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Abstract 

A large body of tourism and hospitality literature has established the vital role of mental 

imagery and emotions in driving consumer hedonic consumption behaviour. As consumers seek 

and pay for experiential benefits such as fantasy, fun and feelings, experiential marketing has 

become an essential strategy to promote hedonic tourism experiences. Experiential marketing 

uses visual and multisensory contents (e.g., pictures, videos) to stimulate elaborated imagery 

experiences such as imagination and feelings of presence. Mental imagery is associated with 

positive emotions and thus inspires hedonic consumption behaviour. Tourism and hospitality 

research in this area is grounded on the theory of embodied cognition, assuming the bottom-up 

mechanism of consumer imagery: the exposure to experiential marketing messages triggers 

imagery processing by activating sensorimotor neural systems as-if consumers are involved in 

real consumption experiences. Based on the theory of embodied cognition, consumers are 

considered as passive receivers of experiential marketing messages. 

The view of consumers as passive receivers is subject to a number of criticisms. First, 

this simplifying assumption of this bottom-up mechanism overlooks the mentally active role of 

consumers in selecting and interpreting marketing messages in relation to their disposition (i.e., 

goals/needs, prior knowledge) via a top-down mechanism. Second, imagery-inducing 

marketing messages do not necessarily inspire hedonic consumption behaviour but, in some 

cases, can decrease consumer behavioural intentions as found in recent studies. The existing 

literature based on the theory of embodied cognition could not provide reasonable explanations 

of why consumer imagery of experiential marketing messages success or fail in inspiring 

hedonic consumption behaviour. 

This PhD research aims to advance the literature by exploring the mentally active role 

of consumers in perceiving experiential marketing messages via a top-down mechanism. It 

proposes a dual cognitive mechanism model that integrates both the top-down and bottom-up 
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mechanisms to explain how experiential marketing messages are perceived by means of mental 

processes and influence consumer hedonic consumption behaviour. The dual cognitive 

mechanism model of consumer hedonic consumption behaviour is consistent with psychology 

theories and neuroscience evidence. In addition to the bottom-up mechanism based on the 

theory of embodied cognition, the cognitive appraisal theory consists of the theoretical basis 

for the top-down mechanism in this thesis. According to the cognitive appraisal theory, external 

stimuli are subconsciously evaluated based on appraisal dimensions such as novelty and goal 

relevance. These appraisal dimensions determine the elicitation of specific emotions and 

enhance mental imagery of novel and goal-relevant marketing messages.  

The post-positivism paradigm was adopted to regulate the research process, and mixed-

methods (quantitative-qualitative) were used to frame the research design. Thus, there were two 

main stages of data collection. The quantitative study was conducted in stage one, using a large 

sample survey (n = 655) to empirically test the dual cognitive mechanism model in the context 

of a hedonic tourism experience (i.e. a partying event). In stage two, a follow-up qualitative 

study, employing individual in-depth interviews (n=20) provided further insights into the 

mental processes involved in consumer perception of experiential marketing messages.  

This thesis uses a “thesis with publication format”, and comprises a compilation of three 

interconnected manuscripts to report the process of reviewing the literature, validation of prior 

theory and further theory development. Manuscript one consists of a systematic literature 

review that synthesises the relevant body of tourism, psychology and neuroscience research on 

mental processes by which consumers perceive experiential marketing messages. Research 

findings in the field are organised into a stimulus-organism-response model: experiential 

marketing stimuli are dominantly processed through mental imagery (i.e. the mental organism), 

resulting in cognitive, emotional, and behavioural responses. Manuscript one illustrates the 

underlying assumption of the bottom-up mechanism and the dominant view of consumers as 
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passive receivers of experiential marketing messages. The literature review identifies 

knowledge gaps and suggests three research directions to advance the literature: (1) research on 

the top-down mechanism (i.e. the appraisal process) by which consumers actively select and 

interpret marketing messages in relation to their prior knowledge and goals, (2) tourism 

experience management based on a mental imagery perspective, and (3) a more comprehensive 

and valid measurement scale of mental imagery. Manuscript one provides the theoretical basis 

for two follow-up manuscripts. These papers consider the cognitive appraisal theory as the top-

down psychological mechanism that determines the elicitation of consumer pre-consumption 

emotions and enhances consumer intensive imagery processing. 

Manuscript two focuses on theory validation and relies on the cognitive appraisal theory 

in explaining consumer pre-consumption emotions related to tourism experiences. Using an 

experimental research design, four different marketing strategies (two message visual designs 

x two message delivery channels) were manipulated to examine how experiential marketing 

messages are appraised by consumers in each condition, leading to emotional and behavioural 

intentions. Research outcomes validate the cognitive appraisal theory in explaining consumer 

pre-consumption emotions and thus suggest the mechanism behind consumer affect-driven 

behaviour: positive emotions are goal-relevant signals that beneficially guide consumer 

consumption decisions to satisfy their specific goals. Based on a good understanding of the 

appraisal determinants of consumer emotions, suggestions for emotion-inducing marketing 

strategies are provided. Manuscript two also raises the question of the relationships between 

consumer imagery, emotions and appraisal dimensions at the pre-consumption stage and 

suggests further research in this area. 

Manuscript three addresses the research question raised in manuscript two by exploring 

mental processes (appraisal, imagery, emotions) involved in consumer perception of 

experiential marketing messages, leading to consumer hedonic consumption behaviour. Based 
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on a purposive literature review of relevant theories in psychology, a dual cognitive mechanism 

model is conceptually developed, integrating the cognitive appraisal theory as the top-down 

mechanism and the theory of embodied cognition as the bottom-up mechanism. This model is 

supported by neuroscience evidence of two separate neural systems involved in visual 

perception and imagery processing (the bottom-up and top-down couplings between fronto-

parietal and visual areas). Explanatory sequential research (quantitative-qualitative) is used to 

examine the conceptual model in the context of hedonic tourism experiences (i.e. a partying 

event). The quantitative study provides empirical evidence to support the dual cognitive 

mechanism model. However, some hypothesised relationships between mental processes 

(appraisal, imagery, emotions) are partly supported. Therefore, the qualitative study employs 

in-depth interviews with twenty participants to provide further insights into the relationships 

between these mental processes. Results of the qualitative study clarify how appraisal 

dimensions differentiate consumers’ mental experiences (imagery and emotions) among the 

audience of the same marketing stimuli. 

Collectively, this set of manuscripts achieves the overall aim of exploring how 

experiential marketing messages are perceived by means of mental processes and influence 

consumer hedonic consumption behaviour. By including both the bottom-up and top-down 

mechanism, the dual cognitive mechanism model provides a comprehensive framework to 

explain consumer hedonic consumption behaviour from a mental processing perspective. 

Research findings highlight the mentally active role of consumers in perceiving experiential 

marketing messages via the top-down appraisal process and recommend a consumer-centric 

approach to experiential marketing in tourism.   
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CHAPTER 1. INTRODUCTION 

Consumers are not always rational decision-makers, they also dream (Morgan & Xu, 2009), 

imagine (Ghosh & Sarkar, 2016; Philips, 2017) and feel (Achar, So, Agrawal, & Duhachek, 

2016; Buda, d’Hauteserre, & Johnston, 2014). Consumers buy tourism and hospitality 

experiences in pursuit of experiential benefits such as fantasy, feelings and fun (Kwortnik & 

Ross, 2007; Williams, 2006). Therefore, experiential marketing, focusing on imagery and 

emotional aspects of consumption, is an effective strategy to influence consumer hedonic 

consumption behaviour (Ha, Huang, & Park, 2019; Huang, Backman, Backman, & Chang, 

2016; Schmitt, 1999). Tourism researchers have been investigating how experiential marketing 

messages should be designed and delivered in order to induce consumer imagery and positive 

emotions successfully as a pathway to influence hedonic consumption behaviour. However, 

much remains unknown about the psychological mechanisms and processes involved in 

consumer perception of experiential marketing messages and determination of consumer 

hedonic consumption behaviour (Diemer, Alpers, Peperkorn, Shiban, & Mühlberger, 2015; Le, 

Scott, & Lohmann, 2019). This PhD thesis strives to advance the current literature by exploring 

consumer hedonic consumption behaviour in tourism from a mental processing perspective.  

This chapter provides an introduction to the thesis. Section 1.1 discusses general 

background information for my PhD research and explains why this research is necessary. Key 

concepts are defined in section 1.2 before a statement of research aim and objectives is 

presented in section 1.3. Section 1.4 discusses the methodological framework and research 

methods used for data collection and analysis. Lastly, section 1.5 introduces the thesis structure 

and a summary of manuscripts included in this thesis are discussed, explaining how each 

manuscript contributes to achieving the PhD research objectives. 
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1.1 Research background 

1.1.1 Experiential marketing and consumer hedonic consumption behaviour 

Derived from the concept of the experience economy (Pine & Gilmore, 1998), 

experiential marketing provides a contrast to traditional marketing which views consumers as 

rational decision-makers and focuses on the functional benefits of products (Hudson & Ritchie, 

2009; Williams, 2006). Considering consumers as emotional decision-makers, experiential 

marketing uses visual and multi-sensory elements to immerse consumers in consumption vision 

and induce positive emotions as a pathway to hedonic consumption (Wiedmann, Labenz, 

Haase, & Hennigs, 2018). Researchers have examined various sensory-enabling tools for 

experiential marketing purposes, from visual content such as static images (Walters, Sparks, & 

Herington, 2012), 3D visualisation (Lee, 2012), virtual interaction (Fiore, Kim, & Lee, 2005; 

Schlosser, 2003), and visual animation (Argyriou, 2012) to multi-sensory content such as video 

(Kim, Kim, & Bolls, 2014), augmented reality (He, Wu, & Li, 2018) and virtual reality 

(Tussyadiah, Wang, Jung, & Tom Dieck, 2018; Wei, Qi, & Zhang, 2019). 

