keep a homogeneous sample group
that helps to minimise threats to internal validity (Calder, Phillips, & Tybout, 1981; Campbell
& Stanley, 2015), the samples of the main survey focused on Australian family adults with
children living at home and who had not been to Hawaii and Hainan Island before. The
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results of the main survey are presented in Section 5.3. The following sub-section explains
the method used for analysing the main data.
5.2.6 Quantitative data analysis
Survey data was analysed using the Statistical Package for Social Science (SPSS) software
(22.0). The raw data was cleaned and screened for errors, such as missing values and outliers
(De Vaus, 2002; Hair et al., 2006). To begin, an eyeballing scan was used to identify obvious

errors, such as missing values. There were no missing data in this main survey as the
researcher set the option for each item of questionnaire as mandatory. Then, outliers that
showed an extreme value on one or more variables were also removed (Tabachnick & Fidell,
2007). There were 32 data removed from the total 552 data as outliers due to being the same
scores but with no variation; some of which were extreme values such as ‗1‘ and ‗7‘. This
was caused by the short duration time of these respondents for the survey, indicating that they
did not seriously fill in the survey questionnaire and consequently, for them the questionnaire
was invalid. Thus, 520 out of 552 samples were available for data analysis, indicating a
relatively high response rate (87.1%) considering the acceptable response rate for an online
survey is 60% (Manfreda, Berzelak, Vehovar, Bosnjak, & Haas, 2008). The values of
kurtosis, skewness and standard deviations were used to detect the outliers. In an ideal
situation, a value of zero indicates the kurtosis and skewness of a normal distribution (Hair et
al., 2006). However, it is hard to achieve such an ideal circumstance in practice. In line with
Tabachnick and Fidell (2007) suggestion, the acceptable values of skewness and kurtosis
range between +2.00 and -2.00, and the acceptable values of standard deviations are less than
three deviations.
Factor analysis was employed to estimate the factorial validity of the scales by analysing their
shared variances (Pallant, 2013). This study used exploratory factor analysis (EFA) to explore
the validity of the factors and their groupings. EFA assists researchers to understand common
factors underlying a set of groupings by examining their correlations (Fabrigar & Wegener,
2011). As explained in Methodology (Chapter 3), the items in the questionnaire that
composed the factors were drawn from the aforementioned literature review and qualitative
findings. As such, the EFA aims to determine if these factors reflect the commonality of each
group of items as a factor.
During EFA, correlation coefficients ranged from -1.00 to 1.00. Scores closer to one indicates
highly correlated factors. Consistent with Tabachnick and Fidell (2007) recommendations,
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this study used .30 or above as an acceptable correlation threshold. Bartlett‘s test of sphericity
(Bartlett, 1954) and Kaise-Meyer-Olkin‘s (KMO) measure sampling adequacy for factor
analysis (Kaiser, 1974). The data with Bartlett‘s test of sphericity (p < .05) are considered
significant and appropriate to be used. KMO values ranged from 0 to 1, where .60 is the
minimum threshold for conducting a good factor analysis (Tabachnick & Fidell, 2007).
Next, the factor matrix is inspected to report the factor loadings (FL) of each construct or
scale (Hair et al., 2006). The values of the factor loading matrix ranged from between -1.00
and +1.00, which is influenced by the homogeneity of scores in the sample (Tabachnick &
Fidell, 2007). The greater the loading, the higher is the homogeneity and the more
appropriate the construct is for factor measurement. Corresponding with (Comrey & Lee,
2013) suggestion, factor loadings of .71 or greater are considered excellent, .63 very
good, .55 good, .45 fair, and .32 poor.
In the third step of factor analysis, composite measures are widely used in marketing studies
(Bustos-Reyes & González-Benito, 2008; Sok & O'Cass, 2011; Takata, 2016) and tourism
studies (Fernández & Rivero, 2009; McCabe & Johnson, 2013; Vong & Ung, 2012) to
integrate individual variables to form appropriate constructs with summated scales. The
summated scales in a construct assist to reduce the measurement error as they can reduce the
reliance on single responses and capture the multifaceted nature of studied concepts (Hair et
al., 2006). The data analysis conducted by means of latent variables is more sensitive than
simpler analysis that does not analyse the latent variables (Skrondal & Rabe-Hesketh, 2004).
The reliability of within-scales consistency in each construct are measured by Cronbach‘s
alpha, the values of which calculated at .60 or more indicating a satisfactory reliability
and .70 or higher regarded as a more ideal internal consistency (Leech, Barrett, & Morgan,
2014). Furthermore, the measure of composite reliability (CR) estimates the extent to which a
set of latent construct variables share in their measurement of a construct (Hair et al., 2006).
Peterson and Kim (2013) report that composite reliability can produce a better estimate of
true reliability than just relying on Cronbach‘s alpha, since the values of CR are averagely
larger than that of Cronbach‘s alpha to avoid underestimation of pure reliability. CR value .60
or greater in exploratory research is considered acceptable, while .70 is a more satisfactory
reliability score (Bernstein & Nunnally, 1994).
Finally, construct validity is essential to the perceived overall validity of the test because it
assesses the measure of the construct it claims to measure (Leech et al., 2014). Convergent
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and discriminant validity are commonly used to measure the construct validity. Convergent
validity is the ―degree to which multiple attempts to measure the same concepts are in
agreement‖, while discriminant validity is the ―degree to which measures of different
concepts are distinct‖ (Bagozzi, Yi, & Phillips, 1991, p. 425). The average variance extracted
(AVE) assesses the convergence of the factor variance (Hair et al., 2006). AVE as the factor
eigenvalue can be measured by calculating the sum of squares of the factor loadings (Kline,
2014). An AVE value of .50 or greater is generally regarded as a sufficient degree of
convergent validity, since the latent variable explains at least half of its indicator‘s variance
and the variance captured by the dimension is greater than the measurement error (Hair,
Ringle, & Sarstedt, 2011). Moreover, bivariate correlation is the most frequent measurement
to estimate the concept of distinctiveness (Bagozzi et al., 1991). A value of -1.00 and +1.00
indicates a strong strength of association between two variables (Leech et al., 2014). In
summary, Table 5.4 presents an overview of the factor analysis index discussed above and
points out the key statistics with acceptable values for interpretation in this study.
Table 5.5 Key statistics and acceptable values for factor analysis
Statistic test
Correlation coefficients
Bartlett‘s test of sphericity
Kaise-Meyer-Olkin (KMO)
Factor loadings (FL)
Cronbach‘s alpha (Cronbach‘s α)
Composite reliability (CR)
Average variance extracted (AVE)

Acceptable values
> .30
<.05
> .60
> .55
> .60
> .60
> .50

Source: Tabachnick and Fidell (2007), Leech et al. (2014), Comrey and Lee (2013)and Hair et al.
(2011)

After factor analysis, ANOVA analysis was used for the manipulation check (Perdue &
Summers, 1986). This aims to ensure that there is no influence on the results attributable to
the demographics of the groups. The ANOVA analysis was followed by post-hoc
comparisons using Levene‘s Test for Equality of Variance. The assumption of homogeneity
of variance is not violated when the value for Levene‘s test is greater than .05, while the
Brown-Forsythe tests (Brown & Forsythe, 1974) are preferable for interpreting the analysis
of variance results when the assumption of the homogeneity of variance is violated (Pallant,
2013). The Bonferroni test was used as the post-hoc analysis when the assumption of the
homogeneity of variance was not violated, whereas Dunnett‘s test was employed when the
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assumption of the homogeneity of variance was violated (Leech et al., 2014; Rozier-Rich &
Santos, 2011).
The image schema congruity pre- and post-treatment were calculated using the formula
below. This formula was adapted from prior studies to measure image schema congruity
(Gwinner & Eaton, 1999; Hallmann & Breuer, 2010). The following equation was used with
Ai indicating the activated image schema of Hainan Island on construct i and with Ii showing
the existing image schema of Hawaii on construct i:
n

∑ = Ai − Ii
i=1

This formula removed the sign of absolute value from the original formula in consideration of
the directionality of schema incongruity. That is, the minus values indicate a negative
incongruity of image schemas between Hainan Island and the ideal beach destination
(Hawaii), while the plus values means a positive incongruity of image schemas between them.
The smaller the values, the greater the image schema incongruity between Hainan Island and
the Hawaii. A paired-sample t-test

(Pallant, 2013) was used to test the image schema

congruity and attitude towards Hainan Island pre- and post-treatment. The MANOVA
analysis (Chatfied & Collins, 2013) was performed to examine the influence of narrative
format and narrative perspective on narrative transportation of textual information about
Hainan Island, confirming the highest and lowest narrative transportation. If there was
significant influence from the interaction between narrative format and narrative perspective,
the MANOVA commands adapted from Levine (2013) were input into SPSS through syntax
to test where the differences lay. One MANOVA command shown below is to test the effect
of narrative format within different narrative perspective:
MANOVA NT BY FORMAT(1,2)PERSPECTIVE(1,2)
/PRINT = CELLINFO(MEANS)
/DESIGN
/DESIGN = FORMAT WITHIN PERSPECTIVE (1) FORMAT WITHIN
PERSPECTIVE (2).
In the same way, another MANOVA commands was to test the effect of narrative perspective
within different narrative format:
MANOVA NT BY FORMAT(1,2)PERSPECTIVE(1,2)
/PRINT = CELLINFO(MEANS)
/DESIGN
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/DESIGN = PERSPECTIVE WITHIN FORMAT(1) PERSPECTIVE WITHIN
FORMAT(2).
At last, the independent-sample t test (Pallant, 2013) was conducted to check the impacts of
narrative transportation on the change of image schema congruity, followed by an
examination for the change of attitude towards Hainan Island. During the process of data
analysis, the linear regression analysis (Seber & Lee, 2012) was used to determine the
relationships among narrative transportation, image schema congruity and attitude. The
coefficient of determination (R2) of a regression model interprets the percentage of total
variance of each dependent variable explained by the regression model consisting of a set of
independent variables (Hair et al., 2006). Any p-value that is less than .05 shows a significant
regression model. The next two sections presents the results of the pilot study and main study
successively.
5.3 Results
Prior to data analysis, the raw data was cleaned and screened to reduce errors caused by
missing values, outliers and multivariate normality (Tabachnick & Fidell, 2007). There were
four groups with various conditions that responded to the online questionnaire and 552
responses were received when quotas in all four groups were reached. Removed missing data
and outliers, 520 fully completed questionnaires with 130 responses in each group were
prepared for data analysis, the response rate being a high rate of 94.2%. The descriptive
statistics of data are presented in Appendix H. Accordingly, most items were within
acceptable skewness and kurtosis ranging between +2.00 and -2.00 and also within
acceptable standard deviations that were less than three deviations (Tabachnick & Fidell,
2007). That is, in these large samples, most data were normally distributed. However, two
items relating to the factor of natural beach for Hawaii, two items relating to the factor of
affective beach for Hawaii, and one item relating to the attitude factor for Hawaii reported
kurtosis statistics above 2.00. These slight non-normalities may be caused by the preferences
of participants that Hawaii is their ideal beach destination. Additionally, four items relating to
narrative transportation for Hainan Island were above 3.00, which possibly related to the
different types of textual information. Although these items were non-normally distributed,
experiment data analysis is very insensitive to non-normality when the group size are large
and equal (Box, 1953).
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5.3.1 Demographics
Table 5.5 displays the demographic profile of the sample. The sample was widely distributed
across the Australian population and the respondent locations reflected the east coast location
of the majority of the Australian population. Accordingly, residents of New South Wales
(25.4%), Victoria (26.7%), and Queensland (25.8%) made up the majority of the sample,
with only 23% based in other states. This distribution reflects Australian population data
which shows that the majority of Australians reside in New South Wales (31.5%), Victoria
(25.6%) and Queensland (19.8%) (Australian Bureau of Statistics, 2018). As such, the
samples here are representative of the Australian population. In these samples, there were
79.6% females and 20.4% males; hence there was a female bias to the sample. However,
research has shown that females are often the chief decision-makers when purchasing family
holidays (Kim, Choi, Agrusa, Wang, & Kim, 2010; Wang, Hsieh, Yeh, & Tsai, 2004),
therefore this bias may reflect the topic of this study and is not thought to be detrimental to
the results. In age distribution, more than half of the respondents had ages ranging from 30 to
39 years (51.5%), followed by the age grouping from 40 to 49 years (27.1%). The majority of
these families (65.4%) had one to two children, yet there were also some larger families
(29.0%) in the sample with three to four children, and 5.6% with more than five children.
Two-thirds of the children were aged from 0 to 9 years old, and the other one-third were 10 to
18 years old. As for the highest education level, 26.9% of the total sample had completed
Year 12 of high school and 13.1% had completed only to Year 10 of high school.
Approximately one-quarter (25.6%) of respondents had TAFE certificates, diplomas or trade
qualifications and one-third (34.4%) had university degrees. Approximately, one-in-ten
(11.5%) had completed a PhD or research higher degree. The annual household incomes
varied: 3.7% earning less than $25,000, 19.0% earning $25,000, 20.8% earning $50,001 –
$75,000, 24.2% earning $75,001 – $100,000, and approximately one-third (32.3%) earning
more than $100,000.
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Table 5.6 Demographic profile of the overall samples
Variable

Gender
Male
Female

Sample size
Group A
(n = 130)

Sample size
Group B
(n = 130)

Sample size
Group C
(n = 130)

Sample size
Group D
(n = 130)

Total
sample size
(n = 520)

Percentage of
total sample

24
106

21
109

27
103

34
96

106
414

20.4%
79.6%

Age
20~29
30~39
40~49
50~59

19
74
30
7

23
61
40
6

15
70
38
7

26
63
33
8

83
268
141
28

16.00%
51.5%
27.1%
5.4%

Children number
1-2
3-4
5 and above

83
40
7

88
36
6

86
36
8

83
39
8

340
151
29

65.4%
29.0%
5.6%

Children age
Under 9 years
10-18 years

87
43

85
45

88
42

85
45

345
174

66.3%
33.7%

13
42
35

16
33
38

20
31
27

19
34
33

68
140
133

13.1%
26.9%
25.6%

28
12
0

32
9
2

33
17
2

26
14
4

119
52
8

22.9%
10.0%
1.5%

4
31
17
35
20
16
7

4
22
38
29
20
10
7

7
22
24
33
27
15
2

4
24
29
29
23
15
6

19
99
108
126
90
56
22

3.7%
19.0%
20.8%
24.2%
17.3%
10.8%
4.2%

36
38
33
7
10
7
0

28
25
36
19
12
10
0

36
38
36
5
9
5
1

32
38
29
14
10
6
1

132
139
134
45
41
27
2

25.4%
26.7%
25.8%
8.6%
7.9%
5.2%
0.4%

Education level
Completed Year 10
Completed Year 11 or 12
TAFE certificate/diploma/
trade qualification
Undergraduate degree
Postgraduate degree
PhD or higher degree
Annual household income
Less than $25,000
$25,001 - $50,000
$50,001 - $75,000
$75,001 - $100,000
$100,001-$125,000
$125,001-$150,000
More than $150,000
Postcode
NSW (New South Wales)
VIC (Victoria)
QLD (Queensland)
SA (South Australia)
WA (Western Australia)
TAS (Tasmania)
ACT (Australian Capital
Territory)

Table 5.6 reports the results of the homogeneity check for demographics by Univariate
ANOVA. All the demographic structures met the assumption of homogeneity of variance as
assessed by Levene‘s Test of Homogeneity (Levene, 1961) (p > .05), except gender (p < .05).
There was a female (79.6%) gender bias as shown in Table 5.5; however, the post-hoc
analysis for gender conducted by the Dunnett‘s T3 reported no significant differences on
gender among these four groups (p > .05). Analyses also indicated no significant differences
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on age, annual household income, education level, children number and ages, as their pvalues all exceeded .05.
Table 5.7 Group differences for demographics
F-value
Age
Gender

Degree of freedom
(df)

Significance
(P-value)

.49
1.23

516
516

.69
.27

Annual household income

.18

516

.91

Education level

.26

516

.85

Children number

.15

516

.93

Children age

.11

516

.95

5.3.2 Factor analysis
All the 10 constructs were analysed using their values of Barlett‘s tests, correlation matrices,
factor loadings (FL), Cronbach‘s alphas, Average variance extracted (AVE) and composite
reliability (CR) to confirm their reliability and validity.
Factor analysis results – Construct 1: Natural beach
Natural beach was measured using four items (NL1 to NL4). High KMO values (HW 0 = .81,
HI1 = .86 and HI2 = .84) and a significant probability level of the Barlett‘s test (p<.01)
showed significant correlations among these four items. The correlation matrices represented
variable correlations between .51 and .83. The factor loadings between .81 and .93 were
excellent. The reported Cronbach‘s alpha (HW0 = .88, HI1 = .94 and HI2 = .93) indicated high
reliability of variables. The construct reliability of the ‗natural beach‘ was satisfactory due to
the high CR values above .92. AVE values between .74 and .84 mean that these four scales in
this construct can explain more than 70 percent of the variance in total, revealing a sufficient
degree of convergent validity.
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Item (HW = Hawaii)

Mean

Natural beach
Hawaii is an ideal tropical island.
Hawaii has clear and warm beach water.
Hawaii has fascinating beach wildlife.
Hawaii has soft and clean sands on the beach.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Item (HI1 = Hainan Island pre-treatment)
Natural beach
Hainan Island is an ideal tropical island.
Hainan Island has clear and warm beach water.
Hainan Island has fascinating beach wildlife.
Hainan Island has soft and clean sands on the beach.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Item (HI2 = Hainan Island post-treatment)
Natural beach
Hainan Island is an ideal tropical island.
Hainan Island has clear and warm beach water.
Hainan Island has fascinating beach wildlife.
Hainan Island has soft and clean sands on the beach.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

5.91
5.90
5.48
5.83

SD
1.31
1.22
1.24
1.19

FL
.81
.90
.84
.90

Code
NL1
NL2
NL3
NL4

Correlations
NL1
1.0
.69
.51
.61

NL2

NL3

NL4

1.0
.68
.74

1.0
.71

1.0

.000
.81
.88
.92
74.18%

Mean
4.91
4.90
4.87
4.87

SD
1.24
1.19
1.21
1.20

FL
.91
.93
.92
.90

Code
NL1
NL2
NL3
NL4

Correlations
NL1
1.0
.83
.77
.75

NL2

NL3

NL4

1.0
.80
.78

1.0
.78

1.0

.000
.86
.94
.95
83.91%

Mean
5.87
5.96
5.94
6.04

SD
1.12
1.08
1.06
1.03

FL
.90
.93
.89
.92

Code
NL1
NL2
NL3
NL4

Correlations
NL1
1.0
.82
.72
.74

NL2

NL3

NL4

1.0
.75
.82

1.0
.78

1.0

.000
.84
.93
.95
82.76%

Factor analysis results – Construct 2: Cultural beach
Cultural beach was measured using four items (CL1 to CL4). The correlation matrices in
each block report high KMO values (HW = .83, HI1 = .85 and HI2 = .84) and the same
significant probability level (p<.01). This indicated significant correlations among these four
items, with corresponding correlations ranging between .62 and .85. Excellent factor loadings
ranged from .82 to .94. The scales were reliable due to the high values of Cronbach‘s alpha
shown in each block (HW = .91, HI1 = .93 and HI2 = .92). High CR above .94 revealed a
satisfactory construct reliability of the ‗cultural beach‘. The four summated scales explained
more than 70 percent of the variance for this construct, and the AVE values (HW0 = .79, HI1
= .83 and HI2 = .80) represented a sufficient degree of convergent validity.
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Item (HW = Hawaii)