Consumer imagery, which is defined as “a (mental) process (not a structure) by which 

sensory information is represented in working memory” (MacInnis & Price, 1987, p. 473), plays 

a critical role in mediating the influence of experiential marketing on consumer behaviour 

(Escalas, 2004; Van Laer, De Ruyter, Visconti, & Wetzels, 2014). Exposure to sensory inputs 

triggers consumer imagery at different levels of elaboration, that is, different amounts of 

processing of sensory information in working memory and integration with prior knowledge 

structures (MacInnis & Price, 1987). At a low level of imagery elaboration, consumers generate 

mental images representing the visual and sensory messages received in their mind. Highly 

elaborated imagery processing enables consumers to form consumption vision (Walters, 

Sparks, & Herington, 2007), to have feelings of (narrative) transportation to another world 
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(Ryu, Lehto, Gordon, & Fu, 2019; Wei et al., 2019) and to create their own imagination and 

fantasy (Ghosh & Sarkar, 2016; Laing & Crouch, 2009).  

Consumer imagery of experiential marketing messages has both direct and indirect 

impact on consumer behaviour. Following James (1890) principle of ideomotor action that the 

simple act of thinking about an action increases consumer intentions to perform that action, 

contemporary research provides findings to support the direct impact of consumer imagery on 

consumption behaviour (Bargh, Gollwitzer, Lee-Chai, Barndollar, & Trötschel, 2001; 

Chartrand, Maddux, & Lakin, 2005; Kim & Youn, 2016; Wei et al., 2019). Consumer imagery 

is also found to influence cognitive responses to experiential marketing messages such as 

attitude (Chang, 2013; Fennis, Das, & Fransen, 2012; Peck, Barger, & Luangrath, 2013); 

confidence in attitude and attitude resistance (Lee & Gretzel, 2012); perceived usefulness (Lee, 

2012) and perceived value (Fiore et al., 2005; Overmars & Poels, 2015) as an indirect pathway 

to impact consumer behaviour.  

In addition to cognitive responses, previous research has emphasised the special 

relationship between consumer imagery and emotions (Kwortnik & Ross, 2007; Van Laer et 

al., 2014). Affective responses are included in imagery measurement scales as a dimension of 

imagery processing (Miller, Hadjimarcou, & Miciak, 2000; Weiler, Moyle, Wolf, de Bie, & 

Torland, 2016). Some authors consider emotions as affective consequences of consumer 

imagery (Kim et al., 2014; Walters et al., 2012). In contrast, others suggest that emotions 

enhance imagery processing because emotional content leads to more elaborated imagery 

experiences compared to neutral content (Baños et al., 2004; Riva et al., 2007). The relationship 

between consumer imagery and emotions needs further investigation. However, there is 

agreement that positive emotions associated with consumer imagery of future tourism 

experiences are key drivers of consumer behaviour (Achar et al., 2016; Bagozzi, Belanche, 

Casaló, & Flavián, 2016; Lerner, Li, Valdesolo, & Kassam, 2015). 
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In summary, experiential marketing is a vital marketing strategy for promoting tourism 

experiences, and consumer imagery processing mediates the influences of experiential 

marketing on consumer hedonic consumption (Bogicevic, Seo, Kandampully, Liu, & Rudd, 

2019; Philips, 2017). The existing literature is grounded on the theory of embodied cognition, 

assuming that consumer imagery is stimulated via a bottom-up mechanism. Thus, exposure to 

experiential marketing messages activates corresponding neural sensorimotor systems as-if 

consumers are involved in real consumption experiences (Krishna, 2012; Petit, Velasco, & 

Spence, 2019). However, this bottom-up mechanism is subject to criticisms. The next section 

discusses criticisms of the bottom-up mechanism and provides the rationale for conducting this 

research.  

1.1.2 Rationale for this PhD research 

Experiential marketing research in the current tourism and hospitality literature relies 

on the theory of embodied cognition to explain how experiential marketing messages stimulate 

consumer (mental) imagery processing via a bottom-up mechanism. According to the theory of 

embodied cognition, human cognition can be situated on the real-world environment (i.e., 

online embodiment) or decoupled from the real-world environment (i.e., offline embodiment) 

for mental imagery processing of sensory inputs (Barsalou, 2008; Wilson, 2002). For example, 

when consumers experience a beach vacation, the brain captures perceptual, motor and 

introspective states relating to various senses (i.e. online embodiment) and integrates them into 

multisensory representations stored in the memory. Later, exposure to a promotional poster or 

video of a beach vacation automatically triggers consumer imagery processing of these 

multisensory representations (i.e., offline embodiment). These mental simulations allow 

consumers to pre-experience the beach vacation in their mind with emotional and behavioural 

consequences (Petit et al., 2019). Based on the theory of embodied cognition, research finds 

that marketing messages containing more visual and multisensory contents are more effective 
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in stimulating consumer imagery processing and eliciting hedonic consumption behaviour 

(Krishna & Schwarz, 2014; Philips, 2017).  

The critical weakness of the existing literature based on the theory of embodied 

cognition is the view of consumers as passive receivers of experiential marketing messages 

without considering consumers’ mentally active role in selectively receiving these messages for 

further elaboration and interpretation (Knobloch, Robertson, & Aitken, 2017; Scott, Zhang, Le, 

& Moyle, 2017). This dominant assumption leads to an inadequate understanding of consumer 

hedonic consumption behaviour inspired by imagery experiences because it overlooks the link 

between consumer behaviour and their goals (Kock, Josiassen, & Assaf, 2018; Pearce & Packer, 

2013). Researchers have started to question the effectiveness of sensory elements and sensory-

enabling technologies in promoting tourism experiences, providing evidence that imagery-

stimulating messages may not always be effective in increasing behavioural intentions (Deng, 

Unnava, & Lee, 2019; Dessart, 2018). Also, positive emotions such as happiness related to 

future consumption experiences do not necessarily depend on consumer imagery processing 

(Diemer et al., 2015; Freeman, Lessiter, Pugh, & Keogh, 2005).  

A comprehensive understanding of consumer hedonic consumption behaviour requires 

further investigation of the top-down psychological mechanism by which consumers actively 

select and interpret experiential marketing messages in relation to their disposition (goals, prior 

knowledge) for further imagery elaboration (Adaval, Saluja, & Jiang, 2019) and emotional 

experiences (Zeelenberg, Nelissen, Breugelmans, & Pieters, 2008). Research on the top-down 

mechanism remains limited (Le, Scott, & Lohmann, 2019; Stepchenkova & Mills, 2010), while 

progress in this field would be of great interest for tourism and hospitality academics. 

Against this background, this PhD aims to advance the experiential marketing literature 

by exploring the cognitive psychological mechanisms and mental processes that are involved 

in consumer perception of experiential marketing messages and determining consumer hedonic 
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consumption behaviour. Based on psychological theories and neuroscience evidence, the 

current research develops and empirically tests a dual cognitive mechanism model of consumer 

hedonic consumption behaviour incorporating both the top-down and bottom-up mechanisms. 

The bottom-up mechanism is based on the theory of embodied cognition and the top-down 

mechanism is grounded on the cognitive appraisal theory in psychology (Johnson & Stewart, 

2005; Moors, Ellsworth, Scherer, & Frijda, 2013). Appraisal is defined as the “cognitive process 

(and) the way an individual defines and evaluates relationships with the environment” (Lazarus, 

1991, p. 3). According to the cognitive appraisal theory, experiential marketing messages are 

subconsciously appraised based on criteria such as novelty, goal congruence, goal relevance, 

agency, coping potential (Hosany, 2012; Ma, Gao, Scott, & Ding, 2013; Zheng, Ritchie, 

Benckendorff, & Bao, 2019). The appraisal dimensions play the role of stimulus evaluation 

checks which determine further imagery elaboration of marketing messages and the elicitation 

of specific emotions (Grandjean, Sander, & Scherer, 2008; Scherer, 1999). 

As a result, this thesis will provide an extended theoretical framework to explain how 

experiential marketing messages are perceived by consumers and influence hedonic 

consumption behaviour from a mental processing perspective. The investigation of the 

appraisal process as the top-down mechanism establishes the link between hedonic 

consumption behaviour and consumers’ specific goals. It suggests that consumer imagery 

elaboration and positive emotions are goal-relevant signals that beneficially guide hedonic 

consumption behaviour to satisfy consumers’ specific goals. An examination of the top-down 

mechanism based on the theory of embodied cognition clarifies how experiential marketing 

messages should be designed to stimulate human senses and enhance consumer imagery. Based 

on an extended understanding of hedonic consumption behaviour, this PhD research 

recommends various ways to improve the effectiveness of experiential marketing in tourism. 
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1.2 Definitions of key concepts 

Before discussing the research objectives and introducing an overview of the manuscripts 

included, the key concepts used in the current research are defined in Table 1.1. 

Table 1.1. Definitions of key concepts 

Concept Definition 

Appraisal “The cognitive process (and) the way an individual defines and evaluates 

relationships with the environment” (Lazarus, 1991, p. 3). 

The cognitive 

appraisal theory 

“Appraisal theory was proposed (Arnold, 1960) and developed (Lazarus, 

1966) to explain how different emotions may emerge from the same event, 

in different individuals and on different occasions. Appraisal processes do 

so by using information from events in their context, the individual’s 

concerns, history, and other sensitivities. Appraisal processes and the 

information that they use thus form the main causal determinants of the 

various components that together form the multicomponential response 

patterns called “emotions” (Moors et al., 2013, p. 123). 

Goal relevance “Goal relevance, also known as motivational relevance or importance is the 

assessment of the relevance of the experience for a tourist’s goals or needs” 

(Ma et al., 2013, p. 364). 

Emotion “A mental state of readiness that arises from cognitive appraisals of events 

or thoughts; has a phenomenological tone; is accompanied by physiological 

processes; is often expressed physically (e.g., in gestures, posture, facial 

features); and may result in specific actions to affirm or cope with the 

emotion, depending on its nature and meaning for the person having it” 

(Bagozzi, Gopinath, & Nyer, 1999, p. 184). 