Mean

Cultural beach
The beach at Hawaii has wonderful historic buildings
and sites.
The beach at Hawaii has a unique culture.
The beach at Hawaii has a unique local people lifestyle.
The beach at Hawaii has a unique local food.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Item (HI1 = Hainan Island pre-treatment)
Cultural beach
The beach at Hainan Island has wonderful historic
buildings and sites.
The beach at Hainan Island has a unique culture.
The beach at Hainan Island has a unique local people
lifestyle.
The beach at Hainan Island has a unique local food.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Item (HI2 = Hainan Island post-treatment)
Cultural beach
The beach at Hainan Island has wonderful historic
buildings and sites.
The beach at Hainan Island has a unique culture.
The beach at Hainan Island has a unique local people
lifestyle.
The beach at Hainan Island has a unique local food.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

SD

FL

Code

Correlations
CL3

CL4

1.27

.82

CL1

CL1
1.0

CL2

5.30
5.67
5.76
5.62

1.20
1.18
1.18

.92
.91
.90

CL2
CL3
CL4

.68
.62
.65

1.0
.82
.78

1.0
.78

1.0

.000
.83
.91
.94
78.86%

Mean

SD

FL

Code

Correlations
CL3

1.17

.87

CL1

CL1
1.0

CL2

4.88
5.03
5.08

1.21
1.17

.94
.93

CL2
CL3

.76
.72

1.0
.85

1.0

5.06

1.19

.92

CL4

.71

.81

.83

CL4

1.0

.000
.85
.93
.95
83.47%

Mean

SD

FL

Code

Correlations

5.70

1.16

.84

CL1

CL1
1.0

CL2

CL3

5.94
5.94

1.07
1.11

.92
.93

CL2
CL3

.69
.69

1.0
.84

1.0

5.99

1.08

.90

CL4

.66

.75

.80

CL4

1.0

.000
.84
.92
.94
80.49%

Factor analysis results – Construct 3: Beach service
Five items (BS1 to BS5) were used to measure beach service. Their significant correlations
were confirmed by the high KMO values (HW = .83, HI1 = .88 and HI2 = .88) and the same
significant probability level (p<.01) of the Barlett‘s test. Variable correlations in the
correlation matrices ranged between .45 and .84. The values of factor loadings were
between .75 and .91 and are regarded as excellent. High reliability of variables were
evidenced by the Cronbach‘s alpha (HW = .90, HI1 = .94 and HI2 = .94). High CR values
above .93 supported construct reliability of the ‗beach service‘. More than 70 percent of the
variance can be explained by these five scales. An AVE of .70 to .80 indicated a sufficient
degree of convergent validity.
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Item (HW = Hawaii)

Mean

Beach service
Hawaii has good accommodation close to beach.
Hawaii has good restaurants close to beach.
Hawaii has good transportation to the beach.
Hawaii has good facilities for children at the
beach.
There are good childcare services at Hawaii.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Item (HI1 = Hainan Island pre-treatment)
Beach service
Hainan Island has good accommodation close to
beach.
Hainan Island has good restaurants close to
beach.
Hainan Island has good transportation to the
beach.
Hainan Island has good facilities for children at
the beach.
There are good childcare services at Hainan
Island.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Item (HI2 = Hainan Island post-treatment)
Beach service
Hainan Island has good accommodation close to
beach.
Hainan Island has good restaurants close to
beach.
Hainan Island has good transportation to the
beach.
Hainan Island has good facilities for children at
the beach.
There are good childcare services at
Hawaii/Hainan Island.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

SD

FL

Code

5.78
5.70
5.39
5.44

1.20
1.17
1.26
1.22

.85
.89
.88
.88

BS1
BS2
BS3
BS4

4.99

1.23

.75

BS5

Correlations
BS1
1.0
.84
.66
.63

BS2

BS3

BS4

1.0
.73
.69

1.0
.74

1.0

.45

.50

.60

.69

BS5

1.0

.000
.83
.90
.93
72.34%

Mean

SD

FL

Code

Correlations

4.91

1.21

.87

BS1

BS1
1.0

BS2

BS3

BS4

4.90

1.17

.89

BS2

.76

1.0

4.89

1.14

.91

BS3

.70

.78

1.0

4.84

1.16

.91

BS4

.70

.71

.82

1.0

4.75

1.15

.89

BS5

.70

.71

.75

.80

BS5

1.0

.000
.88
.94
.95
70.40%

Mean

SD

FL

Code

Correlations

1.15

.90

BS1

BS1
1.0

BS2

5.99

BS3

BS4

5.99

1.06

.93

BS2

.83

1.0

5.87

1.11

.85

BS3

.68

.77

1.0

6.02

1.07

.91

BS4

.76

.78

.69

1.0

5.95

1.19

.89

BS5

.75

.76

.65

.83

BS5

1.0

.000
.88
.94
.95
80.04%

Factor analysis results – Construct 4: Beach environment
Beach environment was measured by five items (BE1 to BE4, and BE6). There were
significant correlations among these five items ranging from .41 to .84 due to the high KMO
values (HW = .79, HI1 = .87 and HI2 = .87) and a significant probability level of the Barlett‘s
test (P<.01). Factor loadings showed excellent values of .75 to .91. High Cronbach‘s alpha
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(HW = .88, HI1 = .94 and HI2 = .92) supported the reliability of the scales. The construct
reliability of the ‗beach environment‘ was satisfactory with high CR above .90. AVE values
(HW = .68, HI1 = .80 and HI2 = .77) indicated a sufficient degree of convergent validity of
this construct, which means these five summated scales explain more than 68 percent of the
variance for this construct.
Mean

Item (HW = Hawaii)
Beach environment
Beaches in Hawaii are safe.
Beaches in Hawaii are clean.
Beaches in Hawaii are naturally beautiful.
Beaches in Hawaii have a scenic landscape.
Beaches in Hawaii are environmentally friendly.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Item (HI1 = Hainan Island pre-treatment)
Beach environment
Beaches in Hainan Island are safe.
Beaches in Hainan Island are clean.
Beaches in Hainan Island are naturally beautiful.
Beaches in Hainan Island have a scenic landscape.
Beaches in Hainan Island are environmentally
friendly.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Item (HI2 = Hainan Island post-treatment)
Beach environment
Beaches in Hainan Island are safe.
Beaches in Hainan Island are clean.
Beaches in Hainan Island are naturally beautiful.
Beaches in Hainan Island have a scenic landscape.
Beaches in Hainan Island are environmentally
friendly.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

SD

FL

1.21
1.14
1.13
1.09
1.23

.81
.89
.83
.82
.75

SD

FL

4.85
4.92
5.07
5.07

1.16
1.20
1.22
1.21

.88
.92
.91
.89

4.86

1.20

.87

SD

FL

5.85
5.98
6.05
6.00

1.11
1.05
1.04
1.07

.87
.91
.89
.88

5.78

1.19

.83

5.45
5.71
6.07
6.08
5.36

Code
BE1
BE2
BE3
BE4
BE6

Correlations
BE1
1.0
.71
.51
.49
.62

BE2

BE3

BE4

BE6

1.0
.67
.62
.62

1.0
.80
.42

1.0
.46

1.0

.000
.79
.88
.91
67.53%
Mean

Code
BE1
BE2
BE3
BE4
BE6

Correlations
BE1
1.0
.81
.73
.69
.70

BE2

BE3

BE4

BE6

1.0
.80
.74
.78

1.0
.84
.72

1.0
.72

1.0

.000
.87
.94
.95

80.16%
Mean

Code
BE1
BE2
BE3
BE4
BE6

Correlations
BE1
1.0
.80
.70
.67
.65

BE2

BE3

BE4

BE6

1.0
.78
.73
.70

1.0
.80
.64

1.0
.66

1.0

.000
.87
.92
.94
77.01%

Factor analysis results – Construct 5: Beach activity
Beach activity was measured using five items (BA1 to BA5). The evaluation of correlation
matrices showed significant correlations ranging between .60 and .83, high KMO values
(HW = .87, HI1 = .87 and HI2 = .88) and a significant probability level of the Barlett‘s test
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(P<.01). Factor loadings were excellent ranging from .83 to .90. High values of Cronbach‘s
alpha of .91 to .93 indicated the reliability of the scales. The high CR above .93 evidenced a
satisfactory construct reliability of the ‗beach activity‘. AVE values (HW = .73, HI1 = .87.79
and HI2 = .75) represented a sufficient degree of convergent validity; that is, more than 70
percent of the variance for this construct can be explained by these five items.
Item (HW = Hawaii)

Mean

Beach activity
The beach at Hawaii offers opportunities for
watching people doing activities.
The beach at Hawaii offers opportunities for
walking.
The beach at Hawaii offers opportunities for
swimming.
The beach at Hawaii offers opportunities for
boating.
The beach at Hawaii offers opportunities for
surfing.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Item (HI1 = Hainan Island pre-treatment)
Beach activity
The beach at Hainan Island offers opportunities
for watching people doing activities.
The beach at Hainan Island offers opportunities
for walking.
The beach at Hainan Island offers opportunities
for swimming.
The beach at Hainan Island offers opportunities
for boating.
The beach at Hainan Island offers opportunities
for surfing.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Item (HI2 = Hainan Island post-treatment)
Beach activity
The beach at Hainan Island offers opportunities
for watching people doing activities.
The beach at Hainan Island offers opportunities
for walking.
The beach at Hainan Island offers opportunities
for swimming.
The beach at Hainan Island offers opportunities
for boating.
The beach at Hainan Island offers opportunities
for surfing.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

SD

FL

Code

Correlations

1.19

.83

BA1

BA1
1.0

BA2

5.68

BA3

BA4

5.85

1.14

.88

BA2

.72

1.0

6.04

1.16

.86

BA3

.60

.73

1.0

5.71

1.21

.85

BA4

.62

.68

.65

1.0

5.95

1.21

.84

BA5

.60

.63

.68

.69

BA5

1.0

.000
.87
.91
.93
72.78%

Mean

SD

FL

Code

Correlations

1.19

.87

BA1

BA1
1.0

BA2

5.01

BA3

BA4

5.10

1.19

.90

BA2

.77

1.0

5.17

1.25

.90

BA3

.74

.81

1.0

5.02

1.20

.90

BA4

.70

.72

.75

1.0

4.95

1.20

.88

BA5

.68

.70

.71

.83

BA5

1.0

.000
.87
.93
.95
79.10%

Mean

SD

FL

Code

Correlations

1.10

.89

BA1

BA1
1.0

BA2

5.97
5.99

1.04

.88

BA2

.77

1.0

6.07

1.04

.88

BA3

.74

.75

1.0

5.91

1.08

.87

BA4

.70

.66

.70

1.0

5.89

1.13

.81

BA5

.63

.62

.61

.69

.000
.88
.92
.94
74.90%
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BA3

BA4

BA5

1.0

Factor analysis results – Construct 6: Sensory beach
Sensory beach was measured using seven items (SY1 to SY7). The correlation matrices
reported their significant correlations with high KMO values (HW = .92, HI1 = .94 and HI2
= .94) and the same significant probability level (P<.01) of the Barlett‘s test. Variable
correlations ranged from .65 to .84. Factor loadings were excellent ranging between .84
and .91. High reliability of variables was evidenced by the Cronbach‘s alpha (HW = .90, HI1.
= 94 and HI2 = .94). The construct reliability of the ‗sensory beach‘ was highly satisfactory
as all the CR values were above .96. AVE of .75 to .80 presented a sufficient degree of
convergent validity, and these seven scales can explain more than 75 percent of the variance
in this structure.
Item (HW = Hawaii)
Sensory beach
Hearing the sound of waves on the beach at
Hawaii/ is pleasing.
Hearing the sound of birds on the beach at
Hawaii is pleasing.
Smelling the scent of water on the beach at
Hawaii is pleasant.
Touching the sand on the beach at Hawaii is
appealing.
Touching the water on the beach at Hawaii is
appealing.
Seeing the contrast of the colours of blue sky
and water, white sand, green vegetation, and
bright sun on the beach at Hawaii is attractive.
Tasting local food on the beach at Hawaii is
pleasure.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE
Item (HI1 = Hainan Island pre-treatment)
Sensory beach
Hearing the sound of waves on the beach at
Hainan Island is pleasing.
Hearing the sound of birds on the beach at
Hainan Island is pleasing.
Smelling the scent of water on the beach at
Hainan Island is pleasant.
Touching the sand on the beach at Hainan
Island is appealing.
Touching the water on the beach at Hainan
Island is appealing.
Seeing the contrast of the colours of blue sky
and water, white sand, green vegetation, and
bright sun on the beach at Hainan Island is
attractive.
Tasting local food on the beach at Hainan
Island is pleasure.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Mean

SD

FL

Code

Correlations
SY1

SY2

SY3

SY4

SY5

SY6

SY7

5.90

1.19

.87

SY1

1.0

5.76

1.18

.86

SY2

.78

1.0

5.85

1.16

.90

SY3

.78

.77

1.0

5.88

1.19

.89

SY4

.72

.70

.79

1.0

5.97

1.15

.91

SY5

.72

.69

.77

.82

1.0

6.10

1.14

.84

SY6

.67

.65

.66

.68

.80

1.0

5.89

1.20

.81

SY7

.60

.65

.69

.65

.71

.65

1.0

SD

FL

SY1

SY2

SY3

SY6

SY7

.000
.92
.95
.96
75.35%

Mean

Code

Correlations
SY4

SY5

5.13

1.23

.90

SY1

1.0

5.07

1.22

.89

SY2

.79

1.0

5.08

1.21

.90

SY3

.76

.81

1.0

5.08

1.22

.91

SY4

.79

.74

.82

1.0

5.13

1.25

.91

SY5

.78

.76

.77

.84

1.0

5.15

1.23

.90

SY6

.78

.77

.77

.78

.81

1.0

5.10

1.22

.90

SY7

.72

.70

.70

.69

.74

.73

.000
.94
.96
.97
79.78%
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1.0

Continual Table
Item (HI2
treatment)

=

Hainan Island post-

Sensory beach
Hearing the sound of waves on the beach at
Hainan Island is pleasing.
Hearing the sound of birds on the beach at
Hainan Island is pleasing.
Smelling the scent of water on the beach at
Hainan Island is pleasant.
Touching the sand on the beach at Hainan
Island is appealing.
Touching the water on the beach at Hainan
Island is appealing.
Seeing the contrast of the colours of blue sky
and water, white sand, green vegetation, and
bright sun on the beach at Hainan Island is
attractive.
Tasting local food on the beach at Hainan
Island is pleasure.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Mean

SD

FL

Code

Correlations
SY1

SY2

SY3

SY4

SY5

SY6

5.98

1.09

.91

SY1

1.0

5.93

1.12

.88

SY2

.78

1.0

5.95

1.05

.90

SY3

.78

.76

1.0

6.00

1.08

.90

SY4

.77

.74

.82

1.0

5.96

1.07

.91

SY5

.80

.76

.78

.84

1.0

5.93

1.12

.87

SY6

.75

.69

.72

.72

.78

1.0

5.95

1.09

.91

SY7

.75

.73

.74

.69

.71

.74

SY7

1.0

.000
.94
.96
.96
79.03%

Factor analysis results – Construct 7: Affective beach
Affective beach was measured using seven items (AB1 to AB7). The correlation matrices
reported their significant correlations with high KMO values (HW = .92, HI1 = .94 and HI2
= .94) and the same significant probability level (P<.01) of the Barlett‘s test. Variable
correlations ranged from .65 to .84. Factor loadings were excellent ranging between .84
and .91. High reliability of variables were evidenced by the Cronbach‘s alpha (HW = .90, HI1
= .94 and HI2 = .94). The construct reliability of the ‗affective beach‘ was highly satisfactory
as all the CR values were above .96. AVE of .75 to .80 presented a sufficient degree of
convergent validity, and these seven scales can explain more than 75 percent of the variance
for this structure.
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Item (HW = Hawaii)

Mean

SD

FL

Code

6.09

1.16

.87

AB1

1.0

6.15

1.07

.94

AB2

.83

1.0

6.14

1.08

.93

AB3

.81

.90

1.0

6.20

1.12

.91

AB4

.72

.84

.84

1.0

6.21

1.09

.90

AB5

.72

.80

.77

.85

1.0

6.06

1.14

.88

AB6

.71

.78

.77

.73

.74

1.0

6.16

1.11

.91

AB7

.73

.81

.80

.79

.78

.83

1.0

SD

FL

Code

AB6

AB7

5.18

1.30

.92

AB1

1.0

5.22

1.30

.95

AB2

.87

1.0

5.25

1.31

.95

AB3

.84

.92

1.0

5.24

1.32

.94

AB4

.82

.86

.90

1.0

5.25

1.29

.94

AB5

.83

.86

.86

.87

1.0

5.21

1.32

.95

AB6

.84

.87

.87

.86

.87

1.0

5.28

1.32

.93

AB7

.84

.85

.85

.85

.85

.89

1.0

SD

FL

Code

AB6

AB7

5.96

1.19

.88

AB1

1.0

6.08

1.05

.93

AB2

.80

1.0

6.07

1.07

.94

AB3

.81

.89

1.0

6.05

1.09

.93

AB4

.77

.83

.86

1.0

6.06

1.08

.91

AB5

.73

.82

.83

.83

1.0

6.03

1.11

.91

AB6

.77

.80

.81

.79

.82

1.0

6.12

1.05

.93

AB7

.76

.82

.83

.86

.84

.83

AB1

Affective beach
Visiting the beach at Hawaii would make me
feel relaxed.
Visiting the beach at Hawaii would make me
feel calm.
Visiting the beach at Hawaii would make me
feel peaceful.
Visiting the beach at Hawaii would make me
feel happy.
Visiting the beach at Hawaii would make me
feel excited.
Visiting the beach at Hawaii would make me
feel freedom.
Visiting the beach at Hawaii would make me
feel enjoyable.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

.000
.92
.96
.97
81.96%

Item (HI1 = Hainan Island pre-treatment)

Mean

.000
.92
.98
.98
88.08%

Item (HI2 = Hainan Island post-treatment)

Mean
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AB3

AB4

AB5

AB6

AB7

AB2

AB3

AB4

AB5

Correlations
AB1

.000
.95
.97
.97
84.01%

AB2

Correlations
AB1

Affective beach
Visiting the beach at Hainan Island would make
me feel relaxed.
Visiting the beach at Hainan Island would make
me feel calm.
Visiting the beach at Hainan Island would make
me feel peaceful.
Visiting the beach at Hainan Island would make
me feel happy.
Visiting the beach at Hainan Island would make
me feel excited.
Visiting the beach at Hainan Island would make
me feel freedom.
Visiting the beach at Hainan Island would make
me feel enjoyable.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE
Affective beach
Visiting the beach at Hainan Island would make
me feel relaxed.
Visiting the beach at Hainan Island would make
me feel calm.
Visiting the beach at Hainan Island would make
me feel peaceful.
Visiting the beach at Hainan Island would make
me feel happy.
Visiting the beach at Hainan Island would make
me feel excited.
Visiting the beach at Hainan Island would make
me feel freedom.
Visiting the beach at Hainan Island would make
me feel enjoyable.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Correlations

AB2

AB3

AB4

AB5

1.0

Factor analysis results – Construct 8: Social beach
Three items (SL1 to SL3) were used to measure social beach. The evaluation of correlation
matrices presented significant correlations among these three items with high KMO values
(HW = .73, HI1 = .77 and HI2 = .73), the same significant probability level (P<.01) of the
Barlett‘s test, and the high variable correlations ranging from .82 and .87. Excellent factor
loadings were between .89 and .95. The scales were reliable due to the high Cronbach‘s alpha
(HW = .92, HI1 = .95 and HI2 = .94). The construct reliability of the ‗social beach‘ was
satisfactory supported by high CR values above .95. A sufficient degree of convergent
validity was indicated by AVE values of .86 to .90; that is, more than 85 percent of the
variance can be explained by these three items for this construct.
Item (HW = Hawaii)

Mean

SD

FL

Social beach
Visiting Hawaii enables me to have an enjoyable time
with family.

6.05

1.19

.90

Visiting Hawaii gives me good family memories.

6.02

1.12

Visiting Hawaii gives my children good childhood
memories.