The theory of 

embodied 

cognition 

“All cognitive processes are grounded in bodily states and in the brain's 

sensory modality-specific processing systems” (Petit et al., 2019, p. 43). 

Imagery 

processing  

“A (mental) process (not a structure) by which sensory information is 

represented in working memory” (MacInnis & Price, 1987, p. 473). 
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Novelty “Novelty is an assessment of whether a stimulus event deviates from what 

is expected” (Hosany, 2012, p. 306). 

1.3 Research objectives 

The research background section provides the rationale for conducting the current PhD 

research. It highlights the necessity of exploring the consumer’s mentally active role in 

perceiving experiential marketing messages and advancing our understanding of consumer 

hedonic consumption behaviour from a mental processing perspective. The overall aim of this 

thesis is to explore the cognitive psychological mechanisms and mental processes involved in 

consumer perception of experiential marketing messages and to develop a comprehensive 

framework of consumer hedonic consumption behaviour. In addition to the bottom-up 

mechanism that has been widely studied in the current literature, this PhD research focuses on 

examining the appraisal process as the top-down mechanism that determines consumer pre-

consumption emotions and direct consumer imagery elaboration of experiential marketing 

messages. In order to achieve the overall research aim, four research objectives (RO) are 

identified as follows: 

 RO1: Examining the current state of tourism and hospitality literature regarding how 

experiential marketing messages are perceived by consumers through mental processes; 

 RO2: Identifying research gaps and suggesting future research directions; 

 RO3: Applying the cognitive appraisal theory to explain consumer pre-consumption 

emotions related to tourism experiences (i.e., theory validation); 

 RO4: Developing a dual cognitive mechanism model of consumer hedonic consumption 

behaviour, including both the top-down and bottom-up mechanisms (i.e., theory 

development). 
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1.4 Methodology 

This section discusses the research methodology, including research paradigm that underpins 

the PhD research and an overview of the mixed-method research design (quantitative-

qualitative) to accomplish the above research objectives. 

1.4.1 Research paradigm 

The current research adopts a post-positivist paradigm to guide methodological 

decisions as well as the research design. Two of the most common social science paradigms are 

positivism/objectivism related to quantitative methods and constructivism/interpretivism 

related to qualitative methods (Bryman & Bell, 2015; Creswell, 2013). The debate between two 

major opposing paradigms results in the development of two philosophical orientations (post-

positivism and pragmatism) which encourage the application of mixed-research methods for 

advancing knowledge (Tashakkori & Teddlie, 1998). The post-positivism paradigm reflects the 

author’s beliefs that there is only one reality, but researchers are unable to ever determine the 

absolute truth (Creswell, 2013). Hence, research is subject to imperfections and fallibility 

(Phillips & Burbules, 2000). 

 The post-positivism paradigm is deemed as an appropriate philosophical lens for the 

critical realist ontology applied in the current research. The critical realist ontology suggests 

that reality is dynamic, and new layers of investigation deepen current research conclusions 

(Benton, 2003). Hence, a sequential explanatory research design is employed for the inquiry 

into the nature of consumer mental processes. First, a quantitative study is conducted to test the 

dual cognitive mechanism model in the tourism context. Then, a follow-up qualitative study is 

conducted to provide further insights into the relationships between mental processes 

(appraisal, imagery, emotions). It may be impossible to establish a sound and stable relationship 

among investigated phenomena of mental processes, but the understanding and applications of 

these relationships are infallible (Kralj, 2014). Therefore, this PhD research seeks a realistic 
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understanding of cognitive mechanisms behind consumer hedonic consumption behaviour, 

interpreted through social and cultural contexts (Lincoln & Guba, 2000). 

1.4.2 Research design 

This PhD research consists of three phases: (1) a systematic quantitative literature 

review; (2) quantitative study (i.e., a large sample survey) and (3) qualitative study (i.e., in-

depth interviews). Figure 1.1 introduces the methodological framework, visualising how the 

combination of research and analytical methods are employed to address the research 

objectives. The systematic quantitative review method is employed to accomplish research 

objectives RO1 (i.e., literature review) and RO2 (i.e., identification of research gaps). The 

review process highlights the lack of research on consumers’ mentally active roles in perceiving 

experiential marketing messages via a top-down mechanism. Hence, empirical studies are 

conducted to (1) validate the appraisal process as the top-down mechanism that explains the 

elicitation of positive emotions related to future consumption experiences (RO3), and (2) 

develop a dual cognitive mechanism model of consumer hedonic consumption behaviour 

(RO4). 
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Figure 1.1. Research framework of the study
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Guided by the post-positivist paradigm, a mixed-method sequential explanatory 

(quantitative-qualitative) research design is employed (Creswell, Plano Clark, Gutmann, & 

Hanson, 2003). Mixed methods research is defined as “the class of research where the 

researcher mixes or combines quantitative and qualitative research techniques, methods, 

approaches, concepts or language into a single study” (Johnson & Onwuegbuzie, 2004, p. 17). 

The exploratory sequential research design contributes to addressing RO3 and RO4 because 

quantitative data can be embedded with qualitative data to generate deeper insight into cognitive 

mechanisms. The follow-up qualitative study complements and helps to explain and interpret 

the results of testing the dual cognitive mechanism model based on the quantitative data 

(Creswell et al., 2003; Morse, 1991). Research outcomes are then integrated together to form 

the complete thesis. The flow of the research design is visualised in Figure 1.1. The following 

sub-sections (1.4.3, 1.4.4, 1.4.5) elaborate further how research methods and analytical methods 

are employed to achieve research objectives in each research phase. 

1.4.3 Phase 1: Systematic quantitative literature review 

The systematic quantitative literature review method was used to examine the current 

state of tourism literature (RO1) and identify research gaps (RO2). This review provides a 

reliable and reproducible approach in searching, extracting and synthesising the body of 

literature (Pickering & Byrne, 2014). The systematic quantitative review process consists of 

five stages: (1) defining the research questions; (2) formulating the review protocol; (3) 

searching the literature; (4) extracting the relevant literature; and, (5) synthesising the findings 

(Yang, Khoo-Lattimore, & Arcodia, 2017). The researchers used keywords including imagery-

related concepts (i.e., imagery processing, mental imagery, mental simulation, imagination, 

consumption vision, fantasy, telepresence, transportation and autobiographical memory) and 

tourism (i.e., tourism, travel, tourists, visitors) to search for relevant academic papers on seven 

main databases of publications. The systematic methodological techniques aligned well with 
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RO1, ensuring the quality of the literature review. After four rounds of filtering, 70 relevant 

papers were selected and analysed for constructing a general understanding of existing 

knowledge and generating ideas about theory formation. Based on the results of the review 

process, research gaps are identified to achieve the RO2. Results of the first phase of the 

literature review provide a rationale for conducting empirical studies in the two following 

phases. 

1.4.4 Phase 2: Quantitative Study 

In the second phase, the quantitative study was conducted to investigate the cognitive 

mechanisms and mental processes involved in consumer perception of experiential marketing 

messages and determine consumer hedonic consumption behaviour. In doing so, the cognitive 

mental processes of appraisal, imagery processing, emotional elicitation, and the relationships 

between these cognitive processes are explored empirically. The quantitative study uses an 

experimental design to examine how consumer perceive experiential marketing messages of 

different visual formats (static vs. dynamic) and delivered through various channels 

(advertising vs. word-of-mouth). Results of the quantitative research are used to validate the 

cognitive appraisal theory and to test the dual cognitive mechanism model of consumer hedonic 

consumption behaviour. 

1.4.4.1 Research preparation 

Research began by selecting appropriate marketing stimuli and designing the 

questionnaire used in the main quantitative study. In order to investigate the cognitive 

mechanisms involved in consumer perception of experiential marketing messages, it is 

important to select appropriate marketing stimuli that can stimulate emotional responses. 

Fifteen participants were invited to watch ten promotional videos of tourism and hospitality 

experiences (i.e., vacations, events, theme parks). They were asked to choose the video that 

induced the most emotional imagery. Their emotional responses to the promotional content 
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were determined by their answer to an open-ended question: How do you feel about it? The 

most frequently selected tourism experience was an annual New Year celebration ticketed 

event, the White Party Gold Coast, Australia. The program of this event includes various 

entertaining activities for celebrating New Year’s Eve, from cruise party, beach party, music 

performance and fireworks. Three main emotions (surprise, joy, excitement) attached to the 

event were coded based on the consumption emotions descriptors developed by Richins (1997).  

1.4.4.2 Survey instrument 

The survey instrument used for the following quantitative research was developed with 

four different versions in correspondence with four experimental cells (see Appendix A). The 

experimental design was to test four marketing conditions: two visual formats (static vs. 

dynamic) across two delivery channels (advertising vs. word-of-mouth) and how marketing 

messages in these different conditions are processed by means of mental processes (appraisal 

and imagery). To manipulate two visual format conditions (static vs. dynamic), the official 

poster of the selected event (i.e., static visual message) was used in comparison with the 

promotional video (i.e., dynamic visual message). Indeed, two hypothetical scenarios replicated 

two real-life situations when marketing messages are delivered through word-of-mouth (i.e., 

friend invitation) and advertising.  Four different questionnaire versions were created, 

corresponding with these four experimental cells (two visual formats across two delivery 

channels). Except for the experimental condition, all four questionnaire versions contain similar 

demographic questions, measurements of appraisal dimensions (i.e., goal relevance, novelty), 

imagery (i.e., quality, elaboration), emotions (joy, excitement, surprise) and behavioural 

intentions (see Appendix G).  

The measurement scales of these psychological constructs were adapted from previous 

research in the field. Novelty was operationalised using a three-item scale adapted from Hosany 

(2012) for the context of the ticketed party. Goal relevance was measured by a two-dimension 
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scale containing seven items for goal importance and goal interest which were adapted from 

Ma et al. (2013). Consumer imagery was operationalised using a two-dimension scale with 

fourteen items adapted from Walters et al. (2007) including the imagery quality dimension (four 

items) and imagery elaboration dimension (ten items). Surprise, joy and excitement were 

measured by nine corresponding items extracted from the Consumption Emotion Set (Richins, 

1997). Behavioural intentions were measured by four items reflecting purchase immediacy 

adapted from Walters et al. (2012) and one item reflecting the respondent’s intention to attend. 

1.4.4.3 Sampling and data collection procedure 

The data collection was conducted in November and December 2017. The survey 

instrument was pilot-tested by five respondents for checking its flow, clarity and readability 

before the official stage of data collection. The data collection process was facilitated with the 

assistance of Qualtrics, a well-established research organisation. The questionnaire was made 

available on the Qualtrics’ website. Participants were recruited in public areas of Gold Coast 

and Brisbane (e.g., parks, restaurants, library) and were invited to complete the questionnaire 

on iPads. The survey sample was drawn from potential attendees of the event who live in areas 

close to the event location (Gold Coast & Brisbane, Australia). According to the organiser, this 

targeted sample accounts for about 85% of participants in the yearly event. To make the sample 

more representative and higher in statistical power for structural equation modelling, the 

sampling frame includes participants of different genders and age groups above 18 years old. 

In total, 668 completed questionnaires were collected, of which 655 questionnaires were 

deemed usable for data analysis (see Appendix B for participants’ profile). 

1.4.4.4 Data analysis 

AMOS (version 25) was used to perform structural equation models (SEMs) in order to 

investigate the relationships between psychological constructs (appraisal dimensions, imagery, 

emotions and behavioural intentions) measured in the quantitative survey. SEM has recently 
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grown in popularity because SEM has many advantages over regression and/or path analysis 

approaches to research: (1) SEM allows researchers to model the causal relationships amongst 

latent constructs rather than amongst single observed variables  and (2) SEM partitions out the 

measurement errors of the observed variables and the regression coefficients of SEM represent 

the true relationship between these variables (Byrne, 2016; Ullman & Bentler, 2003). 

The use of SEM requires researchers to make the decision of whether to measure a 

construct reflectively or formatively. The appropriate measurement model has been the subject 

of unsolved debate in the current literature (Wilcox, Howell, & Breivik, 2008). When applying 

the reflective model, scholars assume that the change in the item/indicator X reflects the change 

in the latent construct Y and causality flows from the latent construct Y to the item X. In 

contrast, the formative approach suggests that the causality flows in the opposite direction, from 

the item/indicator X to the latent construct Y (Coltman, Devinney, Midgley, & Venaik, 2008). 

The reflective model remains the dominant approach in theory testing in psychological and 

tourism research, but formative measurement has recently received considerable attention as an 

equally plausible approach (Edwards & Bagozzi, 2000). Mis-specifying formative constructs 

as reflective would result in research bias including: (1) overestimating the structural 

parameters for the latent construct’s effects; or, (2) deleting valid items and compromising the 

content validity of the latent construct (Diamantopoulos, Riefler, & Roth, 2008; Wilcox et al., 

2008). In contrast, improperly using the formative measurement is also related to significant 

problems regarding: (1) formative item/indicator weighting; (2) illuminating the nature of the 

latent construct; and, (3) implausible conclusion of the relationship between endogenous 

formative latent variables and exogenous variables (Cadogan & Lee, 2013; Lee & Cadogan, 

2013). Therefore, researchers are suggested to focus on theoretical considerations before 

empirical testing of measurement models (Borsboom, Mellenbergh, & Van Heerden, 2003; 

Mikulić & Ryan, 2018; Rossiter, 2002). 
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Table 1.2.  Assessing reflective and formative models of psychological constructs 

 Nature of 

construct 

Direction of 

causality 

Characteristics of 

indicators 

Decision of 

measurement 

model 

 Is the construct a 

combination of 

its items? 

Is the causality from 

construct to items or 

from items to 

construct? 

Are items 

interchangeable? 

Do they share a 

common theme? 

The reflective 

or formative 

model? 

Appraisals 

Goal 

importance 

Goal interest 

 

Novelty 

 

No 

 

No 

 

No 

 

From construct to 

items 

From construct to 

items 

From construct to 

items 

 

Yes 

 

Yes 

 

Yes 

 

Reflective 

 

Reflective 

 

Reflective 

Imagery 

Imagery 

quality 

Imagery 

elaboration 

 

No 

 

No 

 

From construct to 

items 

From construct to 

items 

 

Yes 

 

Yes 

 

Reflective 

 

Reflective 

Emotions 

Joy 

 

Excitement 

 

Surprise 

 

No 

 

No 

 

No 

 

From construct to 

items 

From construct to 

items 

From construct to 

items 

 

Yes 

 

Yes 

 

Yes 

 

Reflective 

 

Reflective 

 

Reflective 

(*) Please check Appendix G for the items measuring each latent construct. 

As psychological constructs are “inherently neither reflective nor formative” (Wilcox 

et al., 2008), we applied the framework suggested by (Hair, Hult, Ringle, & Sarstedt, 2016) and 

(Coltman et al., 2008) to assess the appropriate measurement model for appraisal dimensions, 

imagery dimensions and emotions (see Table 1.2). Based on theoretical considerations of three 
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main criteria (nature of construct, direction of causality between items and latent construct, 

characteristics of items used to measure the construct), we decided to apply the reflective 

models to measure psychological constructs (appraisal dimensions, imagery dimensions and 

emotions) included in the quantitative survey. The decision of the reflective model is consistent 

with previous studies in measuring appraisals, imagery and emotional constructs (Kim et al., 

2014; Lee & Gretzel, 2012; Ma, Scott, Gao, & Ding, 2017; Sukhu, Choi, Bujisic, & Bilgihan, 

2018). At this stage of development, the reflective measurement model is an appropriate 

approach for theory testing (Edwards, 2010; Wilcox et al., 2008). 

1.4.5 Phase 3: Qualitative Study 

Following the quantitative study, the third phase consists of a qualitative study to 

provide further insights into consumer cognitive mental processes (appraisal, imagery, 

emotions) and complement the results of the quantitative study. In doing so, in-depth interviews 

were conducted, focusing on consumer mental experiences, thoughts, emotions and behavioural 

intentions when being exposed to the poster and video of the event in random order. In-depth 

interviews were selected as a suitable technique for this study because it allows the author to 

explore directly personal insights (Marshall & Rossman, 2011; Robson, 2002). This technique 

provides rich data. In an in-depth interview, the researcher must ensure participants feel open 

to expressing their thoughts (Robson, 2002). 

1.4.5.1 Interview instrument 

Semi-structured interview methods were applied in order to focus on the research 

problem as interviewers can flexibly skip or generate new questions when appropriate (Kvale, 

2008). Each participant was exposed to the event video and poster in random order. The prompt 

opening question is “What comes to your mind when you watch the video/poster?” Additional 

questions related to consumer appraisals (e.g., how important/interesting is the party in your 

opinion?), imagery (e.g., can you imagine yourself at the party?), emotions (e.g., how do you 
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feel about the party) and behavioural intentions (e.g., how likely to you want to attend the 

party?) were also included in the interview guidance. 

1.4.5.2 Sampling and data collection 

The sample was collected in May 2018. The author invited friends or colleagues for this 

study because the close relationship between the interviewer and the interviewee makes the 

interviewee comfortable to express their thoughts (Decrop & Snelders, 2004). All participants 

live on the Gold Coast, Australia, where the event is hosted. Hence, they belong to the target 

participants of the studied event (see Appendix D for the participants’ profile). There is no 

requirement in terms of the number of respondents for qualitative research because qualitative 

research aims to “collect data until saturation occurs” (Morse, 1995, p. 147). The number of 

participants is satisfactory when there no new information, themes or explanations emerge from 

the data collected (Marshall, 1996). Based on saturation principle (Marshall, 1996; Mason, 

2010; Morse, 1995), twenty participants were involved in the qualitative research. Each 

interview was audio-recorded and later transcribed for further analysis. 

1.4.5.3 Data analysis 

Data interpretation proceeded through iterative thematic and content analysis, which 

allows clarification of research topics (Kwek, Wang, & Weaver, 2019). Leximancer software 

version 4 was used to automatically identify key concepts frequently mentioned in the interview 

transcripts and generate meaning by creating visual concept maps (Scott & Smith, 2005; Scott 

et al., 2017). Following content analysis performed by Leximancer, the interview transcripts 

were coded at three levels (i.e., open, axial and selective coding) from the most descriptive to 

the most interpretative in order to suggest a typology of message receivers (Decrop & Snelders, 

2005). 
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1.4.6 Ethical considerations 

The current PhD research was conducted under the ethical approval of the Griffith 

University Human Research Ethics Committee (Human ethics protocol number: 2017/245). 

The research project was considered low risk because both the survey and interview process 

only collect information, without using any special equipment. The research was, however, 

implemented with careful consideration to minimise any potential risk to participants. All 

respondents gave their consent before becoming involved in this research project, and 

participation was completely voluntary. Participants’ information was kept confidential and 

projected through the deidentification process before analysing and reporting collected data. 