6.01

1.18

Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Item (HI1 = Hainan Island pre-treatment)

Code

Correlations
SL2

SL1

SL1
1.0

.95

SL2

.78

1.0

.93

SL3

.72

.86

SD

FL

Code

Correlations

Social beach
Visiting Hainan Island enables me to have an enjoyable
time with family.

1.32

.95

SL1

SL1
1.0

SL2

5.20

Visiting Hainan Island gives me good family memories.

5.24

1.34

.96

SL2

.87

1.0

Visiting Hainan Island gives my children good childhood
memories.

5.22

1.32

.94

SL3

.83

.86

Item (HI2 = Hainan Island post-treatment)

SL3

1.0

.000
.77
.95
.96
90.30%

Mean

SD

FL

Code

Correlations

Social beach
Visiting Hainan Island enables me to have an enjoyable
time with family.

1.17

.89

SL1

SL1
1.0

SL2

6.04

Visiting Hainan Island gives me good family memories.

6.06

1.14

.95

SL2

.85

1.0

Visiting Hainan Island gives my children good childhood
memories.

6.01

1.15

.94

SL3

.82

.87

Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

1.0

.000
.73
.92
.95
85.79%

Mean

Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

SL3

.000
.73
.94
.95
85.71%
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SL3

1.0

Factor analysis results – Construct 8: Attitude
Attitude was measured using three items (AT1 to AT3). KMO values (.69, .75 and .77) and a
significant probability level of the Barlett‘s test (P<.01) reported significant correlations
among these three items. The variable correlations in the correlation matrices ranged
between .63 and .88. Factor loadings with values ranging from .92 and .96 were excellent.
The Cronbach‘s alpha (HW = .86, HI1 = .93 and HI2 = .92) reported high reliability of
variables. All CR values were above .90, showing a satisfactory construct reliability of this
construct. A sufficient degree of convergent validity was demonstrated by high AVE values
(HW = .81, HI1 = .88 and HI2 = .89.) These three items can explain more than 80 percent of
the variance in total.
Item (HW = Hawaii)

Mean

Attitude
Holidays to Hawaii are good.
I would like a holiday to Hawaii.

5.97
6.36
6.24

I have a favourable attitude towards a holiday to Hawaii.
Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

Item (HI1 = Hainan Island pre-treatment)
Attitude
Holidays to Hainan Island are good.
I would like a holiday to Hainan Island.
I have a favourable attitude towards a holiday to Hainan
Island.

5.13
5.31
5.19

Item (HI2 = Hainan Island post-treatment)

.83
.93
.93

Code
AT1
AT2
AT3

Correlations
AT1
1.0
.63
.65

AT2

AT3

1.0
.85

1.0

SD
1.27
1.36
1.37

FL
.92
.95
.95

Code
AT1
AT2
AT3

Correlations
AT1
1.0
.81
.79

AT2

AT3

1.0
.88

1.0

.000
.75
.93
.96
88.33%

Mean

Attitude
Holidays to Hainan Island are good.
I would like a holiday to Hainan Island.
I have a favourable attitude towards a holiday to Hainan
Island.

5.99
6.02
6.03

Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

1.18
1.03
1.10

FL

.000
.69
.86
.93
80.66%

Mean

Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

SD

SD
1.13
1.14
1.16

FL
.94
.96
.95

Code
AT1
AT2
AT3

Correlations
AT1
1.0
.75
.73

AT2

AT3

1.0
.88

1.0

.000
.77
.92
.97
89.82%

Factor analysis results – Narrative transportation
Narrative transportation of text were measured using seven items (NT1 to NT3, and NT6 to
NT9). The correlation matrices reported significant correlations due to the high KMO values
(.89) and a significant probability level of the Barlett‘s test (P<.01). Variable correlations
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were between .31 to .72. Excellent factor loadings ranged from .60 and .80. The Cronbach‘s
alpha (.89) indicated high reliability. A satisfactory construct reliability of this construct was
evidenced by high CR values above .92. These seven items with AVE of .61 can explain
more than 60 percent of the variance for this structure.
Item

Mean

SD

FL

Code

Narrative transportation

Correlations

6.04

1.01

.80

NT1

NT1
1.0

NT2

While I was reading the description, I
could easily picture the events in the
Hainan Island.
While I was reading the description, I
could picture myself in the Hainan
Island.

5.95

1.06

.85

NT2

.71

1.0

While reading the description, I had a
vivid image of the Hainan island.

5.79

1.07

.84

NT9

.63

.71

1.0

I was mentally involved in the
description while reading it.

5.81

1.07

.83

NT3

.61

.65

.72

1.0

The description affected me
emotionally.

4.97

1.38

.60

NT6

.31

.37

.46

.47

1.0

The described Hainan Island is relevant
to my interests in travel.

5.79

1.16

.77

NT7

.55

.59

.51

.52

.46

1.0

This description has changed view of
Hainan Island.

5.87

1.19

.75

NT8

.52

.56

.52

.52

.38

.62

Bartlett‘s
KMO
Cronbach‘s α
CR
AVE

NT9

NT3

NT6

NT7

NT8

1.0

.000
.89
.89
.92
61.34%

To sum up, Appendix I shows an overview of the factor analysis results for the main survey,
where 10 constructs for measurement in total are used to test the influence of narrative
transportation of texts on the image schema incongruity between the ideal beach destination
and Hainan Island, successively, changing the attitude towards Hainan Island. All the factors
in each construct for the three blocks (e.g., Hawaii, Hainan Island pre- and post-treatment) of
this study were significantly inter-correlated since correlation coefficients and KMOs
exceeded the minimum thresholds .30 and .60 respectively, as well as all the p-values of
Bartlett‘s test being less than the maximum of .05. All factor loadings were above .71
achieving an excellent level. All the values of Cronbach‘s alpha were greater than .85
representing a highly satisfactory reliability of factors with more than ideal internal
consistency. All the CR values above .90 reported a high level of satisfaction for the
composite reliability of each construct. The convergent validity was verified as the AVEs for
all constructs were above .60, which is larger than the criterion of .50, while discriminant
validity was also authenticated since no bivariate correlations for this study ranging from .31
to .90 were higher than the reliabilities (. 86. to 98) of their respective construct.
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5.3.3 Manipulation check
Based upon the qualitative findings, Hawaii was selected as the ideal beach destination of
Australian families. Four sample groups were given one of four treatments to influence their
existing image schemas of Hainan Island. The different textual treatments included factual
information from first-person perspective for Group A, factual information from third-person
perspective for Group B, story from first-person perspective for Group C, and story from
third-person perspective for Group D. Image schema congruity (denoted henceforth as ―DX‖)
pre- and post-treatment were calculated using the formula presented in Section 5.2.6. The
descriptive statistics of each grouped data on all constructs are exhibited in Appendix J.
ANOVA analysis was performed to check the effects from treatment on constructs. Table 5.7
displays the ANOVA analysis results. As Levene‘s test revealed, nearly all the constructs met
the assumption of homogeneity of variance as assessed by Levene‘s test of homogeneity,
reporting p-values greater than .05. The exceptions were beach service and beach activity for
Hawaii pre-treatment, as well as the natural beach and affective beach for Hainan Island posttreatment. Their constructs reported p-values less than .05 and were therefore significant
suggesting that the variances between the groups for these constructs are not equal (Pallent,
2013). Accordingly, the Brown-Forsythe equality of means test was performed for these
constructs to interpret the analysis of variance results. Table 5.7 shows no significant group
differences existed in these constructs for Hawaii and Hainan Island pre-treatment (p > .05).
Yet, there were significant group differences in these constructs for Hainan Island posttreatment (p < .05). This was expected because these significant differences indicated that the
textual treatment had an effect on these constructs. There were also significant differences
between groups for narrative transportation as shown in Table 5.7 (p < .05).
Table 5.8 Group differences for constructs
Hawaii (HW)

Natural beach
Cultural beach
Beach service
Beach environment
Beach activity
Sensory beach
Affective beach
Social beach
Attitude
Narrative transportation

F

df

Sig.

Hainan Island
pre-treatment (HI1)
F
df
Sig.

1.09
.98
1.30
1.07
.55
.43
2.59
2.17
.87
-

3
3
3
3
3
3
3
3
3
-

.35
.40
.28
.36
.65
.73
.05
.09
.46
-

.40
.35
.10
.58
.35
.02
.56
.60
.04
-
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3
3
3
3
3
3
3
3
3
-

.75
.79
.96
.63
.79
.99
.64
.61
.99
-

Hainan Island
post-treatment (HI2)
F
df
Sig.
7.54
4.25
3.85
4.26
4.05
6.59
7.55
4.72
4.30
7.21

3
3
3
3
3
3
3
3
3
3

.00
.01
.01
.01
.01
.00
.00
.00
.01
.00

Further, the mean scores of each construct were compared pre- and post-treatment within
groups using the paired sample t-test . Results indicated that all the constructs for image
schema and attitude towards Hainan Island had significantly positive changes at the 95%
confidence level (p = .00 < .05). Following these significant changes, the repeated-measures
analysis of variance was performed to test and confirm the causes of these changes, since the
participants in each group completed the same scales for Hainan Island twice (pre- and posttreatment). The results in Table 5.8 unveiled that time period had no significant effects on
nearly all the constructs (p > .05) except for culture (F = 5.86, p = .02 < .05, η2 = 2.83) and
service (F = 5.95, p = .02 < .05, η2 = 3.31). Similarly, the interaction between time period and
group also had no significant effect on nearly all the constructs (p > .05) except for sensory
(F = 4.24, p = .01 < .05, η2 = 5.59). On the contrary, all the constructs were impacted by the
interaction between time period and narrative transportation (p < .01). As such, the positive
changes of image schema and attitude towards Hainan Island were more likely to be impacted
by the interaction between time period and narrative transportation rather than the interaction
between time period and group. The main effect from time period appeared merely in the
cultural and service construct for the image schema of Hainan Island.
Table 5.9 Causes of construct differences pre- and post-treatment
Construct

Time (Sig.)

Time*NT (Sig.)

Time*Group(Sig.)

Natural beach

.06

.00

.06

Cultural beach

.02

.00

.21

Beach service

.02

.00

.43

Beach environment

.39

.00

.48

Beach activity

.43

.00

.49

Sensory beach

.64

.00

.01

Affective beach

.77

.00

.05

Social beach

.82

.01

.28

Attitude

.44

.00

.13

5.3.4 Image schema congruity pre-treatment
This study has assumed (H1) that the existing image schema of Hainan Island is negatively
incongruent with the image schema of Hawaii—as a proxy for an ideal beach destination.
According to the formula for measuring image schema congruity mentioned in Section 5.2.6,
the paired-sample t-test was conducted to compare the means of each latent variable between
Hawaii and Hainan Island pre-treatment. The results—reported in Table 5.9—revealed that
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respondents reported significantly lower mean scores of each construct for Hainan Island
(MeanHI1) than for Hawaii (MeanHW) (p < .01). This resulted in a negative incongruity (-IC) of
image schemas (denoted as DX1) between the Hainan Island and Hawaii pre-treatment (p
< .01). Hence, the H1 of this study was supported.
Further, the median-split classification that the midpoint of the measurement scale of the
measured variable was used to distinguish the degree of incongruity (Rucker, McShane, &
Preacher, 2015; Srivastava & Sharma, 2012). Comparing the mean scores of image schema
incongruity (IC) for each construct, the midpoint is .77 and standard deviation is .12. Only
the mean scores of cultural service and beach service were less than this midpoint indicating
a negatively moderate incongruity (-MIC) of image schema, while a negatively extreme
incongruity (-EIC) appeared in the other constructs as their absolute scores were below the
midpoint. Affective beach between Hainan Island and Hawaii presented the largest negative
incongruity (-IC), while the smallest negative incongruity (-IC) was shown in cultural beach.
Table 5.10 Image schema incongruity pre-treatment
Construct

MeanHW(SD)

Natural beach

5.78 (1.06)

Cultural beach

MeanHI1(SD)

DX1(SD)

Sig.

Degree of congruity

4.89 (1.11)

-0.89 (1.18)

.00

-EIC

5.59 (1.07)

5.02 (1.08)

-0.57 (1.07)

.00

-MIC

Beach service

5.46 (1.03)

4.86 (1.04)

-0.60 (0.96)

.00

-MIC

Beach environment

5.73 (0.95)

4.95 (1.07)

-0.78 (1.01)

.00

-EIC

Beach activity

5.85 (1.01)

5.05 (1.07)

-0.80 (1.06)

.00

-EIC

Sensory beach

5.89 (1.02)

5.10 (1.09)

-0.78 (1.06)

.00

-EIC

Affective beach

6.14 (1.00)

5.23 (1.23)

-0.91 (1.20)

.00

-EIC

Social beach

6.03 (1.10)

5.22 (1.26)

-0.81 (1.23)

.00

-EIC

Note. -MIC - Negatively moderate incongruity; -EIC - Negatively extreme incongruity; DX1 - Image schema incongruity pre-treatment

5.3.5 Influence on attitudes towards Hainan Island pre-treatment
This study has hypothesised (H2) that the image schema congruity between the ideal beach
destination (proxy to Hawaii) and Hainan Island negatively influences the attitude towards
Hainan Island. The result from the paired-sample t test showed a significant difference
between the attitude for Hainan Island (MHI1 = 5.20, SD = 1.27) and for Hawaii (MHW = 6.19,
SD = 0.99) (p < .01). This indicates that the mean score of attitude towards Hainan Island
was lower than that of attitude towards Hawaii. Thus, the attitude towards Hainan Island was
less positive than attitude towards Hawaii pre-treatment. A simple regression of image
schema congruity on attitude was conducted, the result of which suggested a significant
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relationship between the image schema congruity and attitude (R2 = .74, F = 91.33, p < .01).
That is, the image schema incongruity between Hainan Island and Hawaii negatively leads to
a less positive attitude towards Hainan Island compared to Hawaii. Hence, H2 is supported.
5.3.6 Narrative transportation influenced by narrative format and perspective
Two-way between-subjects ANOVA was performed to test the effects of narrative format
(factual information vs story) and narrative perspective (first-person vs third-person) on the
levels of narrative transportation, relating to H5, H6, H7 and H8. Table 5.10 presents the
levels of narrative transportation in each group. Although the Levene‘s test of Homogeneity
reported that the variance of the dependent variable across groups was not equal (p = .04
< .05), the analysis of variance test is affected little by variance inequalities in experiment
analysis when group sizes are large and equal, or not very different (Box, 1953; David &
Johnson, 1951; Horsnell, 1953; Welch, 1938).
Table 5.11 Narrative transportation of textual information in each group
Narrative format
Group A
Group B

Factual information
Factual information

Narrative perspective

Narrative transportation
Mean (SD)

First-person
Third-person

5.56 (0.90)
5.75 (0.77)
5.65 (0.84)

First-person
Third-person

6.03 (0.77)
5.64 (0.99)
5.83 (0.91)

First-person
Third-person

5.80 (0.87)
5.69 (0.89)
5.74 (0.88)

Total
Group C
Group D

Story
Story
Total

Total

The ANOVA results showed that the narrative format had a significant influence on narrative
transportation (F = 5.61, p = .02 < .05, η2 = .01), whereas no significant difference on
narrative transportation appeared in narrative perspective (F = 1.88, p = .17 > .05, η2 = .00).
Notably, there was a significant difference on the levels of narrative transportation caused by
the interaction between narrative format and narrative perspective (F = 14.16, p = .00 < .05,
η2 = .03). Figure 5.1 shows a graphic presentation for this interaction. Further, following the
significant interaction, analysis of simple effects as the post hoc analysis was computed to
examine where the differences lay. Results are reported in detail below.
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Narrative perspective
— first-person
— third-person

Factual information

Story

Narrative format

Figure 5.1 Interactional impact from format and perspective on narrative transportation

When the information on Hainan Island was presented from the first-person perspective,
narrative transportation was greater in story (M = 6.03, SD = 0.77) than in factual
information (M = 5.56, SD = 0.90) (p = .00 < .05). Thus, H5 is supported.
When the information on Hainan Island was presented from third-person perspective,
narrative transportation was greater in factual information about Hainan Island (M = 5.64,
SD = 0.99) than in story (M = 5.75, SD = 0.77) (p = .33 > .05). Hence, H5 is not
supported.
When the information on Hainan Island was factual, narrative transportation in third-person
(M = 5.75, SD = 0.77) was significantly greater than in first-person perspective (M = 5.56,
SD = 0.90) (p = .09 > .05). Therefore, H6 is not supported.
When the information on Hainan Island was a story, narrative transportation in first-person
(M = 6.03, SD = 0.77) was significantly greater than in third-person perspective (M =
5.64, SD = 0.99) (p = .00 <.05). Thus, H6 is supported.
Comparing these four groups, the greatest narrative transportation (M = 6.03, SD = 0.77)
appeared in the first-person story, while the least narrative transportation (M = 5.56, SD =
0.90) was in the first-person rather than in third-person factual information (p = .00 < .01).
Hence, H7 and H8 are supported. Based on the results above, it is concluded that H5 and
H6 are partly supported, while H7 and H8 are supported.
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5.3.7 Image schema congruity post-treatment
The analysis in this section aims to test H9 and H10 through analysing the changes of images
schema congruity post-treatment caused by narrative transportation within- and betweengroups.
Results from within-groups analysis
A within-group analysis was performed to test H6a for the changes of image schema
congruity post-treatment (denoted as DX2) in each group influenced by narrative
transportation of textual information. Table 5.11 presents the results from the paired-sample
t-test for each group. Using the same median-split classification method in Section 5.3.4, the
degree of incongruity was differentiated in each group.
Table 5.12 Image schema congruity post-treatment within groups
Construct

MeanHW(SD)

MeanHI2(SD)

DX2(SD)

Sig.