 

1.5 Thesis structure and summary of manuscripts 

Following the thesis with publication format, this PhD thesis comprises five chapters 

(see Figure 1.2). The Introduction chapter provides an overview of the research background, 

research rationale and research objectives. Following the Introduction, three independent, yet 

related manuscripts (i.e., chapters 2, 3, and 4) are included, addressing the proposed research 

objectives. Chapter 5 (discussion and conclusion) further elaborates the research findings and 

integrates the research contributions. In this chapter, future research directions are also 

proposed based on acknowledging the limitations of the current research. 
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Figure 1.2. Thesis structure 
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Figure 1.2 illustrates the structure of the thesis and how each manuscript contributes to 

a better understanding of consumer mental cognitive mechanisms. Specifically, manuscript one 

reviews existing knowledge in tourism and hospitality literature regarding how experiential 

marketing messages are processed through mental processes. Based on research gaps identified 

in manuscript one, empirical studies were conducted to explore further the mental cognitive 

mechanisms involved when consumers perceive experiential marketing messages. Manuscript 

two and three report the results of the empirical studies. Manuscript two focuses on theory 

validation, applying the cognitive appraisal theory in explaining consumer positive emotions 

related to future tourism experiences. Using quantitative data, structural equation modellings 

show significant relationships between appraisal dimensions and positive emotions, validating 

the cognitive appraisal theory. Manuscript three exploits both quantitative and qualitative data 

to provide an extended understanding of the cognitive psychological mechanisms and mental 

processes involved when consumers perceive experiential marketing messages. The dual 

cognitive mechanism model of consumer hedonic consumption behaviour was conceptually 

developed and empirically validated, including the top-down mechanism (i.e., the appraisal 

process) and the bottom-up mechanism (i.e., embodied simulation). 

1.5.1 Summary of manuscript one  

Manuscript one applies the systematic quantitative literature review method to review 

the current literature regarding how experiential marketing messages are perceived through 

mental processes. Seventy relevant tourism papers published in the period from 1997 to 2017 

were included through the systematic selection process. The body of literature in the field is 

dense and complex because researchers have used different concepts or definitions of those 

concepts referring to consumer imagery experiences at different levels of elaboration such as 

mental simulation (Zhao, Hoeffler, & Zauberman, 2011), consumption vision (Walters et al., 

2012), narrative transportation (Ryu et al., 2019; van Laer, Feiereisen, & Visconti, 2019), 
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telepresence (Inma & Francisco, 2014; Wei et al., 2019), imagination (Ghosh & Sarkar, 2016; 

Philips, 2017), fantasy (Chen, 2015; Laing & Crouch, 2009) and memory recall (Kim & Jang, 

2016; Kim & Youn, 2016). Manuscript one provides a theoretically based review and reconciles 

these imagery-related concepts. It points out the underlying assumption of the bottom-up 

mechanism in the existing literature by synthesising research findings in the field into a 

stimulus-organism-response model: sensory stimuli trigger consumer imagery (i.e., organism) 

that leads to cognitive, emotional and behavioural responses. Manuscript one highlights the 

importance of understanding how consumers actively select and interpret experiential 

marketing messages in relation to their disposition (i.e., goals/motives, prior knowledge) for 

further imagery elaboration and emotional experiences via a top-down mechanism (Knobloch 

et al., 2017; Stepchenkova & Mills, 2010). It also suggests that the cognitive appraisal theory 

consists of a firm theoretical basis to advance research in this field. 

1.5.2 Summary of manuscript two 

Grounded on the cognitive appraisal theory, manuscript two focuses on exploring the 

appraisal determinants of consumer pre-consumption emotions in the context of hedonic 

tourism experiences (i.e., a New Year celebration event). There has been a long debate in the 

literature on the causation of emotions. Some authors believe that people experience emotions 

because external stimuli automatically cause psychological responses (i.e., bodily changes) 

(James, 1884; Lange, 1885; Scuttari & Pechlaner, 2017). Others criticise that this approach 

cannot explain why two people have different emotions in response to the same stimulus 

(Hosany, 2012; Johnson & Stewart, 2005). Cognitive appraisal theory provides explanations 

for individual differences in emotional experiences, suggesting that external stimuli are 

subconsciously evaluated through the appraisal process based on various criteria such as its 

novelty, goal relevance, goal congruence, certainty or agency in relation to one’s goals/need 

and knowledge (Cai, Lu, & Gursoy, 2018; Ma et al., 2017; Moors et al., 2013).  
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Using quantitative data, structural equation models (SEMs) confirm the validity of 

appraisal theory, showing that appraisal dimensions (novelty, goal relevance) can explain 

consumer pre-consumption emotions. Findings reported in manuscript two suggest that 

consumer pre-consumption emotions are goal-relevant signals. The elicitation of positive 

emotions related to future consumption experiences informs decision-makers about the 

availability of hedonic experiences that is positively relevant in satisfying their specific 

goals/needs. Therefore, positive emotions beneficially guide consumer hedonic consumption 

behaviour. While validating the cognitive appraisal theory in explaining consumer pre-

consumption emotions related to future tourism experiences, manuscript two poses the question 

about the relationship between consumer imagery and the appraisal process.  

1.5.3 Summary of manuscript three 

Manuscript three addresses the question raised in manuscript two and provides a broader 

picture of how experiential marketing messages are personally perceived by consumers through 

mental processes. It commences by reviewing the relevant body of literature including the 

hedonic tourism motivational model (Goossens, 2000), the cognitive appraisal theory, the 

theory of embodied cognition to develop a dual cognitive mechanism model of consumer 

hedonic consumption behaviour. This model suggests two cognitive mechanisms are involved 

in determining consumer hedonic consumption behaviour: the bottom-up mechanism (i.e., 

embodied simulation) and the top-down mechanism (i.e,. the appraisal process), consistent with 

neuroscience evidence (Baars, 2007; Dijkstra, Zeidman, Ondobaka, van Gerven, & Friston, 

2017). Based on the theory of embodied cognition, consumer imagery is triggered by the 

exposure to experiential marketing messages via the bottom-up mechanism when sensory 

inputs activate correspondent sensorimotor neural systems for recognition and understanding 

purpose (Petit et al., 2019). Furthermore, the appraisal process plays the role of the top-down 

mechanism that direct and motivate consumer imagery elaboration of novel and goal-relevant 
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sensory information and determine the elicitation of consumer emotions. Through the cognitive 

appraisal theory, consumers actively select and interpret experiential marketing messages to 

create their own “dream” and self-imagination of future consumption experiences. Consumer 

imagery and emotions, in turn, inspire hedonic consumption behaviour. 

Manuscript three empirically tests the proposed model based on sequential explanatory 

research. Quantitative research outcomes support the model as structural equation modellings 

of quantitative data show significant correlations between appraisal dimensions (i.e., goal 

relevance, novelty) and consumer hedonic responses (imagery and emotions), supporting the 

top-down mechanism. Also, through experimental quantitative design, it is found that dynamic 

visual content (video) is processed at higher levels of imagery processing than static visual 

content (poster), aligning with the bottom-up mechanism. Following the quantitative study, the 

relationships between these mental processes (appraisal, imagery and emotions) were further 

explored by an explanatory qualitative study. Results of the qualitative phase shed light on how 

and when the appraisal dimensions direct imagery elaboration and elicit emotions.  

Manuscript three provides empirical evidence to validate the dual cognitive mechanism 

model of consumer hedonic consumption behaviour in the context of hedonic tourism 

experiences. It highlights the vital role of the appraisal process as the top-down mechanism by 

which consumers actively select and interpret experiential marketing messages in relation to 

their disposition (i.e., goals/motives, prior knowledge). The investigation of the appraisal 

process clarifies the goal-directed characteristic of consumer hedonic consumption behaviour 

(Bagozzi, Baumgartner, Pieters, & Zeelenberg, 2000; Perugini & Bagozzi, 2001): consumer 

imagery and positive emotions are goal-relevant signals that allow consumers to subconsciously 

and quickly recognise and select goal-relevant experiences in the decision-making process. 

Therefore, manuscript three recommends a customer-centric approach in designing and 

promoting tourism experiences in replacement of the current “one-size-fits-all” approach. 
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1.6 Chapter conclusion 

In summary, this chapter provides a clear introduction to the thesis by discussing the research 

background, definitions of key concepts, research objectives, methodology and thesis structure. 

It highlights the theoretical gap in the existing literature that paved the way for the current PhD 

research. It then indicates the methodology and research design guided by a post-positivism 

paradigm and a critical realism ontology to capture the complexity of mental processes involved 

in consumer perception of experiential marketing messages. The chapter concludes by 

delineating the thesis structure. Following the thesis with publication format, the next three 

chapters integrate three manuscripts that report research outcomes of three research phases (i.e., 

literature review, theory validation and theory development).  
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CHAPTER 2. LITERATURE REVIEW (MANUSCRIPT ONE) 

This chapter is about a systematic quantitative literature review that assesses the current state 

of experiential marketing research in tourism and hospitality literature. This chapter presents a 

published study: Le, D., Scott, N., & Lohmann, G. (2019). Applying experiential marketing in 

selling tourism dreams. Journal of Travel & Tourism Marketing, 36(2), 220-235. 

DOI:10.1080/10548408.2018.1526158.  

This review paper explored 70 journal articles published in the period 1997-2017 that 

investigate how experiential marketing messages are perceived by consumers through mental 

imagery processing, with cognitive, emotional and behavioural consequences. Recent studies 

published in 2018 & 2019, which are not included in the published paper, are reviewed in 

section 2.6 of updating the literature review. 

My contribution to the paper involved: the collection of the systematic quantitative 

literature review database, data analyses, categorisation of the data into tables and figure in the 

paper, drafting of the manuscript, revision of the manuscript and submission to the journal. 

(*) The consent of both co-authors was obtained for inclusion of this paper in the present thesis. 

The original article is incorporated into the current thesis, with minor adaption to formatting 

as required by Griffith University. 

(Signed) _____________________________________________________(Date) 09/09/2019 

Dung Le (Corresponding author) 

(Countersigned) _______________________________________________(Date) 09/09/2019 

Noel Scott 

(Countersigned) _______________________________________________(Date) 09/09/2019 

Gui Lohmann  

https://www.tandfonline.com/doi/full/10.1080/10548408.2018.1526158
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Applying experiential marketing in selling tourism dreams. 

Dung Lea, Noel Scotta and Gui Lohmannb 

a
 Griffith Institute of Tourism, Griffith University, Australia;  

b Griffith Aviation & Griffith Institute for Tourism (GIFT), Griffith University, Australia 

Abstract: Experiential marketing is effective in influencing tourist behaviour because pleasure 

tourists travel in pursuit of fantasies and positive emotions. The influences of experiential 

marketing on tourist behaviour depends on tourist imagery processing (i.e. the mental system 

involved in processing experiential stimuli). This theme has recently attracted the attention of 

tourism academics, but it lacks guidance for researchers to navigate the dense, complex 

literature. Hence, this paper aims to provide a theoretically based review of imagery processing 

research in tourism. The systematic quantitative literature review method is applied to select 

and analyse seventy relevant papers published in the period from 1997 to 2017. In doing so, 

this review reconciles imagery-related concepts such as mental simulation, consumption vision, 

narrative transportation, telepresence, imagination, fantasy and memory recall. Moreover, a 

general framework of tourist behaviour is developed to explain how experiential marketing 

influences tourist behaviour by means of mental processes. This paper insists on further 

applications of experiential marketing for tourist experience management and highlights the 

necessity of customising marketing stimuli to target different tourist segments. 

Keywords: imagery processing, experiential marketing, systematic review, tourist experiences, 

imagination 

2.1 Introduction 

Tourism research is shifting from a traditional view of “tourists-as-rational-decision-makers” 

to a more comprehensive understanding of both experiential and rational determinants of tourist 

decisions. Traditional theories such as utility theories (Lancaster, 1966) and the theory of 
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planned behaviour (Ajzen & Fishbein, 1977) are problematic in explaining tourist behaviour 

because they neglect the experiential aspects of tourism consumption (Holbrook & Hirschman, 

1982). Moreover, rational theories operate as input-output (i.e. stimulus-response) models 

without explaining the mechanism in between (McCabe, Li, & Chen, 2016). Dual-processing 

theories based on psychological processes address these limitations (Evans, 2008). According 

to dual-processing theory, tourists engage in two distinctive but complementary systems when 

making decisions: System 1 is fast, automatic, experiential and related to affective factors; 

while System 2 is slow, rational, analytic and related to rational thinking (Holbrook & 

Hirschman, 1982; Kahneman, 2011). The final decision is made based on a satisficing trade-

off between these two systems (Evans, 2006). Neuroscience studies provide strong evidence 

for dual-processing models by identifying two brain systems, one related to affective responses 

(i.e. amygdala-dependent system) and another to cognitive reasoning (i.e. orbitofrontal-

dependent system) (Bechara, Noel, & Crone, 2006; Phelps, Lempert, & Sokol-Hessner, 2014). 

These new decision-making theories provide tourism marketers with innovative 

techniques to promote destinations and sell tourism products/services. As pleasure tourists seek 

experiential benefits such as fantasies, feelings and fun; traditional marketing focusing on 

product characteristics and functional benefits (i.e. rational factors) may not be effective 

(Barnes, Mattsson, & Sørensen, 2016). Experiential marketing, instead, uses sensory and 

symbolic stimuli to evoke imaginative and emotional responses during the decision process 

(Schmitt, 1999; Tsaur, Chiu, & Wang, 2007). For example, movies and TV dramas engage the 

audience with imaginative fantasies about a place; leading tourists to visit the film’s locations 

(Hudson & Ritchie, 2006; Kim & Assaker, 2014; Kim & Kim, 2017a). Destination marketers 

promote tourism dreams using experiential marketing stimuli including print advertisements 

(Ghosh & Sarkar, 2016; Walters et al., 2007), mini-movies (Gong & Tung, 2017), stories (Kim 

& Youn, 2016) and websites (Choi, Ok, & Choi, 2016; Hyun & O'Keefe, 2012). 
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 The effectiveness of experiential marketing depends on how these stimuli are perceived 

and influence decision-making through the mental imagery processing (Escalas, 2004; 

Holbrook & Hirschman, 1982). Imagery processing is “a (mental) process (not a structure) by 

which sensory information is represented in working memory” (MacInnis & Price, 1987, p. 

473). Here imagery processing defined as a mental process, and hence distinct from the concept 

of a destination image which is a knowledge structure related to a destination (i.e. destination 

associations) (Boulding, 1956; Echtner & Ritchie, 1991; Josiassen, Assaf, Woo, & Kock, 2016; 

Kock, Josiassen, & Assaf, 2016). The definition also distinguishes imagery processing from the 

use of imagery as a general term referring to photos, pictures or visual images (Thompson, 

Hannam, & Petrie, 2012).  

A significant literature examines the role of imagery processing in mediating the 

influences of experiential marketing on tourist behaviour using terms such as mental imagery 

(Kim et al., 2014), mental simulation (Jeong & Jang, 2016), consumption vision (Walters et al., 

2007), narrative transportation (Hu, Chen, & King, 2014), telepresence (Hyun & O'Keefe, 

2012), imagination (Ghosh & Sarkar, 2016), fantasies (Laing & Crouch, 2009) and memory 

recall (Kim & Jang, 2016). These concepts refer to tourist imagery processing at different levels 

of elaboration; that is the extent to which new experiential and sensory information is processed 

in working memory and integrated with prior knowledge structures (MacInnis & Price, 1987).  

However, the existence of numerous imagery-related concepts (i.e. mental imagery, 

mental simulation, consumption vision, transportation, telepresence, imagination, fantasies, 

memory recall) has led to a dense, complex and somewhat disconnected body of literature. 

Against this background, this paper provides a theoretically based review and reconciliation of 

these diverse concepts.  

The contribution of this review is threefold. First, the paper provides a useful guide for 

academics and professionals in navigating tourist imagery processing research. Second, a 
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general framework based on dual-system mental processing (i.e. rational and imagery) 

approach is proposed to understand tourist experience and behaviour. These dual mental 

processes mediate how experiential stimuli influence tourist behaviour, but imagery processing 

is superior (Thompson & Hamilton, 2006).  This framework explains tourist differences in 

perceiving experiential stimuli and raises the call for a customising approach to experiential 

marketing. Third, future research directions are discussed to address the research gaps in the 

literature. 

2.2 Review methodology 

This study applies a systematic quantitative literature review (SQLR) method to provide a 

reliable and reproducible approach in searching, extracting and synthesising the body of 

literature (Pickering & Byrne, 2014). SQLR consists of five stages: (1) defining the research 

questions; (2) formulating the review protocol; (3) searching the literature; (4) extracting the 

relevant literature; and (5) synthesising the findings (see Figure 1) (Yang, Khoo-Lattimore, & 

Arcodia, 2017). First, the main objective of the review was to explore how tourist imagery 

processing has been studied in the tourism literature. Second, a review protocol was created 

including concepts related to imagery processing (i.e. imagery processing, mental imagery, 

mental simulation, imagination, consumption vision, fantasy, telepresence, transportation and 

autobiographical memory) and tourism (i.e. tourism, travel, tourists, visitors) as search terms 

(Pickering & Byrne, 2014). Third, the literature search was conducted across the main tourism 

databases to identify papers containing the aforementioned keywords in the title, abstract and 

keywords. The seven most relevant databases for tourism research include (1) EBSCO Host 

(Hospitality and Tourism Complete); (2) Science Direct (Elsevier); (3) Emerald; (4) Scopus; 

(5) Web of Science; (6) ProQuest; and (7) Sage publications (Figueroa-Domecq, Pritchard, 

Segovia-Pérez, Morgan, & Villace-Molinero, 2015; Yang et al., 2017). The search in Science 

Direct, Scopus and Web of Science was limited to the social science discipline (Yang et al., 
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2017). The review covered the period from 1997 to 2017 in order to identify research trends 

(Li, 2008). Only English-language peer-reviewed journal articles were included (Figueroa-

Domecq et al., 2015).  
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Figure 2.1. Systematic quantitative literature review process  

Identification 

1         1,489 records found from searching 7 databases 

1,250 records after duplicates were removed 

P
A

P
E

R
 S

E
L

E
C

T
IO

N
 P

R
O

C
E

S
S

 (
S

T
E

P
 3

) 

Abstract screening 

79 papers selected for 

full-text assessment  

Full-text 

assessment 

64 eligible 

papers 

 

1,171 records 

excluded 

15 paper 

excluded with 

reasons 

Final selection 

70 papers included 

in synthesis 

6 additional papers 

identified through 

references lists  

STEP 4 

Extract literature 

(Enter key information of selected 

papers in a summary table) 

STEP 1 

Define research 

objectives & 

research questions 

STEP 2 

Formulate the review 

protocol (search terms, 

databases, selection criteria) 

STEP 3 

 

Search literature 

 

STEP 5 

Synthesise findings 

(Content analysis & identification of 

research gaps) 



35 

 

The authors applied a four-filter process for paper selection purpose (see Figure 2.1). In 

August 2017, a literature search resulted in 1,489 records. After duplicate records were 

eliminated, 1,250 publications were found to meet the established search criteria. Next, the 

abstract was read in a screening process, and the authors deleted 1,175 papers which used the 

term imagery as a general term (i.e. tourism photographs or images) and not related to mental 

imagery processing. This process left 79 papers for full-text assessment. Among them, 15 

studies were found to be out of review scope because the main concept (i.e. destination/tourist 

imagery) was conceptualised differently from this review approach. For example, some papers 

used content analysis to explore the representations of a destination in marketing brochures 

without discussing how these experiential materials are processed through imagery processing 

(i.e. the focus of this review) (Buzinde, Santos, & Smith, 2006; Kanemasu, 2013). Others 

studied destination associations which represent tourist knowledge structures related to a place 

(Adams, 2004), a specific country (Andersen, Prentice, & Guerin, 1997) or a continent (Shim, 

Vargas, & Santos, 2015). This conceptualisation of destination imagery is distinct from our 

review approach (i.e. imagery processing as a mental process) (Josiassen et al., 2016; MacInnis 

& Price, 1987).  As a consequence, 64 papers were selected for further consideration. The 

authors scanned references from papers to identify six more relevant papers missed in the search 

process (Pickering & Byrne, 2014). Finally, 70 papers were considered for review. 