Degree of congruity

Group A: first-person factual information
Natural beach

5.69 (1.10)

5.72 (1.00)

0.03 (1.11)

.77

C

Cultural beach

5.49 (1.01)

5.70 (0.98)

0.21 (0.92)

.01

+MIC

Beach service

5.36 (0.97)

5.82 (1.00)

0.46 (1.11)

.00

+EIC

Beach environment

5.61 (0.89)

5.74 (1.00)

0.13 (0.93)

.12

C

Beach activity

5.78 (0.96)

5.79 (0.95)

0.01 (0.88)

.92

C

Sensory beach

5.82 (1.01)

5.69 (1.00)

-0.13 (0.90)

.10

C

Affective beach

5.94 (1.08)

5.77 (1.09)

-0.18 (1.05)

.06

C

Social beach

5.85 (1.12)

5.76 (1.17)

-0.09 (1.17)

.38

C

Group B: third-person factual information
Natural beach

5.92 (0.90)

5.99 (0.88)

0.07 (0.91)

.36

C

Cultural beach

5.64 (1.01)

5.97 (0.94)

0.33 (1.00)

.00

+EIC

Beach service

5.59 (0.95)

5.98 (0.95)

0.39 (0.99)

.00

+EIC

Beach environment

5.74 (0.88)

5.95 (0.92)

0.21 (0.92)

.01

+MIC

Beach activity

5.94 (0.91)

6.04 (0.88)

0.10 (0.82)

.16

C

Sensory beach

5.94 (0.93)

6.00 (0.92)

0.06 (0.85)

.39

C

Affective beach

6.25 (0.88)

6.14 (0.89)

-0.11 (0.90)

.18

C

Social beach

6.18 (0.96)

6.11 (1.02)

-0.08 (0.99)

.36

C
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Continual Table
Group C: first-person Story
Natural beach

5.76 (1.08)

6.26 (0.81)

0.50 (0.91)

.00

+EIC

Cultural beach

5.69 (1.04)

6.10 (0.88)

0.41 (1.00)

.00

+MIC

Beach service

5.49 (0.99)

6.20 (0.83)

0.70 (0.99)

.00

+EIC

Beach environment

5.80 (0.85)

6.15 (0.88)

0.36 (0.92)

.00

+MIC

Beach activity

5.83 (0.96)

6.15 (0.85)

0.32 (0.82)

.00

+MIC

Sensory beach

5.93 (0.96)

6.21 (0.83)

0.27 (0.85)

.00

+MIC

Affective beach

6.24 (0.92)

6.33 (0.85)

0.09 (0.90)

.32

C

Social beach

6.08 (1.14)

6.25 (0.94)

0.17 (0.99)

.09

C

Natural beach

5.75 (1.15)

5.85 (1.11)

0.10 (1.00)

.27

C

Cultural beach

5.53 (1.21)

5.79 (1.11)

0.26 (1.18)

.01

+MIC

Beach service

5.39 (1.19)

5.86 (1.12)

0.46 (1.15)

.00

+EIC

Beach environment

5.79 (1.07)

5.88 (1.00)

0.09 (0.95)

.28

C

Beach activity

5.83 (1.19)

5.88 (1.00)

0.04 (1.02)

.63

C

Sensory beach

5.85 (1.16)

5.91 (1.04)

0.06 (0.95)

.47

C

Affective beach

6.15 (1.10)

5.98 (1.07)

-0.16 (0.96)

.06

C

Social beach

6.01 (1.15)

6.04 (1.17)

0.03 (1.09)

.75

C

Group D: third-person Story

Note. +MIC - Positively moderate incongruity; +EIC - Positively extreme incongruity; C - Congruity
DX2 - Image schema incongruity post-treatment

In group A, respondents reported significantly higher mean values on cultural and service
constructs for Hainan Island (MHI2-culture = 5.70, SD = 0.98; MHI2-service = 5.82, SD = 1.00) than
for Hawaii (MHW-culture = 5.49, SD = 1.01; MHW-service = 5.36, SD = 0.97) (p < .05), indicating
that these two components of their image schemas reached a positive incongruity (+IC).
More specifically, positively moderate incongruity (+MIC) appeared in cultural beach (MDX2culture

= 0.21, SD = 0.92, p = .01 < .05), while positively extreme incongruity (+EIC) was in

beach service (MDX2-service = 0.46, SD = 1.11, p = .00 < .05). In other words, cultural image for
Hainan Island perceived by respondents was moderately better than Hawaii, and service
image for Hainan Island was extremely better than Hawaii. At the same time, no significant
differences were shown in the other constructs (p > .05), which means the other components
of image schemas between Hainan Island and Hawaii achieved a congruity (C). That is, the
natural, environmental, active, sensory, social and affective images for Hainan Island in
respondents‘ minds became close to Hawaii post-treatment. Results from simple regressions
indicated significant relationships between the narrative transportation and the evaluation for
Hainan Island (MHI2) post-treatment (R2 = .68, F = 273.39, p < .01), as well as between the
narrative transportation and the image schema congruity (DX2) (R2 = .17, F = 25.21, p < .01).
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Thus, H9 is supported in Group A. That is, all constructs of image schemas between Hainan
Island and Hawaii were positively changed from negative incongruity (-IC) pre-treatment
shown in Table 5.9 to congruity or positive incongruity (+IC) post-treatment.
In group B, significant higher mean values appeared in cultural, service and environmental
constructs for Hainan Island (MHI2-culture = 5.97, SD = 0.84; MHI2-service = 5.98, SD = 0.95; MHI2environment

= 5.95, SD = 0.92) than for Hawaii (MHW-culture = 5.64, SD = 1.01; MHW-service = 5.59,

SD = 0.95; MHW-environment = 5.74, SD = 0.88) (p < .05), while there were no significant
differences in the other constructs (p > .05). Compared to the midpoint, which was .31 for the
degree of incongruity, cultural (MDX2-culture = 0.33, SD = 1.00) and service construct (MDX2-serveice
= 0.39, SD = 0.99) arrived at a positively extreme incongruity (+EIC), while environmental
construct (MDX2-environment = 0.21, SD = 0.92) became positively moderate incongruity (+MIC).
Meanwhile, the other constructs reached a positive congruity (C). That is, cultural and service
images for Hainan Island perceived by respondents were extremely better than Hawaii, and
environmental image for Hainan Island was moderately better than Hawaii. Natural, active,
sensory, social and affective images for Hainan Island came close to Hawaii. The simple
regression analyses showed that the narrative transportation had significant relationships with
the evaluation for Hainan Island (MHI2) post-treatment (R2 = .52, F = 138.85, p < .01), and
with the image schema congruity (DX2) (R2 = .11, F = 15.13, p < .01). Hence, H9 is
supported in Group B.
In Group C, the mean values of natural, cultural, service, environmental, active and sensory
constructs were significantly higher for Hainan Island (MHI2-nature = 6.26, SD = 0.81; MHI2culture

= 6.10, SD = 0.88; MHI2-service = 6.20, SD = 0.83; MHI2-environment = 6.15, SD = 0.88; MHI2

active

= 6.15, SD = 0.85; MHI2-sensory = 6.21, SD = 0.83) than for Hawaii Island (MHW-nature =

5.76, SD = 1.08; MHW-culture = 5.69, SD = 1.04; MHW-service = 5.49, SD = 0.99; MHW-environment =
5.80, SD = 0.85; MHW

active

= 5.83, SD = 0.96; MHW-sensory = 5.93, SD = 0.96) (p < .05),

whereas no significant differences appeared in affective and social beach (p > .05). Based on
the midpoint, which was .43 for the degree of incongruity, natural (MDX2-nature = 0.50, SD =
0.91, P = .00 < .05) and service construct (MDX2-service = 0.70, SD = 0.99, P = .00 < .05)
achieved positively extreme incongruity (+EIC), while cultural (MDX2-culture = 0.41, SD = 1.00),
environmental (MDX2-environment = 0.36, SD = 0.92), active (MDX2-activity = 0.32, SD = 0.82) and
sensory construct (MDX2-sensory = 0.27, SD = 0.85) went to positively moderate incongruity
(+MIC). Concurrently, both social and affective beach arrived at a congruity (C). In other
words, natural and service images for Hainan Island perceived by respondents were
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extremely better than Hawaii, while cultural, environmental, activity and sensory images
were moderately better than Hawaii. The social and affective images for Hainan Island
became close to Hawaii. Based on the results of simple regression analyses, the narrative
transportation significantly correlated to the evaluation for Hainan Island (MHI2) posttreatment (R2 = .71, F = 138.85, p < .01), as well as between the narrative transportation and
the image schema congruity (DX2) (R2 = .14, F = 21.17, p < .01). Therefore, H9 is supported
in Group C.
In Group D, only cultural and beach service had significantly higher mean values for Hainan
Island (MHI2-culture = 5.79, SD = 1.11; MHI2-service = 5.86, SD = 1.12) than for Hawaii (MHW-culture
= 5.53, SD = 1.21; MHW-service = 5.39, SD = 1.19) (p < .05), while no significant differences
appeared in the other constructs (p > .05). This indicated that cultural (MDX2-culture = 0.26, SD =
1.18) and service (MDX2-service = 0.46, SD = 1.15) components of image schemas between
Hainan Island and Hawaii reached a positively moderate incongruity (+MIC) and a positively
extreme incongruity (+EIC) separately, post-treatment. The other constructs achieved a
congruity (C). That is, cultural image for Hainan Island perceived by respondents is
moderately better than Hawaii, and service image for Hainan Island is extremely better than
Hawaii. Environmental, natural, active, sensory, social and affective images for Hainan
Island became close to Hawaii. The simple regression analyses reported significant
relationships between the narrative transportation and the evaluation for Hainan Island (MHI2)
post-treatment (R2 = .69, F = 282.10, p < .01), as well as between the narrative transportation
and the image schema congruity (DX2) (R2 = .10, F = 12.50, p < .01). As such, H9 is
supported in Group D.
In short, drawing from the above within-group analyses, the negative incongruity (-IC) of
image schemas between Hainan Island and the ideal beach destination (proxy for Hawaii)
pre-treatment shown in Table 5.9 were changed to different degrees of congruity or positive
incongruity in each group influenced by narrative transportation derived from textual
information about Hainan Island. Therefore, H9 is supported.
Results from between-groups analysis
The between-groups analysis aims to examine H10 through group comparisons to test the
impacts from the narrative transportation on the change of image schema congruity. The
independent-samples t-test was performed to make a comparison of the image schema
congruity between Hainan Island and the ideal beach destination (proxy to Hawaii) post152

treatment. Groups A and C were selected for this analysis because they represent the least and
greatest narrative transportation, reporting means of 5.56 and 6.03 respectively as shown in
Table 5.10. Table 5.12 shows the results of this comparison.
Table 5.13 Image schema congruity between Groups A and C post-treatment
Construct

Group ALowestNT
DX2 (SD)

Group CHighest NT
0.36 (0.92)

Degree of congruity
+EIC

Sig.

Natural beach

Degree of congruity
C

DX2 (SD)

0.03 (1.11)

Cultural beach

0.21 (0.92)

+MIC

0.41 (1.00)

+MIC

.12

Beach service

0.46 (1.11)

+EIC

0.70 (0.99)

+EIC

.08

Beach environment

0.13 (0.93)

C

0.36 (0.92)

+MIC

.06

Beach activity

0.01 (0.88)

C

0.32 (0.82)

+MIC

.01

Sensory beach

-0.13 (0.90)

C

0.27 (0.85)

+MIC

.00

Affective beach

-0.18 (1.05)

C

0.09 (0.90)

C

.04

Social beach

-0.09 (1.17)

C

0.17 (0.99)

C

.07

.00

Note. +MIC - Positively moderate incongruity; +EIC - Positively extreme incongruity; C – Congruity
DX2 - Image schema congruity post-treatment

All the structures met the assumption of homogeneity of variance as assessed by Levene‘s
test of homogeneity (p > .05). Given the results from independent-samples t-tests for each
construct between Groups A and C, there were significant differences on their scores of
image schema congruity for natural beach (P = .00 < .05), beach activity (P = .01 < .05),
sensory beach (P = .00 < .05) and affective beach (P = .04 < .05). In other words, these four
components of image schemas between Hainan Island and Hawaii performed more changes
in Group C (MDX2-nature = 0.36, SD = 0.92; MDX2-activity = 0.32, SD = 0.82; MDX2-sensory = 0.27, SD =
0.85; MDX2-affective = 0.09, SD = 0.90) than in Group A (MDX2-nature = 0.03, SD = 1.11; MDX2-activity =
0.01, SD = 0.88; MDX2-sensory = 0.13, SD = 0.90; MDX2-affective = 0.09, SD = 1.17). Yet, no
significant differences appeared in cultural, service, environment and social beach (p > .05),
indicating that the changes of incongruity for these four components in Group C were not
different from those in Group A.
As reported in Section 5.3.4, all image schema constructs pre-treatment were negatively
incongruent (-IC) between Hainan Island and Hawaii pre-treatment. Moreover, analysis of
the individual image schema constructs revealed that cultural and service constructs were
negatively moderate incongruent (-MIC) and the others were negatively extreme incongruent
(-EIC). However, congruity post-treatment improved with cultural and service constructs
shifting to a positively moderate incongruity (+MIC) and a positively extreme incongruity
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(+EIC), respectively, for both Groups A and C. By contrast, the natural construct improved
better in Group C than in Group A, moving from negatively extreme incongruity (-MIC) pretreatment to positively extreme incongruity (+EIC) for Group C and only to congruity (C) in
Group A post-treatment. Furthermore, environmental, active and sensory constructs improved
from negatively extreme incongruity (-EIC) pre-treatment to positively moderate incongruity
(+MIC) for Group C and only to congruity (C) for Group A post-treatment, indicating a
better improvement in Group C than in Group A. The social and affective constructs
improved from negatively extreme incongruity (-EIC) pre-treatment to congruity (C) for both
Groups A and C post-treatment. Nonetheless, their mean values (DX2) of affective construct
were significantly different between these two groups (p = .04 < .05), which means the
changes of incongruity for affective image performed better in Group C than in Group A.
Briefly, the changes of image schema incongruity were more apparent for Group C than
Group A, revealing that textual information with greater narrative transportation (in Group C)
performed better than that with lower narrative transportation (in Group A) for the change of
image schema incongruity. The greater the narrative transportation of textual information, the
more positive changes for the negative image schema. Therefore, H10 is supported.
5.3.8 Influence on attitude towards Hainan Island post-treatment
This sub-section reports the analysis relating to H3 and H4 by analysing the changes of
attitude towards Hainan Island as influenced by the change of image schema incongruity
within- and between-groups.
Results from within-groups analysis
H3 was tested by the within-groups analysis for the changes of attitude towards Hainan Island
post-treatment (denoted as DY2) in each group influenced by the changes of image schema
incongruity. Table 5.13 presents the results from the paired-sample t-test for each group.
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Table 5.14 Attitude towards Hainan Island post-treatment within groups
DY2
(SD)

Sig.

Attitude
comparison

Group A:first-person factual information
6.11(1.04)
5.76(1.19)
Attitude

-0.34(1.04)

.00

Less positive

Group B: third-person factual information
6.28(0.93)
6.09(1.01)
Attitude

-0.19(1.01)

.03

Less positive

Group C: first-person story
6.24(0.90)
Attitude

6.22(0.90)

-0.02(1.01)

.79

Positive

Group D: third-person story
6.14(1.06)
Attitude

5.99(1.08)

-0.15(1.10)

.12

Positive

Construct

MeanHW
(SD)

MeanHI2
(SD)

Note. DY2 - Attitude towards Hainan Island post-treatment compared to attitude towards Hawaii

There were significant differences of the mean values (DY2) of attitude towards Hainan
Island post-treatment in Group A (MDY2 = -0.34, SD = 1.12, p = .00 < .05) and Group B
(MDY2 = -0.19, SD = 1.01, p = .03 < .05). This indicated a significant lower mean values of
attitude towards Hainan Island post-treatment than towards Hawaii both in these two groups.
In other words, participants in Groups A and B had less positive attitude towards Hainan
Island compared to Hawaii (the ideal beach destination) post-treatment. Results from simple
regression analyses indicated a significant relationships between the image schema congruity
(DX2) and the change of attitude (DY2) in Group A (R2 = .59, F = 183.64, p < .01) and Group
B (R2 = .43, F = 98.17, p < .01). Conversely, no significant differences were showed for the
mean values of attitude towards Hainan Island post-treatment in Group C (MDY2 = -0.02, SD
= 1.01, p = .79 > .05) and Group D (MDY2 = -0.15, SD = 1.10, p = .12 > .05). That is, the
attitudes towards Hainan Island of participants post-treatment were positively close to
attitude towards Hawaii pre-treatment in Groups C and D. There were also significant
relationships between the image schema congruity (DX2) and the change of attitude (DY2) in
Group C (R2 = .68, F = 268.33, p<.01) and Group D (R2 = .37, F = 75.58, p < .01).
Drawing from Table 5.12, more congruent image schemas between Hainan Island and Hawaii
appeared in Groups A and D post-treatment. However, attitude in Group A maintained less
positive, while attitude in Group D was positive. Compared to these two groups, Group B had
less congruent image schemas between Hainan Island and Hawaii, yet attitude towards
Hainan Island became positive post-treatment. Thus, H3 is partly supported. That is, not all
the attitude towards Hainan Island was positively changed following the treatment as image
schemas between Hainan Island and Hawaii become more congruent.
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Results from between-groups analysis
Consistent with the between-group analysis in sub-section 5.3.7 above, H4 was tested
between Groups A and C for the influence from the change of image schema congruity on the
change of attitude . The independent-samples t-test was conducted to compare the changes of
attitude towards Hainan Island in these two groups post-treatment. Table 5.14 presents the
results of this comparison.
Table 5.15 Attitude towards Hainan Island between Groups A and C post-treatment
Construct
Attitude

Group ALowestNT
DY2(SD)
Attitude comparison

Group CHighest NT
DY2 (SD)
Attitude comparison

Sig.

-0.34 (1.04)

-0.02 (1.01)

.02

Less positive

Positive

The attitude construct met the assumption of homogeneity of variance as assessed by
Levene‘s Test of Homogeneity (p > .05). There was a significant difference of the attitude
towards Hainan Island post-treatment between Groups A (MDY2 = -0.34, SD = 1.04) and C
(MDY2 = -0.02, SD = 1.01) (p = .02 < .05). This indicated that more positive improvement
on attitude towards Hainan Island appeared in Group C than in Group A post-treatment.
Compared to the less positive attitude towards Hainan Island pre-treatment in Section 5.3.5,
Group A reported more congruent image schemas (C) between Hainan Island and Hawaii
post-treatment caused by lower narrative transportation, therefore, maintained this less
positive attitude towards Hainan Island. A significant influence from image schema congruity
and narrative transportation on attitude (R2 = .82, F = 62.30, p < .01) was resulted from the
regression analysis. By contrast, due to more positively moderate incongruent (+IMC) image
schemas resulted from greater narrative transportation in Group C, attitudes towards Hainan
Island was changed from less positive to positive compared to attitude towards Hawaii pretreatment. The regression analysis reported a significant influence of image schema congruity
and narrative transportation on attitude (R2 = .76, F = 42.90, p < .01). Hence, H4 is supported.
In a nutshell, attitude towards Hainan Island was positively enhanced following the treatment
as image schemas between Hainan Island and Hawaii become more positively moderate
incongruent.
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5.3.9 Summary for quantitative results
Based on the analysis above, Table 5.15 gives a summary for the quantitative results.
Accordingly, H1, H2, H4, H7, H8, H9 and H10 are supported, while H3, H5 and H6 are
partly supported.
Table 5.16 Overview of quantitative results
Hypotheses

Results

H1

The image schemas between the ideal beach destination and target beach
destination (Hainan Island) are negatively incongruent.

Supported

H2

The existing image schema incongruity between the ideal and the target
destinations (Hainan Island) negatively influences the attitude towards the
target destination (Hainan Island).

Supported

H3

Attitude towards the target destination (Hainan Island) will be positively
changed following the treatment as image schemas between the ideal and the
target destinations (Hainan Island) become more congruent.

Partly supported

H4

Attitude towards the target destination (Hainan Island) will be positively
enhanced following the treatment as image schemas between the ideal and the
target destinations (Hainan Island) become more positively moderate
incongruent.

Supported

H5

A story about the target destination (Hainan Island) will create greater
narrative transportation than factual information about this destination.

Partly supported

H6

A narrative written in first-person about the target destination (Hainan Island)
will create greater narrative transportation than a narrative written in third
person about this destination.

Partly supported

H7

The first-person story about the target destination (Hainan Island) creates the
greatest narrative transportation.

Supported

H8

The third-person factual information the target destination (Hainan Island)
creates the least narrative transportation.

Supported

H9

The negative image schema incongruity will be positively changed to
congruent or positively incongruent influenced by narrative transportation.

Supported

H10

The greater the narrative transportation, the more positive changes for the
negative image schema incongruity.

Supported

These results confirm that the image schema incongruity between Hainan Island and the ideal
beach destination (proxy to Hawaii) leads to less positive attitude towards Hainan Island
compared to Hawaii. Narrative transportation of textual information about Hainan Island
influences the change of the image schema incongruity. The interaction between narrative
format and narrative perspective make effects on the narrative transportation, wherein the
first-person story produces the greatest narrative transportation and the first-person factual
information yields the least narrative transportation. The negative image schema incongruity
between Hainan Island and Hawaii has been positively changed to congruity or positive
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incongruity influenced by different narrative transportation of textual information about
Hainan Island. The greater the narrative transportation, the more positively moderate
incongruent the image schemas, and the more positive changes for the attitude.
5.4 Conclusion
This chapter depicted the method and results for the quantitative research stage. The aim of
this stage was to examine the relationships among image schema congruity, narrative
transportation of textual information and attitude. The repeated-measures analysis of variance
were used to confirm that the causes of changes for image schema and attitude towards
Hainan Island were mainly influenced by the interaction between time period and narrative
transportation. The paired-sample t-test assisted to calculate the image schema congruity and
attitude towards Hainan Island pre- and post-treatment. The MANOVA analysis confirmed
the effects of narrative format and narrative perspective on narrative transportation of textual
information about Hainan Island, highlighting the greatest and least narrative transportation
was produced respectively by the first-person story and first-person factual information. The
within-group analysis confirmed the change of image schema congruity and attitude towards
Hainan Island pre- and post-treatment. Independent-samples t-tests were implemented for
group comparisons. Results provided evidence on the relationships among image schema
congruity, narrative transportation of textual information and attitude, as well as the influence
from the interaction between narrative format and narrative perspective on narrative
transportation. The next chapter presents further discussion of these results and the
contributions and implications for this study.
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Chapter 6 Discussion and Conclusion

6.1 Introduction
This study seeks to determine how to use persuasive communication to change the image of a
beach destination in international markets by influencing consumers‘ image schemas. It also
explores the effect of narrative transportation on image schema congruity and attitude to a
destination. The results of qualitative research, presented in Chapter 4, identified the eight
key constructs and 36 attributes for measuring ideal beach image schemas. The quantitative
research, presented in Chapter 5, then tested these constructs. Finally, a quasi-experimental
study confirmed the relationships among image schema congruity, narrative transportation
and attitude under the context of beach destination.
This chapter discusses the results presented in Chapter 5, comparing them with results in
previous literature. In doing this, it highlights the important contributions and implications for
academic research and tourism practices. Following this, the study delimitations and
suggestions for future research are discussed. As qualitative findings related to RQ1 have
been discussed at the end of Chapter 4, the sections below discuss the quantitative results
based on hypotheses related to the other four research questions.
6.2 Discussion
6.2.1 Image schema congruity pre-treatment
RQ2 was to understand the image schema congruity between the ideal (Hawaii) and target
(Hainan island) destinations pre-treatment. The result showed that Hainan Island‘s image
schema was negatively incongruent with Hawaii‘s pre-treatment. Respondents were
evaluated for Hainan Island lower than for Hawaii for all image schema components.
However, there was some variation in the level of this negative incongruity. The culture and
service components of image schemas between these two destinations was only moderately
incongruent, but there was a relatively large disparity between them for nature, environment,
behaviour, sensory, affective and social components. The smallest distance between Hainan
Island and Hawaii appeared in the cultural image, while the largest distance was in the
affective images. The qualitative research data suggests that these distances could result from
more awareness and brand impressions of Hawaii than Hainan Island among Australian
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family consumers. By contrast, Hainan Island is an unknown beach destination in their mind;
accordingly, they have few associations stored in their image schemas. Prior research has also
shown that brand knowledge and familiarity influences image schema formation of a
destination (Tasci et al., 2007) or brand (Dawar & Lei, 2009; Martí-Parreño, Bermejo-Berros,
& Aldás-Manzano, 2017).
6.2.2 Impact of image schema congruity on attitude
RQ3 aimed to understand the influence from the image schema congruity on attitude towards
Hainan Island. Prior to treatment, the existing image schemas between Hainan Island and
Hawaii were negatively incongruent, most components of which were negatively extreme
incongruent. In this circumstance, respondents reported a less positive attitude towards
Hainan Island compared to Hawaii. Therefore, their existing image schema incongruity
negatively influenced their attitude towards Hainan Island. This result is partly consistent
with previous studies that extreme incongruity leads to negative outcomes and low
evaluations (Dekhili & Achabou, 2014, 2015). The current result emphasises that it is the
negativity of schema incongruity giving rise to less positive attitude towards Hainan Island.
All treatments improved the image schema of Hainan Island on key measures of an ideal
beach destination. However, their attitude towards Hainan Island remained unchanged after
image schemas between Hainan Island and Hawaii reached more congruency. This result is a
little different from previous literature that asserts schema congruity can improve attitude
towards an object (Bottomley & Holden, 2001; Hamzaoui-Essoussi et al., 2011; Lee et al.,
2016). By contrast, attitude towards Hainan Island was changed and enhanced to positive
following their image schemas becoming more positively moderate incongruent. This result
partly concurs with prior studies that suggest moderate incongruity leads to positive attitude,
as it evokes more arousal and affective responses (e.g., interesting or preferred) to process
information and solve puzzles (Alden et al., 2000; Halkias & Kokkinaki, 2014; Hunzaker,
2016; Mandler, 1982; Singh & Hu, 2012). The current result underscores the role that
positivity of schema incongruity plays on positive attitude towards Hainan Island. Given that
respondents were transported more by story information than by factual information, this
might explain these results.
The results above also demonstrate that the positive changes of image schemas from
negatively incongruent to positively incongruent influence the changes of attitude. The
success of resolving negative schema incongruity can result in more positive evaluation and

160

attitude towards a destination, which is in accord with the research findings on advertisement
and brand images (Phillips & McQuarrie, 2002; Stumpf & Baum, 2016). The only difference
from this prior result is the limitation that a more positive attitude can be attained only when
negative incongruity is changed to more positively moderate incongruity. On these grounds,
this study not only strongly supported the attitudinal relationship between image schema
congruity and corresponding evaluation, but also it pointed out that the positive attitude
towards a beach destination hinges on the extent of changes on image schema incongruity
between the ideal and target destinations.
6.2.3 Impact of narrative format and perspective on narrative transportation
RQ4 was formulated to understand the role that narrative format (fact versus story) and
narrative perspective (first- versus third-person) play on narrative transportation, and which
services explore how to change negatively incongruent image schemas between Hainan
Island and Hawaii to obtain positive attitude. The premise of this exploration is to identify the
narrative transportation of textual information about Hainan Island.
The current study supported previous findings that a story produced more narrative
transportation than factual information (Brechman & Purvis, 2015; Dal Cin, Zanna, & Fong,
2004; Escalas, 2007). However, this result was exclusively true within the first-person
narrative perspective. It has been demonstrated in the past that the first-person can have more
influence on narrative transportation than the third-person (Hinyard & Kreuter, 2007; MillerDay & Hecht, 2013), since the first-person assists respondents to activate their
autobiographical memories and create more emotional responses (Prebble et al., 2013;
Wilson & Ross, 2003). This study revealed that this result was impacted by the narrative
format. In the case of Hainan Island, the first-person story yielded the greatest narrative
transportation, whereas the least narrative transportation was produced by the first-person
factual information. Conversely, from the third-person perspective, the factual information
caused greater narrative transportation than the story. This result is in accordance with the
finding that factual information rather than the story provides more narrative transportation
when delivering special facts about climate change policies to respondents (Jones, 2014).
Similarly, the degree of narrative transportation is not decreased when using a third-person
perspective to convey factual information about cocaine use (Green & Donahue, 2009).
With the same findings as prior studies, narrative format rather than the narrative perspective
has the main effect on narrative transportation (Banerjee & Greene, 2012; Chen, Bell, &
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Taylor, 2016; Nazione, 2016). Nevertheless, this study highlighted the impact from
interaction between narrative format and narrative perspective on narrative transportation. It
is possible that the first-person is more suitable than the third-person in story information to
produce more narrative transportation, as it arouses more emotional responses (De Wit et al.,
2008; Kopfman et al., 1998) and reflects subjectivity and selfhood (Zahavi, 2008) to attract
and transport audiences. Whereas, the third-person perspective is better for factual
information as it activates more cognitive responses (Banerjee & Greene, 2013) and
encourages objectivity (Prencipe & Zelazo, 2005).
6.2.4 Impact of narrative transportation on image schema congruity
RQ5 addressed how narrative transportation of textual information influences image schema
congruity. Firstly, results demonstrated that textual information related to salient attributes
about Hainan Island was effective in changing the negative incongruity of image schemas
between Hainan Island and Hawaii. However, the extent of changes for this negative
incongruity was different, such as changing to congruity or positive incongruity. Congruity
means the target destination image (Hainan Island) perceived by respondents is the same as
their desired image (Hawaii), while positively moderate/extreme incongruity represents the
target destination image (Hainan Island) perceived by them is better/far better than their
desired image (Hawaii). These results confirm that tangible product attributes can assist in
changing schema incongruity, and determining consumers‘ attitudes (Carvalho et al., 2011).
This is because these salient attributes reflecting schema-related information are relevant to
old knowledge and can be used to trigger memories and to fit existing schemas to evaluate a
destination (Bartlett, 1932; Widmayer, 2005).
Secondly, this study found that the narrative transportation influenced the extent of changes
for negatively incongruent image schemas. Results indicated that the greater narrative
transportation was effective in changing negative incongruity to more positively moderate
incongruity and the attitude towards Hainan Island became positive similar to the attitude
towards Hawaii. By contrast, more image schema congruity was attained under the exposure
to the textual information with less narrative transportation. In the current study, first-person
story yielded greater narrative transportation than first-person factual information. The latter
information aroused positive changes to mainly achieve image schema congruity between
Hainan Island and Hawaii, while former information triggered more changes to reach
positively moderate incongruity between these two destinations. In contrast, first-person story
outperformed first-person factual information for more positive changes of nature, activity,
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sensory and affective images perceived by respondents. In other words, from the first-person
perspective, story information activates more cognitive and emotional reactions than factual
information. This result slightly differs from pervious viewpoints that factual information
evokes more cognitive responses and story information arouses more emotional responses
(De Wit et al., 2008; Kopfman et al., 1998). This study found first-person story appears to
arouse more cognitive and emotional responses, since respondents are highly transported by
this type of textual information. These highly-transported individuals are ―cognitively and
emotionally involved in the story and may experience vivid mental images‖ (Green et al.,
2004, p. 247). The persuasive power of storytelling on cognitive and affective responses is
well interpreted by narrative transportation theory (Delgado-Ballester & Fernández-Sabiote,
2016).
Corresponding with schema theory (Mandler, 1982), it is also concluded that the negatively
moderate incongruity of image schemas (e.g., cultural and service) is easier to be changed to
positive incongruity than the negatively extreme incongruity of image schemas (e.g., social
and affective). The negatively extreme incongruity was changed to congruity or positive
incongruity when appropriate textual information was used as treatment, which is contrary to
the viewpoint that it is difficult to completely reduce extreme incongruity (Loken, 2006).
This is because textual information tailored by salient attributes derived from consumers‘
minds effectively assists the destination evaluation by triggering memories and matching
image schemas. Storytelling for destination marketing is not only created and targeted by
branding practitioners, but also supported by consumers‘ involvement and willingness to
actively participate in the storytelling experience (Mossberg, Therkelsen, Huijbens, Björk, &
Olson, 2010).
6.3 Contributions and Implications
The theoretical and practical contributions of this study are summarised and listed in Table
6.1 below, followed by an explanation for these contributions.
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Table 6.1 Contributions of the current research
No.

Theoretical contributions

1

Introduced the concept of image schema into destination image research and identified the overall
image schema for the ideal beach destination (Extended the previous cognitive-affective theory
for destination image to multi-dimensional image schema theory).

2

Extended schema theory in tourism to explore how to change image schema incongruity. This
study examined the role of directionality of image schema. (Previous literature has provided no
evidence on how to change schema incongruity effectively and has made few efforts on the
directionality of schema congruity).

3

Supports persuasion theory, particularly the ELM, on how to change consumers‘ attitude through
effectively changing the existing image schema incongruity (Previous research only demonstrated
the image schema congruity impacts on attitude without the influence of congruity changes on
attitude changes).

4

Tested the effects from interaction between narrative format and narrative perspective on narrative
transportation (There has been a lack of evidence on their interactional effects on narrative
transportation in the past).

5

Tested the impact of narrative transportation on the change of image schema incongruity (No
prior literature connects narrative transportation theory with schema congruity theory and
explores their relationship).

6

(Methodological Contribution) This is the first study to use NVivo 11 social network analysis to
identify salient attributes stored in memory to organise an image schema from qualitative data
(Few prior studies use this analysis to map out the image schema).

No.

Practical contributions

7

Provided the overall image schema of the ideal beach destination to help DMOs and tourism
industry to get an in-depth understanding of tourists‘ perceptions before positioning their beach
destinations, especially the salient attributes stored in the image schema contributing to
destination marketing for an effective arousal and increasing associations and memories of a
special destination for better destination positioning and promotion.

8

Suggested to increase salient concerns on the matching of image schemas between the ideal and
target destinations that affect tourists‘ attitude towards this target destination during marketing
communication, and use the overall image schema for the ideal beach destination as a benchmark
to understand image schema congruity for destination comparisons to improve destination
competiveness.

9

Tested the influence of textual information related to salient attributes on the changes of image
schema incongruity (This type of textual information has not been examined as an approach to
change image schema incongruity in the past).

10

Found first-person story has the greatest narrative transportation to change image schema
incongruity between the ideal and target beach destinations, and asserted that the more positively
moderate incongruent are the image schemas, the more positive are the changes of attitude
towards this target destination.
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6.3.1 Theoretical contributions and implications
This study makes theoretical contributions and implications to destination image research,
schema congruity theory, narrative transportation theory and the ELM of persuasion theory.
Contributions to destination image research
As discussed in Chapter 2, despite the central importance of destination image in destination
branding research and practice, the concept of image schema and its role in destination image
formation has received little attention in tourism. In addressing this research topic, this study
is the first to map out an overall image schema for the ideal beach destination with multidimensions. This makes a contribution to the literature on destination image. Firstly,
introducing the concept of image schema highlights the role of memory association and
retrieval during destination perception in forming a destination image. This is because the
image schema guides destination information processing and then influences behaviour such
as destination choice (Dellaert et al., 2014). An image schema provides the relationships
among attributes to spotlight the salient attributes for memory spreading activation during
destination perception (Johnson-Laird, 2001). In order to provide a further supplement to
understand the image schema in tourists‘ schemas for destination decision-making (Dellaert
et al., 2014), this study mapped out an overall image schema for the ideal beach destination
with clear categories of themes and attributes, as well as their relationships.
Secondly, the cognitive-affective theory of image, previously used to explore destination
image, has been extended in this overall image schema of ideal beach destination. That is, an
overall image schema not only contains cognitive and affective components, but includes
behaviour, sensory and social components, which reveals a comprehensive destination
perception. This overall image schema of ideal beach destination has implications for future
destination image research and theory building as it is an important consideration for in-depth
understanding of a destination image. The destination‘s image in consumers‘ minds is based
on mental experience and is not only contingent upon cognitive and affective perception, it
also involves sensory, behaviour and social perception (Lai & Li, 2016). In doing so, these
components with salient attributes stored in a destination image schema helps to form
appealing and distinctive images for strong destination branding (Brakus et al., 2009; Pike,
2012)
Thirdly, this study applied NVivo plus software to map out the overall image schema of ideal
beach destination, and especially for its function of sociogram for building attribute
165