Fourth, relevant information from the selected papers (n=70) was extracted and 

summarised in an Excel spreadsheet (i.e. authors, years, journal, key concepts, key findings). 

The last step of this SQLR was to use content analysis techniques for synthesizing knowledge. 

Leximancer was employed at this stage to identify key concepts and research topics (Indulska, 

Hovorka, & Recker, 2012). This software replicates manual coding procedures by the use of 

algorithms, machine learning and statistical processes, reducing human bias related to human 

coding and interpretation (Dann, 2010). Leximancer also analyses the meanings within text 

documents and visualises the relationships between key concepts by generating concept maps 
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(Scott & Smith, 2005). Key concepts related to tourist imagery processing were then classified 

according to several main dimensions (i.e. the level of elaboration, referencing characteristics 

and time-orientation) (Escalas, 2004; MacInnis & Price, 1987). Finally, the findings were 

organised into a framework to represent both the antecedents, consequences and moderators of 

tourist imagery processing. 

2.3 Findings 

2.3.1 Overview of selected papers 

Research interest in tourist imagery processing has increased significantly during the review 

period (1997-2017), with a particularly noticeable increase papers published from 2012 to 2016 

(Figure 2.2). Overall, 42 of 70 reviewed papers were published in the top ten listed journals. 
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Journal name No of articles 

Journal of Consumer Research 10 

Journal of Travel Research 5 

Journal of Advertising 4 

Journal of Marketing Research 4 

Journal of Travel & Tourism Marketing 4 

Journal of Vacation Marketing 4 

Psychology & Marketing 4 

Journal of Business Research 3 

Annals of Tourism Research 2 

Computers in Human Behavior 2 

International Journal of Tourism Research 2 

Journal of Consumer Psychology 2 

Journal of International Consumer 

Marketing 

2 

Tourism Management 2 

Other journals 20 

 

Figure 2.2. Papers selected by publication journal and time (n=70). 
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In the selected papers, quantitative methods were the dominant approach used (57 

papers), followed by qualitative methods (six papers), five reviews and conceptual papers and 

two mix-method papers (Figure 2.3). Experiments were the most used quantitative methods (47 

papers) as they are effective in testing causal relationships between variables (Cooper & 

Schindler, 2003; Punch, 2013). 

 

 

 

Figure 2.3. Research methods used in selected papers 
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were removed from the concepts identified during text processing; (2) a custom configuration 

and thesaurus were established; (3) several steps for examining the results, exploring and 

modifying settings were repeated to obtain interpretable outcome; and (4) relevant concepts and 
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& Chen, 2015). 
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 A concept map was generated from Leximancer, providing nine key themes as 

visualised on Figure 2.4. These were classified in order of importance by the number of text 

blocks associated with each theme (i.e. hits) (Scott et al., 2017): imagery processing (321 hits), 

tourist behaviour (259 hits), telepresence (174 hits), stimuli design (114 hits), tourism (44 hits), 

imagination (39 hits), transportation (11 hits) and fantasy (5 hits). Three important themes are 

further analysed in this paper: how imagery processing has been studied (i.e. imagery 

processing), how imagery processing influences tourist behaviour (i.e. tourist behaviour), and 

how marketing stimuli should be designed to evoke imagery processing (i.e. stimuli design). 

Other themes like telepresence, imagination, transportation, and fantasy represented different 

forms of imagery processing experiences that are discussed in the next section.  

 

Figure 2.4. Concept map by Leximancer 
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2.3.3 Different forms of imagery processing experiences 

Tourist imagery processing is a theoretical umbrella that covers a wide range of mental 

experiences which can be arranged along an elaboration continuum (Figure 5). The level of 

elaboration represents the extent to which sensory information is processed in working memory 

and integrated with prior knowledge structures (MacInnis & Price, 1987). A limited number of 

marketing studies studied low-elaboration imagery processing using a “How do I feel about it?” 

heuristic (Pham, 1998; Schwarz, 2011). When tourists engage in low-elaboration imagery 

processing (i.e. non-enactive imagery), they hold mental images of a place or a product/service 

in mind and inspect their feelings to make decisions (Pham, 1998). High-elaboration imagery 

processing (i.e. enactive imagery) leads to the creation of hypothetical scenarios (Goossens, 

1994). At high levels of elaboration, imagery processing enables tourists to form consumption 

vision (Walters et al., 2007), to experience feelings of being transported to another place (Hu 

et al., 2014) and to immerse themselves in imagination and fantasy (Laing & Crouch, 2009). 

Engaging in high-elaboration imagery processing is one pathway to flow experiences (Jeon, 

Ok, & Choi, 2017; Mollen & Wilson, 2010). 
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Concept  DefinitioDefinition 

Autobiographical  

memory retrieval 

 Recollection of personal events that were experienced at a specific moment 

in time & within a particular context (Kim & Jang, 2016, p. 323) 

Mental simulation 
 The imitative mental representation of some event or series of events 

(Escalas, 2004, p. 37) 

Consumption vision  Visual images of certain product-related behaviours & their consequences 

- they consist of concrete and vivid mental images that enable consumers 

to vicariously experience the self-relevant consequences of product use 

(Phillips, Olson, & Baumgartner, 1995, p. 27) 

Telepresence 

 The illusion of being present in remote spaces mediated by a computer 

while they were dealing with design aspects in robotics and computer-

based environments (Inma & Francisco, 2014, p. 509) 

Transportation 
 A combination of attention, imagery and feelings with a focus on story-

related events (Hu et al., 2014, p. 297) 

Imagination  The capacity for “seeing things in one’s head” or “in the mind’s eye” 

(Chronis et al., 2012, p. 262) 

Fantasy  Fantasy imagery constructed from the individual’s imagination (Clarke, 

2013, p. 76) 

Figure 2.5. Tourist imagery processing at different levels of elaboration 

At high levels of elaboration, tourist imagery processing also varies in two other 

dimensions: time-orientation (past, present, future) and referencing characteristics (self-

imagery versus non-self-imagery) (see Table 1). Through high-elaboration imagery processing, 

tourists can pre-experience future holidays (i.e. future-oriented imagery), enrich their 

experiences on site (i.e. present-oriented imagery) and re-experience past vacations (i.e. past-

oriented imagery) (Escalas, 2004). In other words, they can mentally travel in time (Suddendorf 

& Corballis, 1997, 2007). The concept “mental time travel” is supported by neuroscience 

evidence that people remember the past, perceive the present, and simulate the future using the 

same core brain network (Buckner & Carroll, 2007). By engaging in high-elaboration imagery 

processing, tourists imagine different scenarios about themselves (self-referencing imagery) or 
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others (other-referencing imagery). As it is easier for people to create self-relevant imagination 

than other-relevant imagination (Bone & Ellen, 1992), self-imagery processing research is 

dominant in the literature. Only one paper investigating other-imagery processing was 

identified (Kim & Youn, 2016). 

When tourists engage in self-relevant imagery processing, they can have different visual 

perspectives (first-person versus third-person perspective) (Hung & Mukhopadhyay, 2011; 

Libby, Shaeffer, Eibach, & Slemmer, 2007) and imagery focus (outcome versus process focus) 

(Escalas & Luce, 2004; Zhao, Hoeffler, & Zauberman, 2007). Hence, the same advertisement 

of a beach vacation can be processed differently by members of an audience and results in 

diverse fantasies. A young girl can imagine a beach vacation from a first-person perspective 

(i.e. looking at the beach through her own eyes) or try to anticipate how others may look at her 

(i.e. seeing herself through observers’ eyes). A married man may imagine his family relaxing 

on the beach (i.e. outcome-focused imagery) while his wife may visualise in her mind concrete 

step-by-step process to organise this vacation (i.e. process-focused imagery). 

 

Table 2.1. A classification of tourist imagery experiences in 70 reviewed papers 

Time- 

oriented 

Referencing 

Self-imagery Other-imagery 

Past Autobiographical memory retrieval with vivid images (Kim, 

2010; Kim & Jang, 2016; Yin, Poon, & Su, 2017) 

Post-consumption imagery (Lakshmanan & Krishnan, 2009) 

Fantasy imagery (Laing & Crouch, 2009) 

Recall of a story or 

movie about others 

with vivid images 

(Kim & Youn, 

2016) 

 

Time- 

oriented 

Referencing 

Self-imagery Other-imagery 
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Present Interpretation of lived experiences with vivid images (Roy & 

Tai, 2003) 

Imagination (Chronis, Arnould, & Hampton, 2012; Derbaix 

& Gombault, 2016; Ghosh & Sarkar, 2016) 

Reading a story or 

watching a movie 

about others with 

vivid images 

Future Mental simulation with vivid images (Escalas, 2004; Escalas 

& Luce, 2004; Jeong & Jang, 2016; Zhao et al., 2007, 2011) 

Mental imagery (Babin & Burns, 1997, 1998; Beichen & 

Cherian, 2010; Cornil & Chandon, 2016; Daou & Amira, 

2016; Ding & Keh, 2017; Fennis et al., 2012; Goossens, 2000; 

Hung & Wyer Jr, 2011; Inma & Francisco, 2014; Jiang, 

Adaval, Steinhart, & Wyer, 2014; Jiang & Wyer, 2009; 

Kamleitner, 2011; Kim et al., 2014; Kwortnik & Ross, 2007; 

Lao, 2013; Lee, 2012; Lee & Gretzel, 2012; Lee, Gretzel, & 

Law, 2010; Lee & Qiu, 2009; Libby et al., 2007; Miller & 

Stoica, 2004; Peck et al., 2013; Petrova & Cialdini, 2005; 

Prugsamatz, Ofstad, & Allen, 2006; Schlosser, 2003; 

Soliman, Buehler, & Peetz, 2017; Weiler et al., 2016; Whiting 

& Dixon, 2013; Yoo & Kim, 2014) 

Consumption vision (Chang, 2012; Sparks & Wang, 2014; 

Walters et al., 2007, 2012) 