relationships. This methodologically provided supplementary evidence for the appeal
advocated by Woods et al. (2016) that more qualitative research use qualitative data analysis
software to get more transparent outcomes, as only 10% of qualitative studies have used
program outputs for data analysis to date.
Contributions to schema congruity theory
This study also makes important contributions to schema congruity literature although its
context is the beach destination in tourism. As reported in Chapter 2, there are contradictory
arguments regarding to what extent schema congruity can give rise to positive responses.
Some support the belief that congruity leads to positive response, whereas some argue that
the moderate incongruity helps to obtain positive responses. Schema congruity theory implies
that a successful solution of schema incongruity can result in positive responses. A criticism
of previous studies, however, is that they show a lack of providing solutions for changing
schema incongruity and pay less attention to the directionality of schema congruity.
Consequently, this study is the first to make an effort on these issues through connecting the
theories of schema incongruity and narrative transportation. It provides support for the theory
that the story tailored by salient attributes derived from consumers‘ memory can yield greater
narrative transportation, and then can effectively assist to change image schema incongruity
to attain positive attitude, since it produces more cognitive and affective responses. This
study is the first to empirically confirm the influence of narrative transportation on the change
of schema incongruity. The correlation between these two concepts established by the current
study represents a major contribution for future schema congruity research and theory
building.
Contributions to narrative transportation theory
To identify the extent of narrative transportation, Chapter 2 summarised a gap of the
interactional influence from narrative format and narrative perspective. This makes a
contribution to the narrative transportation theory, as there is missing evidence of research
from this standpoint in related studies in tourism and other domains. The current study
supported a significant influence from the interaction between narrative format (factual
information versus story) and narrative perspective (first- versus third-person) on narrative
transportation. In particular, it verified that the first-person story produces greater narrative
transportation than other types of textual information, while third-person perspective is more
suitable for factual information to produce relatively great narrative transportation. This
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finding represents a contribution to the narrative transportation literature and has implications
for further research and theory building in this field.
Contributions to persuasion theory (ELM)
This study also contributes to support the persuasion theory, especially the ELM model of
persuasion, by affirming the role of schema on attitude formation and change. Particularly, it
provided an exploration of the relationship between the change of image schema and the
change of attitude. Scant empirical evidence in the past refers to the interaction between these
two changes. The current study, therefore, significantly supported that a less positive attitude
can be changed to positive when negatively incongruent image schemas are changed to more
positively moderate incongruent. This positively moderate incongruity means the evaluation
for the target beach destination is better than the ideal beach destination during destination
information processing. Alternatively, a less positive attitude remains when image schemas
between target and ideal destinations become more congruent. This result suggests
implications for future consumer attitude research based on persuasion theory.
6.3.2 Practical contributions and implications
The practical contributions and implications of this study are provided by the overall image
schema of ideal beach destination, the image schema matching between the ideal and target
destinations, and the co-creative storytelling.
Contributions from the overall image schema of ideal beach destination
Apart from making theoretical contributions, this study also makes some important practical
contributions and has implications for future marketing and tourism practices. The overall
image schema of the ideal beach destination is conducive for DMOs and tourism industry to
peer inside the tourists‘ perceptions before positioning and promoting their beach destinations.
The finding enhanced the evidence that the conventional ‗3S‘ model for beach destinations is
in process of changing. The ‗beach-plus‘ image schema in contrast with the ‗3S‘ model
conveys a signal for DMOs and tourism industry to rethink and reposition beach destination
images based on multi-experience demands. For example, the new identified attributes, such
as the tropical island and environmentally friendly, need to be considered during destination
promotions to help consumers perceive typical features. Except for emotional arousals,
sensory and social elements should be taken into account to increase the perceived multiple
values for beach destinations. Sensory attributes can increase more engagement and cocreation of beach value with consumers during their destination perceptions (Brakus et al.,
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2009). An advertisement representing more social attributes, such as happy families together,
is more attractive than that purely displaying seaside scenery (Adams et al., 2006). Moreover,
the advantages of PE‘s qualitative approaches for attribute elicitation in both semantic and
episodic memories bring to light how Australian family consumers perceive their ideal beach
destinations. The salient attributes identified in memory, such as seawater, watching, wildlife,
sand, and food, contribute to destinations to evoke and increase the associations and
memories for better destination marketing promotion. This suggests DMOs and the tourism
industry ought to consider attribute relationships stored in a destination image schema to
produce more appealing and effective destination images for impactful marketing
communication and brand salience.
Contributions from image schema matching between the ideal and target destinations
In addition, as a reference for marketing and tourism practice, the overall image schema of
ideal beach destination can be used by DMOs and the tourism industry as a benchmark to
understand the role of image schema congruity on destination information processing to
improve destination competiveness. The majority of prior destination image research is
conducted without reference to the competition (Pike, 2012), such as measuring dependent
destination images or comparing the projected and perceived images of a special destination
(Andreu, Bigné, & Cooper, 2000; Bui, 2011; Grosspietsch, 2006), or comparing congruity
between an event image and its hosting destination image (Cheung et al., 2016; Deng, 2012).
However, marketing practices in beach destinations require more consideration of the
matching of image schemas between the ideal and target beach destinations. This matching
not only assists in understanding the expectations of consumers for the ideal beach
destination, but also sheds light on the disparity between the ideal and target destinations. The
current study has evidenced that a competing destination (e.g., Hawaii) identified by
consumers is ideal in comparing a target destination with its competitor through schema
congruity theory, which is beneficial for further research and practice on destination
differentiation and branding.
Drawing from the present findings, the image schema of Hainan Island is negatively
incongruent with that of Hawaii (promoted as the ideal beach destination) among Australian
family adults, resulting in less positive attitude towards Hainan Island compared to Hawaii.
The culture and service images of Hainan Island are not as distinct as Hawaii‘s. A great
disparity between Hainan Island and Hawaii is exhibited in nature, environment, activity,
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sociality, sensory and affective images perceived by Australian family adults, which leads to
a stronger preference for Hawaii over Hainan Island. DMOs and the tourism industry in
Hainan Island, therefore, need to adjust the positioning strategies of their international
marketing by producing positively moderate incongruent destination images to highlight
typical and distinct features. For instance, underscoring the typicality, the diversity and health
benefits of local food, adding explanations for food sources in service, increasing ecofriendly tropical island promotion for better impressions, delivering family-friendly beach
activities, and enhancing the association of childhood and family happy memories are
suggested strategies. These adjustments can help to shorten the distance between Hainan
Island and the ideal beach destination to tailor better destination images for branding and
improve destination competitiveness.
Contributions from co-creative storytelling
Compared to the textual treatment used in prior studies such as the cited advertisement, blogs,
and reviews, the textual information tailored that depends on salient attributes stored in
memory implies another effective approach for changing image schema incongruity between
the ideal and target destinations in this study. Destination research in the past has been left
almost untouched on how to organise the storytelling from the consumer‘s perspective to
conceptualise destination brand experience to form positive destination image and persuasive
outcomes (Ben Youssef et al., 2018; Hanna & Rowley, 2013; Zavattaro, Daspit, & Adams,
2015). The design and promotion of storytelling used for branding in tourism industries
mostly relies on marketers and DMOs, during the process of which, the role of tourists is
ignored (Chronis, 2012). Storytelling is a co-creative behaviour in tourism used to arouse
consumers‘ delight responses (Pera, 2017), such as the user-generated contents (UGC)
created by DMOs and users. Practitioners prefer to use UGC to implement experience sharing
to attract consumer‘s attention and then influence their attitude and visit intention (Akehurst,
2009; Barreda & Bilgihan, 2013). With respect to this study, the story about Hainan Island
was co-created by academics and consumers. The salient attributes were elicited from
consumers‘ memory, and the contents were organised based on local DMOs‘ websites and
the other worldwide websites that deliver visitors‘ experiences in Hainan Island. This cocreative storytelling influenced the change of image schema congruity and attitude towards
Hainan Island in this study. This empirical case provides a reference for researchers and
practitioners on operationalising such a story to change image schema incongruity and
attitude.
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Furthermore, this study also highlights the importance of the first-person story tailored by
salient destination attributes for better marketing communication in international tourism
markets of Hainan Island. This type of information having greater narrative transportation
can produce more cognitive and affective responses and, thereby, can effectively change
negatively incongruent image schemas between Hainan Island and the ideal beach destination
(Hawaii) to more positively moderate incongruent. Consequently, it changes less positive
attitude towards Hainan Island to positive compared to Hawaii. In other words, this type of
story helps Hainan Island to achieve better perceptions during destination information
processing than Hawaii. This study empirically warns that the third-person factual
information cannot facilitate destinations to attain a positive attitude although it produces
more narrative transportation than the third-person story. This is because this type of factual
information only assists to change negatively incongruent image schemas to more congruent.
In this circumstance, a less positive attitude towards Hainan Island is maintained, as few
emotional responses are generated. Thus, it is advisable for Hainan Island to tailor firstperson stories that are related to salient destination attributes for its international marketing
communication.
In summary, this study has significant implications for the international tourism industry in
Hainan Island (and in other countries). To date, the Chinese government aims to build Hainan
Island as ‗an international tourism island‘ (State Council of P.R.China, 2009) to attract more
international arrivals and improve destination competitiveness. Recently, the Chinese
government has promulgated their intention to build Hainan Island as ‗a free trade port with
Chinese characteristics‘ (State Council of P.R.China, 2018). These special policies provide
new opportunities and challenges for the tourism development in Hainan Island. This study‘s
exploration on the changes of image schema incongruity and attitude towards Hainan Island
contributes to achieving these visions, and provides clear directions on its future international
tourism marketing and destination image development. This is also beneficial in persuading
more international tourists to holiday in Hainan Island and improve Hainan‘s competitiveness
in global beach tourism markets. As such, the practical implication of this study assists
DMOs and the tourism industry in Hainan Island to produce more competitive and effective
destination images for future international branding and attain a sustainable tourism
development. The suggestions offered above can also be used as references for the
development of the other beach destinations worldwide.
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6.4 Delimitations and Limitations
Since there is no perfect research (Krauss, 2005; Peat, 2001), it is necessary to acknowledge
research delimitations and limitations to help readers to understand the study boundaries and
to assist researchers to present opportunities for future research (Brutus, Aguinis, & Wassmer,
2013). Two delimitations of the current study refer to sample delimitation and beach
destination and treatment setting, while one limitation is the repeated measurement. These
delimitations and limitations reflect inescapable shortcomings of this study.
Sample delimitation
This study was delimited to Australian adults in the family life stage with children living at
home, ranging in age from 25 to 55. As discussed in Section 4.2.3, this Australian familyoriented sample was chosen to match the demographics of international arrivals in China.
Notwithstanding this extraction is feasible for data collection with time and money savings,
the foreign visitors from other countries have not been involved in the samples; for example
Russians who are the current major international tourists in Hainan Island (Hainan Statistical
Bureau, 2016). The other types of international visitors such as young and senior travellers
need to be considered in the future for better sample generalisation to fit more market
segments. As well, the special focus on highly-beach-involved respondents is undertaken in
qualitative research to induce rich information about ideal beach destination. It might be
useful in future to elicit more common information through a boarder sampling.
The present samples are also delimited by the experience-bias of respondents. Samples in this
study, noted in Section 5.2.5, centre on non-visiting respondents who have not been to
Hawaii and Hainan Island before. Significant differences in evaluations are evident between
the respondents who have visited or have not visited Hainan Island. As such, visited and revisited samples need to be included in further research to provide multiple target suggestions
for destination marketing and promotion.
Beach destination and treatment setting
This study is delimited to the context of beach destination, particularly for Hainan Island in
China. The current study aims to persuade more international visitors to holiday in Hainan
Island through changing their image schemas and attitudes, the result of which may also be
insightful as references for further investigations in other niche tourism settings. It is valuable
to see if similar findings emerge and operate among different tourism settings. In relation to
the setting for the ideal beach destination, the choice of Hawaii, which resulted from the
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qualitative study, is a research delimitation as this setting has some influence on data analysis.
For example, more items related to Hawaii are reported as non-normality in Section 5.3 and
some related items are deleted in Section 5.2.5. The preferences of respondents in large
samples, therefore, should be accounted for in future research. Except for Hawaii, the other
preferable destinations such as Bali, Maldives and Fiji deduced from qualitative research are
also feasible to be set as ideal beach destinations for further research on destination
perception and comparison. This exploration is helpful for researchers and marketers to better
understand image schema congruity by choosing an appropriate ideal destination.
Moreover, the treatment used in this study is delimited to textual information. It was found
that the textual information tailored by salient destination attributes derived from memory has
the power of persuasion during destination information processing. In particular, the firstperson textual story that was tailored shows a greater powerful persuasion to change less
positive attitudes through the alteration of image schema incongruity. Compared to visual
information that destination marketers often rely on, nonetheless, auditory information (e.g.
video, television, micro-movie and film) are also promotional media with persuasive powers
in destination marketing communication. These multimedia yield more meanings than solely
visual information (Russell, 2002). Hence, exploring multimedia information that reflects
salient attributes is useful to identify the operability and the current results for better
destination marketing strategies.
Repeated measurement
In repeated measures designs, the subjects are typically exposed to all treatment conditions,
and this leads to multiple measurements of each subject (Crowder, 2017). The advantages of
this design are the need for fewer subjects, the assessment of effects over time, and more
powerful statistics achieved by controlling between-subject variances. Notwithstanding these
advantages, its biggest drawback is the order effects caused by the exposure of subjects to
multiple treatments. The given-order of treatments can decrease scores due to fatigue over
time, or increase scores due to learning. As suggested by Girden (1992), this study has used a
matched pairs design to reduce these problems as much as possible. The major impacts on
data analysis, reported in Section 5.3.3, are from the interaction between the time order and
narrative transportation. Notably, time order still has the main effects on some factors, such
as culture and service variables. During measurements, the sample was female-dominated
(79.6%) which may lead to gender bias. Females are more likely to complete consumer
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surveys delivered to the household (Rourke & Lakner, 1989). As reported in Section 5.3.1,
however, there is no significant influence derived from the gender bias on data analysis in
this study, since these four groups of respondents are relatively homogeneous. Nevertheless,
further research needs more considerations to reduce order effects by using randomisation
and demographic balance.
6.5 Future Research
Building upon the delimitations and limitations of this study, future research is required for
the generalisation of the research and results. As this is the first known study to investigate
the relationships among concepts of image schema, narrative transportation and attitude,
further research needs to seek more agreements or disputes with the current findings. The
following guidance points out related suggestions for future research.
This study used the PE technique to induce more responses and capture core ideas and
meanings for the image schema of ideal beach destination. However, other techniques such as
the ZMET technique mentioned in Section 4.2.2 are also suggested to be applied in future
studies for mapping out image schemas. Although this technique is time-consuming and
needs more professional interview skills, it is an effective approach to mine implicit
meanings compared to the explicit ideas probed by PE techniques (Mulvey & Kavalam,
2010). The corresponding resultant comparisons are valuable for ascertaining the best
qualitative technique for drawing image schemas. As well, the identified themes, attributes
and their relationships underpin the beach destination context. Future studies could unpack
these results in more detail, or focus on finding new themes and attributes to peer inside the
concept of image schema and its role in destination information processing.
Another area that requires further investigation is the exploration of the relationship between
the change of image schema congruity and the change of attitude in other tourism contexts.
Furthermore, it would be beneficial to check it in different market segments, such as crossculture family adults, young or senior adults, and during or post or repeat visitors. The
investigation into Russian travellers, who are the main source of tourists in Hainan Island,
would be more practical for the development of its international tourism market, although
language barriers might be encountered in the research. Notwithstanding the challenges,
result comparisons, for example, non-visitors versus post- or repeated visitors, Russian family
tourists versus Australian family tourists, young travellers versus senior travellers, would
beneficial for DMOs and tourism industry to have insight into the attitude changes caused by
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different extent changes of image schema congruity. In the meantime, future studies could
conduct research into the extent of image schema congruity under varied settings for the ideal
beach destination, which would assist marketers to know whether and how this variable
impacts the change of image schema congruity.
Regarding the usage of treatment for the change of image schema congruity, two unexplored
areas need more attention in future research. On the one hand, the visual pictures are
important stimuli in the research related to narrative transportation (Green & Donahue, 2009)
and advertising information processing (Költringer & Dickinger, 2015; Lee & Gretzel, 2012),
since pictures in narrative format can facilitate the imagination of readers and impact their
judgments (Adaval & Wyer, 1998). The beach holiday decision-making is influenced
significantly by the destination advertisement in a combined form with its actual picture
showing an entire scene, textual content, and instruction to imagine (Walters, Sparks, &
Herington, 2007). However, some viewpoints mention that the transportation of visual
narratives is not significant because pictures in the advertisement reduces the attention to and
the processing of the text (Lien & Chen, 2013).
On the other hand, creative tourism, such as film-induced tourism, has been prevalent in
many tourism destinations as it successfully influences consumers‘ attention, attitude and
visit intention (Hahm & Wang, 2011; Prentice & Andersen, 2003; Richards, 2011). Cocreative storytelling for better selling of destination images is emerging to follow this creative
tourism (Pera, 2017; Spurgeon, 2015). From the content creation perspective, this type of
storytelling is co-created by visitors, stakeholders and local community and is more effective
for marketing communicate and branding (Korez-Vide, 2017), as it can activate consumer
delight responses (e.g., surprise, joy, and pleasure) in multiple parties (Arnold, Reynolds,
Ponder, & Lueg, 2005; Hiltunen, 2002; Pera, 2017). By broadening the channel perspective,
new digital technologies, particularly the use of social media, such as radio (Zheng, 2014),
video (Hende & Schoormans, 2012), films (Murphy et al., 2013), micro-movies (Shao et al.,
2016) and TV (Fu, Ye, & Xiang, 2016), can help destination storytelling to increase value,
reputation and competitiveness of the destination (Lund et al., 2018). Nevertheless, there has
been much less empirical research on three-party co-creative storytelling. Research attention
should increasingly focus on testing the narrative transportation of this type storytelling and
relating it to the change of image schema congruity. Thus, future research is expected to
explore the three-party co-creative storytelling avenue and examine the influence of different
text pictures (e.g., fixed or motion) and different social media information on narrative
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transportation of this type of story. This is valuable as a guide for guide marketers on how to
tailor their advertisements with salient attributes to attract consumers‘ attention and change
image schema congruity to obtain positive responses.
6.6 Conclusion
This study is the first to provide an insightful understanding of image schema, and its role on
attitude change by exploring the influence of narrative transportation on image schema
congruity, under the context of beach destination. The qualitative research provided rich
information that was deduced into eight themes and salient important attributes, which served
to map out the image schema of ideal beach destination. This research phase implied that the
image schema is multi-dimensional and presents salient attributes that can be used for
developing specific items as measurement scales, and textual information as treatment.
The quantitative research not only confirmed the measurement scales for the image schema
of ideal beach destination, but also, it verified the application of these scales in a target
destination for judging the image schema congruity between the ideal and target destinations.
Concurrently, it also supported the use of salient attributes in developing effective treatment.
This has provided a solid grounding for further image schema research in other tourism
destinations. Aside from this, the relationships among the image schema congruity, narrative
transportation and attitude were evidenced in this research stage. The findings indicated that
less positive attitudes towards a target destination can be changed to positive when the
negatively incongruent image schemas between the target and the ideal destinations are
changed to more positively moderate incongruent. Moreover, this change of incongruent
image schemas is contingent on greater narrative transportation produced by the first-person
story related to salient destination attributes. In doing so, this empirical investigation has
provided a solid theoretical foundation for future research into destination persuasion.
This study tenders significant contributions. Theoretically, the research contributed to the
body of knowledge related to destination image, schema congruity, narrative transportation
and persuasion. It made supplementary arguments for the historical absence of image schema
research in tourism and the lack of a solution regarding the change of schema incongruity and
attitude. It addressed these issues by providing empirical information and details on the three
main concepts (image schema, narrative transportation and attitude) and their relationships.
Practically, the research findings can assist DMOs and the tourism industry, especially in
Hainan Island, to understand the destination image schema and its role on destination
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information processing and persuasion. It also suggests that more attention ought to be given
to the influence of image schema congruity between the ideal and target destinations on the
attitude change, and recommends the use of first-person story related to salient destination
attributes for persuasive communication in international market promotion.
In conclusion, the theoretical and practical demonstrations on the relationships among the
image schema, narrative transportation and attitude established in this research, have laid the
groundwork for future research in related domains. Future research could use varied
treatment regimens to investigate these relationships in other tourism destinations to fit more
market segments.
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Research Purpose: This research is being conducted to achieve an in-depth exploration on

the mental image changes based on your past knowledge structures in the context of beach
destination. This interview is one part of the Ph.D. thesis research conducted by Ms. Rui
Zhang.
Research Objective: This research aims to give theoretical and empirical evidence that
storytelling has the potential ability to change mental images of Hainan Island through
changing your past knowledge structures.
Participant Involvement: After agreeing to participate in this research, you will be interviewed
in a comfortable environment for 60 to 90 minutes; a digital voice recorder will record your
answers. You will be rewarded with a gift card of AU $20. You will be asked about your
opinions on your ideal beach destination based on past experiences, and will be asked to select
your most favourite Hainan Island story among several that will be presented to you.
The basis by which participants will be selected: You need to be 18 years of age or older,
and have travel experience in a beach destination.
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Risk to participants: Possible risks and discomforts for all research participants will be no
greater than that in a daily life.
Confidentiality: The conduct of this research involves the collection, access and/ or use of
your identified personal information. The information collected is confidential and will not be
disclosed to third parties without your consent, except to meet government, legal or other
regulatory authority requirements. A de-identified copy of this data may be used for other
research purposes. However, your anonymity will at all times be safeguarded. For further
information, please consult the University‘s Privacy Plan at http://www.griffith.edu.au/aboutgriffith/plans-publications/griffith-university-privacy-plan or telephone (07) 3735 4375.
Participation is Voluntary: Participation in this research is entirely voluntary and you can
exit the interview at any time without penalty.
Ethical Conduct: The ethical conduct of this research complies strictly with the Griffith
University Conducts Research Code and is consistent with the National Statement on Ethical
Conduct in Research Involving Humans. Any queries and complaints should be directed to
the Manager of Research Ethics at Griffith University on 3735 4375 or researchethics@griffith.edu.au.
Feedback: After we have concluded the results, the summary of this research will be
provided to you as soon as we receive your email request. Please email to
rui.zhang3@griffithuni.edu.au.
Data storage and deletion: As required by Griffith University, all recordings will be erased
after transcription. The research data (interview transcripts and analysis) will be retained in a
locked cabinet and/or a password protected electronic file at Griffith University for a period
of five years before being destroyed.
Expected benefits of research: The research results will be reported in a Ph.D. thesis and
may be published in academic journals and conference papers. The findings of this research
can help to map out your knowledge structures towards an ideal beach destination and Hainan
Island. The data can be calculated to know the difference of your knowledge structures before
and after a story stimulus. The results provide more theoretical and empirical evidences to
explain the potential ability of storytelling in changing your destination images through
changing your knowledge structures. This is beneficial for a beach destination to get a better
way to position its target market, build its brand and promote its sustainable development.
Questions/further information: Questions about this project can be directed to any of the
researchers listed at the top of this information sheet.
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Changing Destination Image Schemas through Storytelling:
A Case Study of Hainan Island, China

INFORMATION SHEET (SURVEY)
GU Ref No: 2017/197

Conducted by:
Professor Noel Scott
Griffith Institute for Tourism
Griffith University
Phone Contact:
+ 61(0)7 5552 8586
Email Contact:
noel.scott@griffith.edu.au

Dr Sarah Gardiner
Griffith Business School
Griffith University
Email Contact:
s.gardiner@griffith.edu.au

Rui Zhang
Griffith Business School
Griffith University
Phone Contact:
+61 (0)4 0645 9387
Email Contact:

rui.zhang3@griffithuni.edu.au

Research Purpose: This research is being conducted to achieve an in-depth exploration on
the mental image changes based on your past knowledge structures in the context of beach
destination. This survey is one part of the Ph.D. thesis research conducted by Ms. Rui Zhang.
Research Objective: This research aims to give theoretical and empirical evidence that
storytelling has the potential ability to change destination images of Hainan Island through
changing your past knowledge structures.
Participant Involvement: After agreeing to participate in this research, you will be asked to
complete an online questionnaire regarding to evaluate your ideal beach destination and Hainan
Island. You will then be exposed to a Hainan Island story with a picture, and be asked to evaluate
this beach destination again. The survey will take approximately 20 minutes. The information
obtained from you will be confidential and your participation will remain anonymous.
The basis by which participants will be selected: You need to be 18 years of age or older,
and have travel experience in a beach destination.
Risk to participants: Possible risks and discomforts for all research participants will be no
greater than that in a daily life.
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Confidentiality: The conduct of this research involves the collection, access and/ or use of
your identified personal information. The information collected is confidential and will not be
disclosed to third parties without your consent, except to meet government, legal or other
regulatory authority requirements. A de-identified copy of this data may be used for other
research purposes. However, your anonymity will at all times be safeguarded. For further
information, please consult the University‘s Privacy Plan at http://www.griffith.edu.au/aboutgriffith/plans-publications/griffith-university-privacy-plan or telephone (07) 3735 4375.
Participation is Voluntary: Participations in this research are absolutely voluntary. Anytime
can you exit the survey without complain and penalty.
Ethical Conduct: The ethical conduct of this research complies strictly with the Griffith
University Conducts Research Code and is consistent with the National Statement on Ethical
Conduct in Research Involving Humans. Any queries and complaints should be directed to
the Manager of Research Ethics at Griffith University on 3735 4375 or researchethics@griffith.edu.au.
Feedback: After we have concluded the results, the summary of this research will be
provided to you as soon as we receive your email request. Please email to
rui.zhang3@griffithuni.edu.au.
Data storage and deletion: The survey data and analysis will be retained in a locked cabinet
and/or a password protected electronic file at Griffith University for a period of five years
before being destroyed.
Expected benefits of research: The research results will be reported in a Ph.D. thesis and
may be published in academic journals and conference papers. The findings of this research
can help to map out your knowledge structures towards an ideal beach destination and Hainan
Island. The data can be calculated to know the difference of your knowledge structures before
and after a story stimulus. The results provide more theoretical and empirical evidences to
explain the potential ability of storytelling in changing your destination images through
changing your knowledge structures. This is beneficial for a beach destination to get a better
way to position its target market, build its brand and promote its sustainable development.
Questions/further information: Questions about this project can be directed to any of the
researchers listed at the top of this information sheet.
Confirmation of participation in this research: Completion of this survey will be taken as
your consent to participate in the research.
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Changing Destination Image Schemas through Storytelling:
A Case Study of Hainan Island, China
CONSENT FORM (INTERVIEW)
GU Ref No: 2017/197
Conducted by:
Professor Noel Scott
Griffith Institute for Tourism
Griffith University
Phone Contact:
+ 61(0)7 5552 8586
Email Contact:
noel.scott@griffith.edu.au

Dr Sarah Gardiner
Griffith Business School
Griffith University
Email Contact:
s.gardiner@griffith.edu.au

Rui Zhang
Griffith Business School
Griffith University
Phone Contact:
+61 (0)4 0645 9387
Email Contact:

rui.zhang3@griffithuni.edu.au

By signing below, I confirm that I have read and understood the information sheet and in
particular have noted that:
 I understand that this interview is part of the PhD thesis research conducted by Ms. Rui
Zhang at Griffith University under the supervisions of Professor Noel Scott and Dr Sarah
Gardiner (Griffith University);
 I understand that my involvement in this research entails taking part in browsing
pictures of beach destination and answering questions related to my ideal beach
destination, where a digital voice recorder will record my answers.
 I understand that my involvement in this research will require a 60 to 90 minute interview
in a comfortable environment;
 I have had any preliminary questions answered to my satisfaction;
 I understand the risks involved, and that I am free to withdraw at any time, without
comment or penalty;
 I understand that I will receive a gift card of AU $20 as a reward for my participation;
 I understand that my participation in this research is voluntary, and that my responses are
completely anonymous – no identifying information is required;
 If I have any additional questions, I can contact any of the above researchers;
 If I have any concerns about the ethical conduct of the project, I can contact the
Manager, Research Ethics, at Griffith University Human Research Ethics Committee
on 3735 4375 (or research-ethics@griffith.edu.au).
 I understand that the interview data and analysis will be used for further research.
After transcription, the recording will be erased.
 I agree to participate in the project.
______________________

_______________________

Name

Signature
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Date: ___ / ___/ _____

Appendix C: A semi-structured interview protocol

Introduction:
I am a PHD candidate from the Department of Tourism, Sport and Hotel Management of
Griffith University, specialising in beach tourism. This interview is for my PHD thesis to
learn about your ideal beach destination for a family holiday. This interview is confidential.
Thanks for providing photos to represent your ideal beach destination. I am interested in your
pictures and hope to learn more from them and your own beach experience.
Questions:
1. Please tell me what are in these pictures.
Probe:


Why did you choose these pictures?
What do they mean to you?



How often do you go to a beach?
- Why do you go there?
- Whom do you go with?
- What did you do there?
- How did you feel when you did these things?
- What benefits can you get from your beach holiday?



Have you been on an overseas beach holiday?
- Why do you go there?
- Whom do you go with?
- What did you do there?
- How did you feel when you did these things?
- What benefits can you get from your beach holiday overseas?



Could you tell me about your most memorable holidays with your family in a beach
destination?
- How do you feel about that beach destination?
- How do you feel about that experience?



Does the beach remind you something?
- What does it remind you of your past?
- Why does it remind you of these?
- How do you feel about this memory?
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2. Please tell me more feelings about your ideal beach destination.
Probe:
 What food and drinks can you eat?
- How do you feel when you/they eat these?
 What can you smell?
- How do you feel when you smell these?
 What can you touch?
- How do you/your family feel when you touch these?
 What can you hear?
- How do you/your family feel when you hear these?
 What colour can you see?
- How do you/your family feel when you see these?


Could you use 3-5 adjectives to describe your feelings about your beach holiday?

3. According to your feelings, please group these pictures and tell me about their
similarities and differences.
Probe:


Why did you group them like this?

 What are the special things in these groups?
- Similarity and difference


What is the name of this group?

4. Which picture can most represent your ideal beach destination for a family holiday?
Probe:


Could you describe a little more about this picture?



Why did you choose this picture?



What would you like to add into this picture to make it perfect?

5. Any other ideas beside these pictures?


Why family people go to their ideal beach destination?



What can they do there?



How do they feel when they do these things?



What will you consider if you and your family go to an overseas beach for holiday?



What facilities/service should the ideal beach destination offer?



How does it help family people to arrive there?



How does it attract family people to go there?



Any other considerations?
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Appendix D: Attributes for the ideal beach destination
Attributes

Source

Used frequency

Natural beach
Seawater
Wildlife
Sand
Island
Air
Sun
Vegetation
Weather
Rock
Sky
Wind
Temperature
Mountain

Source

Used frequency

Beach activity
14
14
14
13
13
14
14
14
11
11
10
9
8

100.0%
100.0%
100.0%
92.9%
92.9%
100.0%
100.0%
100.0%
78.6%
78.6%
71.4%
64.3%
57.1%

Watching
Swimming
Walking
Surfing
Boating
Running
Learning
Sun baking
Diving
Playing sands
Laying
Cooking
Fishing
Driving
Camping
Cycling
Playing balls

14
14
12
12
12
12
12
11
11
10
8
8
8
8
8
6
6

100.0%
100.0%
85.7%
85.7%
85.7%
85.7%
85.7%
78.6%
78.6%
71.4%
57.1%
57.1%
57.1%
57.1%
57.1%
42.9%
42.9%

14
13
12
3
3

100.0%
92.9%
85.7%
21.4%
21.4%

Shopping
Collecting
Photographing
Reading &
Horse
riding
thinking
Golfing

5
5
4
4
3
1

35.7%
35.7%
28.6%
28.6%
21.4%
7.1%

Relaxing
Happy
Freedom
Calm
Enjoyable

13
11
10
10
11

92.9%
78.6%
71.4%
71.4%
78.6%

Exciting
Peaceful
Attractive
Comfortable
Amazing
Healthy
Fantastic
Lovely
Romantic
Modern
Refreshing

10
11
9
8
7
6
6
6
3
3
1

71.4%
78.6%
64.3%
57.1%
50.0%
42.9%
42.9%
42.9%
21.4%
21.4%
7.1%

Touch
Color
Hear
Taste

14
14
14
14

100.00%
100.00%
100.00%
100.00%

Smell

14

100.00%

14
13
13
12

100.00%
92.90%
92.90%
85.70%

Cultural beach
Food
Historic buildings and sites
Local people lifestyle
Festival
Handicraft

Attributes

Affective beach

Beach service
Accommodation
Transport
Restaurants
Facilities for kids
Roads
Flags
Port
Adult club
Pier
Tent
Bath showers
Chair & umbrella

14
14
12
13
7
5
5
3
2
2
2
1

100.0%
100.0%
85.7%
92.9%
50.0%
35.7%
35.7%
21.4%
14.3%
14.3%
14.3%
7.1%

Beach environment
Safe
Beauty

14
13

100.0%
92.9%

Not crowded
Cleanliness
Price
Isolated
Town
Sustainability
Local friendly
Accessibility

13
13
13
11
9
8
8
7

92.9%
92.9%
92.9%
78.6%
64.3%
57.1%
57.1%
50.0%
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Sensory beach

Social beach
Family
Childhood
together
Custom
Friend

Appendix E: Degree centrality measures of the salient attributes
Main attributes

Degree

Degree In

Degree Out

Cooccurrence

Betweenness

Closeness

28
16
12
4

0
1
0
1

20
7
6
0

8
8
6
3

501.407
74.763
23.681
0.333

0.023
0.019
0.016
0.014

18
3
2
2
2
1
1

12
2
1
1
1
0
0

0
0
0
0
0
0
0

6
1
1
1
1
1
1

231.139
0.000
0.000
0.000
0.000
0.000
0.000

0.019
0.014
0.014
0.014
0.015
0.012
0.012

15
13

7
4

2
1

6
8

62.948
44.775

0.018
0.018

10
6
4

1
3
2

1
0
0

8
3
2

23.227
10.980
0.333

0.016
0.014
0.014

11
3

1
0

4
1

6
2

97.471
0.000

0.016
0.014

1

0

0

1

0.000

0.011

11
7
3
3

0
0
0
0

4
5
1
2

7
2
2
1

141.445
12.254
4.843
1.250

0.017
0.015
0.012
0.012

10
8
8
6
2

4
3
1
4
0

2
2
1
0
0

4

14.739

0.016

3
6
2
2

7.484
5.598
5.079
0.000

0.015
0.015
0.015
0.014

4
2
2

1
1
1

1
0
0

2
1
1

0.250
0.000
0.000

0.014
0.013
0.013

3
3
3
2
1

3
2
2
1
1

0
1
1
0
0

0
0
0
1
0

0.000
0.000
0.000
0.000
0.000

0.014
0.013
0.014
0.010
0.013

Theme: Nature
Seawater
Wildlife
Sand
Island

Theme: Affective
Relaxing
Enjoyable
Peaceful
Freedom
Calm
Happy
Exciting

Theme: Activity
Watching
Swimming
Walking
Surfing
Boating

Theme: Culture
Food
Historic buildings &
sites
Local people lifestyle

Theme: Service
Accommodation
Transport
Restaurant
Facility for kids

Theme: Environment
Beauty
Safe
Not crowded
Cleanliness
Sustainability

Theme: Sociality
Family together
Childhood
Custom

Theme: Sensory
Touch
Colour
Hear
Taste
Smell
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Appendix F: Matching text contents with identified attributes and items
(Example: first-person Story)
Contents

Matched attributes

Matched
items (Code)

Para.1
(Sentence 1 & 2) My family recently visited Hainan Island in China. I
fell in love with the tropical air and exotic scenery soon after getting
off the plane.

Tropical Island
Scenic landscape
Transport

NL1
BE4
BS3

(Sentence 3) My whole family was amazed by the variety of different
styles of luxury resorts right on the beach.

Accommodation

BS1

Para.2
(Sentence 1) When we arrived at our hotel, Emily, my little daughter
could not wait to see the sea turtle sanctuary.

Accommodation
Wildlife

BS1
NL3

(Sentence 2) My daughter kept saying ―Mom, mom, little turtles, little
turtles‖.

Excited
Wildlife

AB5
NL3

(Sentence 3) My family visited a really interesting turtle hospital run
by a local sea community.

Wildlife
Local people lifestyle

NL3
CL3

(Sentence 4) We learnt how to nurse these endangered turtles, then
carefully release them back into the ocean.

Environmentally friendly
Wildlife
Seawater (Ocean)

BE6
NL3
NL2

(Sentence 5) My whole family clapped and cheered together as the
turtles swam away from our boat and felt the turtles‘ freedom.

Happy
Excited
Wildlife
Transport
Freedom
boating

AB4
AB5
BL3
BS3
AB6
BS4

Para.3
(Sentence 1) I loved this island, which seemed so far from the hustle
and bustle of the city.

Tropical Island
Uncrowded

NL1
BE5

(Sentence 2) At night, I felt calm and peaceful, like nowhere else I had
been.

Calm
Peaceful

AB2
AB3

(Sentence 3) The sound of the waves crashing on the beach only a
short walk away, soft and clean sand between my toes, green palm
trees swaying and leaves rustling in the slight breeze.

Hearing
Seawater (Waves)
Walking
cleanliness
Sand
Colour

SY1
NL2
BA2
BE2
NL4
SY6

(Sentence 4) I slept with the windows open in a lovely Chinese
traditional style villa, and enjoyed the smell of the jungle and ocean.

Safe
Culture
Accommodation
Enjoyable
Smelling (seawater scent)

BE1
CL2
BS1
AB7
SY3

(Sentence 5) My child, little Emily, softly talked to the sea turtles in
her dreams.

Calm
Peaceful
Wildlife

AB2
AB3
NL3
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Continual Table
Contents

Matched attributes

Para.4
(Sentence 1) I woke up to birds singing and the first light of dawn
warming my skin.

Matched
items (Code)

Wildlife
Hearing (birds)
Colour
Natural beautiful

NL3
SY2
SY6
BE3

(Sentence 2) My family had a relaxing beachside breakfast at a café Relaxed
with a gorgeous ocean view.
Restaurant
Natural beautiful

AB1
BS2
BE3

(Sentence 3) I took Emily to the white beach with a safe swimming
zone.

Colour
Safe
Swimming

SY6
BE1
BS3

(Sentence 4) My Emily laughed and splashed in the clear and warm
water, and built sandcastles with her father.

Happy
Seawater
Touching (water)
Touching (sand)

AB4
NL2
SY5
SY4

(Sentence 5 &6) My Emily and I learnt to make a Chinese kite at the
kid’s club. As it flew in to the blue sky, my little girl cheered happily.

Culture
Facilities for kids
Colour
Happy

CL2
BS4
SY6
AB4

(Sentence 6) Watching my daughter, I seemed to be back in my
childhood on the beach with my mother and father.

Watching
Childhood memory

BA1
SL3

Para.5
(Sentence 1) The excellent childcare service meant my husband and I
could relax and recharge.

Childcare service
Relaxed

BS5
AB1

(Sentence 2) My husband excitedly learnt to surf, and I enjoyed
swimming in a beachside pool and watching people on the beach.

Excited
Surfing
Enjoyable
Swimming
Facilities for kids
Watching

AB5
BA5
AB7
BA3
BS4
BA1

(Sentence 3) I enjoyed a beach candlelight dinner with my husband,
and the wonderful taste of the local wonderful seafood, desserts and
drinks.

Enjoyable
Tasting (food)
(local) food

AB7
SY7
CL4

(Sentence 4) I chatted happily to my husband about our younger years
and seemed to forget my busy life.

Happy
Freedom

AB4
AB6

Family together
Family memory

SL1
SL2

(Sentence 2) I still remember the passion of the local people and their
unique historical architecture, music and dance, artworks and food.

Local people lifestyle
Historical buildings and
sites
Culture
Local food

CL3
CL1
CL2
CL4

(Sentence 3) My little daughter always asks, ‗Mom, when may I go
back to my island (Hainan Island).‘

Childhood memory

SL3

Para.6
(Sentence 1) Although my holiday was a year ago, I can‘t forget it.
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Appendix G: One example of questionnaire for main study
(Textual treatment: first-person story)
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Appendix H: Descriptive statistics for main study
HW

HI1

HI2

HW

HI1

HI2

HW

HI1

HI2

HW

HI1

HI2

Mean

Mean

Mean

SD

SD

SD

Skewness

Skewness

Skewness

Kurtosis0

Kurtosis1

Kurtosis

Natural beach (NL)
NL1: Hawaii/Hainan Island is an ideal tropical island.
NL2: Hawaii/Hainan Island has clear and warm beach water.
NL3: Hawaii/Hainan Island has fascinating beach wildlife.
NL4: Hawaii/Hainan Island has soft and clean sands on the beach.
Cultural beach (CL)
CL1: The beach at Hawaii/Hainan Island has wonderful historic buildings
and sites.
CL2: The beach at Hawaii/Hainan Island has a unique culture.
CL3: The beach at Hawaii/Hainan Island has a unique local people
lifestyle.
CL4: The beach at Hawaii/Hainan Island has unique local food.

5.91
5.90
5.48
5.83

4.91
4.90
4.87
4.87

5.87
5.96
5.94
6.04

1.31
1.22
1.24
1.19

1.24
1.19
1.21
1.20

1.12
1.08
1.06
1.03

-1.49
-1.41
-0.53
-1.00

0.18
0.33
0.47
0.25

-0.84
-0.95
-0.80
-0.88

2.48
2.66
0.00
1.09

-0.20
-0.48
-0.52
-0.33

0.54
0.80
0.19
0.35

5.30

4.88

5.70

1.27

1.17

1.16

-0.12

0.40

-0.53

-0.85

-0.57

-0.47

5.67

5.03

5.94

1.20

1.21

1.07

-0.66

0.23

-0.95

-0.01

-0.64

0.91

5.76

5.08

5.94

1.18

1.17

1.11

-0.73

0.25

-0.95

0.10

-0.90

0.71

5.62

5.06

5.99

1.18

1.19

1.08

-0.45

0.27

-0.83

-0.46

-0.90

-0.16

Beach service(BS)
BS1: Hawaii/Hainan Island has good accommodation close to beach.
BS2: Hawaii/Hainan Island has good restaurants close to beach.
BS3: Hawaii/Hainan Island has good transportation to the beach.
BS4: Hawaii/Hainan Island has good facilities for children at the beach.
BS5: There are good childcare services at Hawaii/Hainan Island.

5.78
5.70
5.39
5.44
4.99

4.91
4.90
4.89
4.84
4.75

5.99
5.99
5.87
6.02
5.95

1.20
1.17
1.26
1.22
1.23

1.21
1.17
1.14
1.16
1.15

1.15
1.06
1.11
1.07
1.19

-0.65
-0.52
-0.12
-0.26
0.34

0.34
0.41
0.52
0.61
0.57

-0.99
-0.91
-0.69
-1.06
-0.99

-0.44
-0.49
-1.02
-0.63
-0.71

-0.51
-0.46
-0.53
-0.47
-0.08

0.28
0.35
-0.32
0.88
0.72

Beach environment (BE)
BE1: Beaches in Hawaii/Hainan Island are safe.
BE2: Beaches in Hawaii/Hainan Island are clean.
BE3: Beaches in Hawaii/Hainan Island are naturally beautiful.
BE4: Beaches in Hawaii/Hainan Island have a scenic landscape.
BE5: Beaches in Hawaii/Hainan Island are uncrowded.
BE6: Beaches in Hawaii/Hainan Island are environmentally friendly.

5.45
5.71
6.07
6.08
4.81
5.36

4.85
4.92
5.07
5.07
4.75
4.86

5.85
5.98
6.05
6.00
5.79
5.78

1.21
1.14
1.13
1.09
1.35
1.23

1.16
1.20
1.22
1.21
1.24
1.20

1.11
1.05
1.04
1.07
1.18
1.19

-0.24
-0.45
-1.09
-1.03
0.05
-0.16

0.46
0.29
0.19
0.27
0.24
0.37

-0.72
-0.69
-0.92
-0.80
-0.79
-0.66

-0.94
-0.81
0.62
0.46
-0.47
-0.72

-0.39
-0.45
-0.67
-0.79
0.07
-0.52

-0.08
-0.65
0.30
-0.37
0.14
-0.49

5.68

5.01

5.97

1.19

1.19

1.10

-0.63

0.18

-0.97

-0.06

-0.52

0.54

5.85

5.10

5.99

1.14

1.19

1.04

-0.76

0.21

-0.78

-0.06

-0.83

-0.37

6.04

5.17

6.07

1.16

1.25

1.04

-1.03

0.09

-0.96

0.00

-0.79

0.05

5.71
5.95

5.02
4.95

5.91
5.89

1.21
1.21

1.20
1.20

1.08
1.13

-0.53
-0.93

0.36
0.39

-0.71
-0.67

0.20
-0.59

-0.84
-0.67

-0.47
-0.67

Beach activity(BA)
BA1: The beach at Hawaii/Hainan Island offers opportunities for watching
people doing activities.
BA2: The beach at Hawaii/Hainan Island offers opportunities for walking.
BA3: The beach at Hawaii/Hainan Island offers opportunities for
swimming.
BA4: The beach at Hawaii/Hainan Island offers opportunities for boating.
BA5: The beach at Hawaii/Hainan Island offers opportunities for surfing.
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HW
Mean
Sensory beach (SY)
SY1: Hearing the sound of waves on the beach at Hawaii/Hainan Island is
pleasing.
SY2: Hearing the sound of birds on the beach at Hawaii/Hainan Island is
pleasing.
SY3: Smelling the scent of water on the beach at Hawaii/Hainan Island is
pleasant.
SY4: Touching the sand on the beach at Hawaii/Hainan Island is appealing.
SY5: Touching the water on the beach at Hawaii/Hainan Island is appealing.
SY6: Seeing the contrast of the colours of blue sky and water, white sand,
green vegetation, and bright sun on the beach at Hawaii/Hainan Island is
attractive.
SY7: Tasting local food on the beach at Hawaii is a pleasure.
Affective beach (AB)
AB1: Visiting the beach at Hawaii/Hainan Island would make me feel relaxed.
AB2: Visiting the beach at Hawaii/Hainan Island would make me feel calm.
AB3: Visiting the beach at Hawaii/Hainan Island would make me feel
peaceful.
AB4: Visiting the beach at Hawaii/Hainan Island would make me feel happy.
AB5: Visiting the beach at Hawaii/ Hainan Island would make me feel
excited.
AB6: Visiting the beach at Hawaii/Hainan Island would make me feel
freedom.
AB7: Visiting the beach at Hawaii/Hainan Island would make me feel
enjoyable.
Social beach (SL)
SL1: Visiting Hawaii/Hainan Island enables me to have an enjoyable time
with family.
SL2: Visiting Hawaii/Hainan Island gives me good family memories.
SL3: Visiting Hawaii/Hainan Island gives my children good childhood
memories.
Attitude (AT)
AT1: Holidays to Hawaii/Hainan Island are good.
AT2: I would like a holiday to Hawaii/Hainan Island.
AT3: I have a favourable attitude towards a holiday to Hawaii/Hainan Island.

HI1
Mean

HI2
Mean

HW
SD

HI1
SD

HI2
SD

HW
Skewness

HI1
Skewness

HI2
Skewness

HW
Kurtosis0

HI1
Kurtosis1

HI2
Kurtosis

5.90

5.13

5.98

1.19

1.23

1.09

-0.85

0.10

-0.82

0.02

-0.65

-0.07

5.76

5.07

5.93

1.18

1.22

1.12

-0.64

0.20

-0.88

-0.26

-0.77

0.22

5.85

5.08

5.95

1.16

1.21

1.05

-0.78

0.18

-0.76

-0.01

-0.78

0.05

5.88
5.97

5.08
5.13

6.00
5.96

1.19
1.15

1.22
1.25

1.08
1.07

-0.91
-0.89

0.24
0.09

-0.84
-0.76

0.40
0.12

-0.82
-0.92

0.03
-0.06

6.10

5.15

5.93

1.14

1.23

1.12

-1.17

0.04

-0.87

0.79

-0.71

0.22

5.75

5.09

5.93

1.20

1.20

1.10

-0.65

0.24

-0.79

-0.23

-0.83

-0.08

6.09
6.15

5.18
5.22

5.96
6.08

1.16
1.07

1.30
1.30

1.19
1.05

-1.21
-1.16

-0.01
-0.15

-1.16
-1.09

0.97
0.82

-0.80
-0.47

1.22
0.93

6.14

5.25

6.07

1.08

1.31

1.07

-1.18

-0.14

-1.10

1.11

-0.64

1.00

6.20

5.24

6.05

1.12

1.32

1.09

-1.48

-0.16

-1.07

2.22

-0.61

0.82

6.21

5.25

6.06

1.09

1.29

1.08

-1.49

-0.12

-1.12

2.20

-0.73

1.21

6.06

5.21

6.03

1.14

1.32

1.11

-1.17

-0.15

-1.10

1.16

-0.50

0.97

6.16

5.28

6.12

1.11

1.32

1.05

-1.37

-0.21

-1.17

1.72

-0.53

1.42

6.05

5.20

6.04

1.19

1.32

1.17

-1.25

-0.09

-1.25

1.33

-0.66

1.46

6.02

5.24

6.06

1.12

1.34

1.14

-1.00

-0.20

-1.20

0.16

-0.57

1.25

6.01

5.22

6.01

1.18

1.32

1.15

-0.91

-0.12

-1.00

0.00

-0.64

0.42

5.97
6.36
6.24

5.13
5.31
5.19

5.99
6.02
6.03

-

1.27
1.36
1.37

1.13
1.14
1.16

-0.79
-1.70
-1.49

0.00
-0.36
-0.15

-1.03
-1.28
-1.28

-0.53
2.86
1.90

-0.55
-0.36
-0.67

0.75
2.04
1.74
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Narrative transportation (NT)
NT1: While I was reading the description, I could
easily picture the events in the Hainan Island.
NT2: While I was reading the description, I could
picture myself in the Hainan Island.
NT3: I was mentally involved in the description
while reading it.
NT6: The description affected me emotionally.
NT7: The described Hainan Island is relevant to
my interests in travel.
NT8: This description has changed my view of
Hainan Island.
NT9: While reading the description, I had a vivid
image of the Hainan island.

NTa

NTb

NTc

NTd

SDa

SDb

SDc

SDd

Skewnessa

Skewnessb

Skewnessc

5.88

5.99

6.28

6.00

0.99

1.05

0.83

1.14

-0.51

-1.35

-0.98

-1.18

-0.55

3.80

0.73

1.24

5.80

6.02

6.13

5.83

1.05

0.97

0.97

1.20

-0.64

-0.41

-1.21

-1.47

0.20

-0.92

1.96

3.14

5.56

5.82

6.05

5.72

1.08

0.98

0.93

1.21

-0.41

-0.38

-0.62

-1.28

-0.46

-0.44

-0.58

2.38

5.59

5.87

6.08

5.71

1.08

0.94

0.92

1.23

-0.39

-0.58

-0.71

-0.95

-0.46

0.02

-0.15

0.90

4.85

4.82

5.39

4.83

1.44

1.27

1.36

1.39

-0.53

-0.12

-0.78

-0.77

-0.05

-0.15

0.55

0.87

5.58

5.88

6.05

5.62

1.24

1.05

0.90

1.35

-0.74

-0.59

-0.37

-1.13

0.27

-0.34

-1.11

1.46

5.68

5.82

6.22

5.77

1.17

1.22

1.02

1.28

-0.47

-1.55

-1.61

-1.05

-0.76

3.83

4.16

1.26

HW = Hawaii
HI1 = Hainan Island pre-treatment
HI2 = Hainan Island post-treatment
NTa = Group A: Narrative Transportation of first-person factual information
NTb = Group B: Narrative Transportation of third-person factual information
NTc = Group C: Narrative Transportation of first-person story
NTd = Group D: Narrative Transportation of third-person story
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Skewnessd

Kurtosisa

Kurtosisb

Kurtosisc

Kurtosisd

Appendix I: Factor analysis for main study

Natural beach (NL)
NL1: Hawaii/Hainan Island is an ideal tropical island.
NL2: Hawaii/Hainan Island has clear and warm beach water.
NL3: Hawaii/Hainan Island has fascinating beach wildlife.
NL4: Hawaii/Hainan Island has soft and clean sands on the beach.

HW

HI1

HI2

HW

HI1

HI2

HW

HI1

HI2

HW

HI1

HI2

HW

HI1

HI2

HW& HI1 & HI2

FL

FL

FL

CR

CR

CR

AVE

AVE

AVE

Alph

Alph

Alph

KMO

KMO

KMO

Bartlett’s

.81
.90
.84
.90

.91
.93
.92
.90

Beach service (BS)
BS1: Hawaii/Hainan Island has good accommodation close to beach.
BS2: Hawaii/Hainan Island has good restaurants close to beach.
BS3: Hawaii/Hainan Island has good transportation to the beach.
BS4: Hawaii/Hainan Island has good facilities for children at the
beach.
BS5: There are good childcare services at Hawaii/Hainan Island.

.82

.87

.84

.92
.91

.94
.93

.92
.93

.90

.92

.90

.85
.89
.88
.88

.87
.89
.91
.91

.90
.93
.85
.91

.75

.89

.89

Beach environment (BE)
BE1: Beaches in Hawaii/Hainan Island are safe.
BE2: Beaches in Hawaii/Hainan Island are clean.
BE3: Beaches in Hawaii/Hainan Island are naturally beautiful.
BE4: Beaches in Hawaii/Hainan Island have a scenic landscape.
BE6: Beaches in Hawaii/Hainan Island are environmentally friendly.

.81
.89
.83
.82
.75

.88
.92
.91
.89
.87

.95

.74

.84

.83

.88

.94

.93

.81

.86

.84

.000

.94

.95

.94

.79

.83

.80

.91

.93

.92

.83

.85

.84

.000

.93

.95

.95

.72

.79

.80

.90

.94

.94

.83

.88

.88

.000

.91

.95

.94

.68

.80

.77

.88

.94

.92

.80

.87

.87

.000

.87
.91
.89
.88
.83
.93

Beach activity (BA)
BA1: The beach at Hawaii/Hainan Island offers opportunities for
watching people doing activities.
BA2: The beach at Hawaii/Hainan Island offers opportunities for
walking.
BA3: The beach at Hawaii/Hainan Island offers opportunities for
swimming.
BA4: The beach at Hawaii/Hainan Island offers opportunities for
boating.
BA5: The beach at Hawaii/Hainan Island offers opportunities for
surfing.

.95

.90
.93
.89
.92

Cultural beach (CL)
CL1: The beach at Hawaii/Hainan Island has wonderful historic
buildings and sites.
CL2: The beach at Hawaii/Hainan Island has a unique culture.
CL3: The beach at Hawaii/Hainan Island has a unique local people
lifestyle.
CL4: The beach at Hawaii/Hainan Island has unique local food.

.92

.83

.87

.89

.88

.90

.88

.86

.90

.88

.85

.90

.87

.84

.88

.81

.95

.94
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.73

.79

.75

.91

.93

.92

.87

.87

.88

.000

Sensory beach (SY)
SY1: Hearing the sound of waves on the beach at Hawaii/Hainan
Island is pleasing.
SY2: Hearing the sound of birds on the beach at Hawaii/Hainan
Island is pleasing.
SY3: Smelling the scent of water on the beach at Hawaii/Hainan
Island is pleasant.
SY4: Touching the sand on the beach at Hawaii/Hainan Island is
appealing.
SY5: Touching the water on the beach at Hawaii/Hainan Island is
appealing.
SY6: Seeing the contrast of the colours of blue sky and water, white
sand, green vegetation, and bright sun on the beach at Hawaii/Hainan
Island is attractive.
SY7: Tasting local food on the beach at Hawaii is a pleasure.

HW

HI1

HI2

HW

HI1

HI2

HW

HI1

HI2

HW

HI1

HI2

HW

HI1

HI2

FL

FL

FL

CR

CR

CR

AVE

AVE

AVE

Alph

Alph

Alph

KMO

KMO

KMO

.75

.80

.79

.95

.96

.96

.92

.94

.94

.96
.87

.90

.91

.86

.89

.88

.90

.90

.90

.89

.91

.90

.91

.91

.91

.84

.90

.87

.81

.84

.86
.97

Affective beach (AB)
AB1: Visiting the beach at Hawaii/Hainan Island would make me
feel relaxed.
AB2: Visiting the beach at Hawaii/Hainan Island would make me
feel calm.

.87

.92

.88

.94

.95

.93

AB3: Visiting the beach at Hawaii/Hainan Island would make me
feel peaceful.
AB4: Visiting the beach at Hawaii/Hainan Island would make me
feel happy.
AB5: Visiting the beach at Hawaii/ Hainan Island would make me
feel excited.
AB6: Visiting the beach at Hawaii/Hainan Island would make me
feel freedom.
AB7: Visiting the beach at Hawaii/Hainan Island would make me
feel enjoyable.

.93

.95

.94

.91

.94

.93

.90

.94

.91

.88

.95

.91

.91

.93

.93

Social beach (SL)
SL1: Visiting Hawaii/Hainan Island enables me to have an enjoyable
time with family.
SL2: Visiting Hawaii/Hainan Island gives me good family memories.
SL3: Visiting Hawaii/Hainan Island gives my children good
childhood memories.

.95
.90

.95

.89

.95
.93

.96
.94

.95
.94

HW

HI1

HI2

HW

.97

.98

.96

.97

.96

HI1

.95

HI2
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.82

.86

HW

.88

.90

HI1

.84

.86

HI2

.96

.92

HW

.98

.95

HI1

.97

.94

HI2

.93

.94

.73

HW

.95

.77

HI1

HW& HI1 & HI2
Bartlett’s
.000

.000

.73

HI2

.000

HW& HI1 & HI2

FL

FL

FL

Attitude (AT)
AT1: Holidays to Hawaii/Hainan Island are good.

.83

.92

.94

AT2: I would like a holiday to Hawaii/Hainan Island.

.93

.95

.96

AT3: I have a favourable attitude towards a holiday to Hawaii/Hainan
Island.

.93

.95

.95

Narrative transportation (NT)
NT1: While I was reading the description, I could easily picture the
events in the Hainan Island.
NT2: While I was reading the description, I could picture myself in
the Hainan Island.
NT3: I was mentally involved in the description while reading it.
NT6: The description affected me emotionally.
NT7: The described Hainan Island is relevant to my interests in
travel.
NT8: This description has changed my view of Hainan Island.
NT9: While reading the description, I had a vivid image of the
Hainan island.

-

-

.80

-

-

.85

-

-

.84
.83
.60

-

-

.77

-

-

.75

CR

CR

.93

.96

-

-

HW = Hawaii pre-treatment
HI1 = Hainan Island pre-treatment
HI2 = Hainan Island post-treatment
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CR
.97

.92

Bartlett’s

AVE

AVE

AVE

Alph

Alph

Alph

KMO

KMO

KMO

.81

.88

.90

.86

.93

.92

.69

.75

.77

.000

-

-

-

-

-

-

.89

.000

.61

.89

Appendix J: Descriptive statistics of each grouped data on all constructs
Construct

MeanHW(SD)

MeanHI1(SD)

MeanHI2(SD)

MD1(SD)

MD2(SD)

Group A: First-person factual information

MeanHW(SD)

MeanHI1(SD)

MeanHI2(SD)

MD1(SD)

MD2(SD)

Group B: Third-person factual information

Natural beach

5.69(1.10)

4.84(1.03)

5.72(1.00)

-0.85(1.19)

0.03(1.11)

5.92(0.90)

4.83(1.10)

5.99(0.88)

-1.08(1.08)

0.07(0.91)

Cultural beach

5.49(1.01)

4.96(1.00)

5.70(0.98)

-0.53(0.99)

0.21(0.92)

5.64(1.01)

4.98(1.04)

5.97(0.94)

-0.66(1.12)

0.33(1.00)

Beach service

5.36(0.97)

4.83(0.97)

5.82(1.00)

-0.54(0.93)

0.46(1.11)

5.59(0.95)

4.84(0.99)

5.98(0.95)

-0.75(0.94)

0.39(0.99)

Beach environment

5.61(0.89)

4.90(1.06)

5.74(1.00)

-0.71(1.02)

0.13(0.93)

5.74(0.88)

4.90(1.00)

5.95(0.92)

-0.84(0.94)

0.21(0.92)

Beach activity

5.78(0.96)

5.00(1.04)

5.79(0.95)

-0.79(0.97)

0.01(0.88)

5.94(0.91)

5.05(1.04)

6.04(0.88)

-0.89(1.03)

0.10(0.82)

Sensory beach

5.82(1.01)

5.10(1.06)

5.69(1.00)

-0.72(1.03)

-0.13(0.90)

5.94(0.93)

5.10(1.04)

6.00(0.92)

-0.84(1.08)

0.06(0.85)

Affective beach

5.94(1.08)

5.12(1.16)

5.77(1.09)

-0.83(1.10)

-0.18(1.05)

6.25(0.88)

5.30(1.26)

6.14(0.89)

-0.95(1.28)

-0.11(0.90)

Social beach

5.85(1.12)

5.10(1.13)

5.76(1.17)

-0.74(1.18)

-0.09(1.17)

6.18(0.96)

5.31(1.26)

6.11(1.02)

-0.88(1.30)

-0.08(0.99)

-0.34(1.21)

6.28(0.93)

5.23(1.28)

6.09(1.01)

-1.05(1.34)

-0.19(1.01)

-

-

-

5.75(0.77)

-

-

Attitude

6.11(1.04)

5.18(1.19)

5.76(1.19)

-0.93(1.21)

Narrative transportation

-

-

5.56(0.90)

-

Group C: First-person story

Group D: Third-person story

Natural beach

5.76(1.08)

4.96(1.12)

6.26(0.81)

-0.80(1.25)

0.50(0.91)

5.75(1.15)

4.92(1.18)

5.85(1.11)

-0.83(1.19)

0.10(1.00)

Cultural beach

5.69(1.04)

5.08(1.11)

6.10(0.88)

-0.61(1.03)

0.41(1.00)

5.53(1.21)

5.05(1.17)

5.79(1.11)

-0.48(1.14)

0.26(1.18)

Beach service

5.49(0.99)

4.89(1.08)

6.20(0.83)

-0.61(0.97)

0.70(0.99)

5.39(1.19)

4.88(1.12)

5.86(1.12)

-0.52(1.02)

0.46(1.15)

Beach environment

5.80(0.85)

5.05(1.09)

6.15(0.88)

-0.75(1.09)

0.36(0.92)

5.79(1.07)

4.97(1.15)

5.88(1.00)

-0.82(1.04)

0.09(0.95)

Beach activity

5.83(0.96)

5.13(1.09)

6.15(0.85)

-0.70(1.11)

0.32(0.82)

5.83(1.19)

5.03(1.13)

5.88(1.00)

-0.80(1.14)

0.04(1.02)

Sensory beach

5.93(0.96)

5.13(1.07)

6.21(0.83)

-0.81(1.08)

0.27(0.85)

5.85(1.16)

5.10(1.19)

5.91(1.04)

-0.76(1.07)

0.06(0.95)

Affective beach

6.24(0.92)

5.25(1.18)

6.33(0.85)

-0.99(1.18)

0.09(0.90)

6.15(1.10)

5.27(1.30)

5.98(1.07)

-0.87(1.25)

-0.16(0.96)

Social beach

6.08(1.14)

5.24(1.27)

6.25(0.94)

-0.84(1.26)

0.17(0.99)

6.01(1.15)

5.25(1.36)

6.04(1.17)

-0.77(1.18)

0.03(1.09)

Attitude

6.24(0.90)

5.21(1.24)

6.22(0.90)

-1.03(1.22)

-0.02(1.01)

6.14(1.06)

5.21(1.31)

5.99(1.08)

-0.93(1.35)

-0.15(1.10)

Narrative transportation

-

-

6.03(0.77)

-

-

-

-

5.64(0.99)

-

-

HW = Hawaii pre-treatment
HI1 = Hainan Island post-treatment
HI2 = Hainan Island post-treatment

MD = Mean Difference
MD1 = MeanHI1–MeanHW = Mean difference between Hainan Island and Hawaii pre-treatment
MD2 = MeanHI2–MeanHW = Mean difference between Hainan Island and Hawaii post-treatment
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