Transportation (Hu et al., 2014; Lien & Chen, 2013; Van Laer 

et al., 2014; Wong, Lee, & Lee, 2016)  

Telepresence (Choi et al., 2016; Fiore et al., 2005; Hyun, Lee, 

& Hu, 2009; Inma & Francisco, 2014) 

Imagination (Ghosh & Sarkar, 2016) 

Fantasy (Clarke, 2013) 

Imagination of a 

story about others 

in the future with 

vivid images 

 

Source: Adapted from Escalas (2004) 

2.3.4 A general framework of tourist behaviour 

Research findings of selected papers were coded and organised into a framework to 

explain tourist behaviour from a mental processing perspective. Even though this review 
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focuses only on tourist imagery processing, both rational/analytical and experiential/imagery 

processing are integrated into the framework (Figure 6). This approach is justified because 

tourists use both systems to process information and make decisions (Holbrook & Hirschman, 

1982; Paivio, 2013). Rational/analytical processing enables humans to encode information in 

the form of abstract symbols, words, and numbers while experiential/imagery processing 

involves encoding information in sensory forms and blending it into individuals’ thoughts, 

beliefs and experiences (Epstein, 1991; Schlosser, 2003). Therefore, imagery processing 

predominates in case of experiential/sensory stimuli (Thompson & Hamilton, 2006).  
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Figure 2.6. A general framework of tourist behaviour 

2.3.4.1 Determinants of tourist imagery processing 

Experiential marketing stimuli are designed for inducing tourist high-elaboration imagery 

processing as a strategy to influence tourist behaviour (Babin & Burns, 1997; Petrova & 

Cialdini, 2008). Three key elements of successful design have been identified in the literature 

including representation forms, message content characteristics and the presence/absence of an 

instruction to imagine.  
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Regarding representation forms, pictorial, narrative and multisensory forms of 

experiential stimuli are more likely to be processed at high levels of imagery elaboration. The 

use of pictures is crucial in designing experiential advertisements (Walters et al., 2007) and 

tourism websites (Lee & Gretzel, 2012). Similarly, videos are better than audio stimuli in 

generating emotional imagery (Kim et al., 2014) and memory recall (Kim & Youn, 2016). 

Advanced visual technologies such as dynamic product presentation (i.e., a mix-and-match 

feature allowing the creation of visual images of apparel combinations) (Overmars & Poels, 

2015), 3D visualisation (Lee, 2012), virtual interaction (Fiore et al., 2005; Schlosser, 2003), 

and animation (Argyriou, 2012) also enhance tourist imagery processing. Second, experiential 

messages should be represented as stories. Narrative advertisements allow the audience to 

immerse themselves in imagined vacations (Chang, 2013; Lien & Chen, 2013). Third, 

experiential marketing containing multisensory elements such as olfactory and haptic cues, 

facilitate the creation of fantasies and dreams (Ghosh & Sarkar, 2016; Krishna, Cian, & 

Sokolova, 2016).  

Moreover, the successful design of experiential stimuli relies on content development. 

For example, pictorial advertisements displaying product consumption are better than pictorial 

advertisements showing only the product itself in inducing tourist high-elaboration imagery 

processing (Beichen & Cherian, 2010; Chang, 2012; Yoo & Kim, 2014). Advertisements 

containing natural pictures (Sparks & Wang, 2014), pictures of similar perspectives (Jiang et 

al., 2014) and photos of tangible features (versus intangible features) (Ding & Keh, 2017) are 

more likely to be processed at higher levels of imagery elaboration and imagery vividness. 

Narrative themes (Wong et al., 2016) and the perceived authenticity of the story (Kim & Youn, 

2016) are key factors to enhance tourist imagery processing. 

It is also important to exclude rational/analytical information when designing 

experiential marketing stimuli. Given that experiential/imagery processing and 
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rational/analytical processing are both resource-demanding (MacInnis & Price, 1987), these 

two systems may compete in processing marketing advertisements due to the limited capacity 

of working memory (Baars, 2007). Mixed-design marketing stimuli limit the elaboration of 

both rational and imagery processing systems. Hence, experiential marketing messages 

containing rational arguments (Lien & Chen, 2013) or statistical/comparative information 

(Thompson & Hamilton, 2006) are not effective in inducing high-elaboration imagery 

processing. 

Finally, tourism marketers should be careful in adding an instruction to imagine such as 

“imagine yourself…” in experiential ads. An instruction to imagine is effective in attracting 

tourists’ attention (Babin & Burns, 1997) and engaging the audience in imagery processing 

(Hung & Mukhopadhyay, 2011; Kamleitner, 2011). However, the inclusion of such instructions 

may be negative if the advertisement does not have a visual appeal (Chang, 2012; Walters et 

al., 2007) or the targeted audience has low imagery ability (Petrova & Cialdini, 2005). 

2.3.4.2 Moderators of tourist imagery processing 

Moderators of tourist imagery processing can be grouped into individual and situational factors. 

The same experiential stimulus can be processed differently by members of an audience due to 

individual differences in decision goals (anticipated satisfaction versus choice) (Shiv & Huber, 

2000), imagery ability (Chang, 2013; Fennis et al., 2012), cultural background (Beichen & 

Cherian, 2010; Wang & Sparks, 2016) and their openness to a different culture (Kim & Jang, 

2016). Experiential marketing is usually effective in influencing tourist behaviour because most 

people have some imagery processing ability (Lee & Gretzel, 2010). Marketing messages 

targeting mass tourism markets should contain rich visual content and multi-sensory elements 

including olfactory, haptic, auditory cues to facilitate imagery processing in case the audience 

has low imagery ability (Krishna, Morrin, & Sayin, 2013). 
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Situational factors also have a strong impact on tourist imagery processing. On the one 

hand, tourists encounter imagery difficulty under high cognitive load conditions such as dealing 

with an irrelevant visual-processing task (i.e. viewing irrelevant pictures) (Bolls & Muehling, 

2007) or rational distraction task (i.e. memorising a nine-digit number) (Shiv & Huber, 2000). 

In contrast, when individuals close their eyes, their imagery processing is significantly 

improved (Peck et al., 2013). On the other hand, tourists also experience imagery processing 

difficulty due to psychological distances (e.g., temporal, spatial, and social distances) between 

their imagined event and their reference point (here and now) (Trope & Liberman, 2010). The 

moderating role of psychological distance in imagery processing explains why people 

demonstrate preference inconsistency over time (Zhao et al., 2007). Therefore, familiar 

elements such as celebrity, symbolic features of the destination and familiar context, should be 

employed in marketing advertisements to reduce psychological distance and enhance the 

audience’s imagery processing (Ding & Keh, 2017; Hung & Wyer Jr, 2011). 

2.3.4.3 Consequences of tourist imagery processing 

Tourist imagery processing has both direct and indirect influences on tourist behaviour. Given 

that the simple act of thinking about a behaviour can increase the likelihood to engage in that 

behaviour (James, 1890), tourist imagery processing directly impacts individual evaluations 

(Ding & Keh, 2017; Jiang et al., 2014) and behavioural intentions (Cornil & Chandon, 2016; 

Kim & Youn, 2016). Indeed, tourist imagery processing also indirectly influences tourist 

behaviour through its cognitive and affective consequences. 

Tourist imagery processing also results in affective consequences which determine 

tourists’ experiential decisions (Goossens, 2000; Kwortnik & Ross, 2007). Tourists make 

decisions to pursue actions linked to positive emotions like happiness and joy, while avoiding 

situations associated with negative emotions, such as regret or disappointment (Baumeister, 

Vohs, DeWall, & Zhang, 2007). Without affective consequences, imagery processing may not 
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influence tourist behaviour (Lang, 1977, 1979). Indeed, affective consequences are included in 

some tourist imagery processing measurement scales of as a valence dimension - positive versus 

negative affect (Miller et al., 2000; Weiler et al., 2016). Research on tourist imagery processing 

often focuses only on positive affect because of the hedonic nature of leisure tourism 

consumption (Kim et al., 2014; Walters et al., 2012; Yin et al., 2017). 

In addition to affective consequences, tourist imagery processing may result in cognitive 

consequences such as changes in tourist attitude and perception. High-elaboration imagery 

processing is found to have a positive influence on attitude towards an advertisement (Lee, 

2012; Lien & Chen, 2013) and attitude towards a brand (Chang, 2013; Fennis et al., 2012; Peck 

et al., 2013). Imagery processing also increases confidence in attitude, attitude resistance (Lee 

& Gretzel, 2012), perceived usefulness (Lee, 2012) and perceived value (Fiore et al., 2005; 

Overmars & Poels, 2015). Moreover, high-elaboration imagery processing decreases perceived 

risk related to an international trip (Hu et al., 2014) and contributes to the formation of 

destination image (Matos, Mendes, & Pinto, 2015; Weiler et al., 2016) as well as false memories 

(Lakshmanan & Krishnan, 2009). These cognitive consequences, in turn, have a potent 

influence on tourist behaviour. 

2.3.4.4 Moderators of imagery consequences 

Moderating factors such as product and consumer characteristics also influence the effect of 

tourist imagery processing on tourist behaviour. Tourist imagery processing has more powerful 

effects on tourist behaviour/decisions related to experiential products/services (Chang, 2012; 

Ding & Keh, 2017; Fennis et al., 2012) and positive events (Lee & Qiu, 2009). Travel-related 

decisions are likely to be influenced by tourist imagination and fantasies due to tourisms’ 

hedonic and experiential nature. 

Differences in a tourist’s processing style (Zhao et al., 2011) and level of involvement 

(Escalas & Luce, 2004) can also moderate the impact of tourist imagery processing on tourist 
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behaviour. Tourists may be classified into verbalisers and visualisers, based on their dominant 

information processing system (Childers, Houston, & Heckler, 1985; Richardson, 1977). 

Verbalisers strongly engage in rational/analytical processing while visualisers rely more on 

experiential/imagery processing for decision-making purposes. Hence, visualisers are more 

receptive to experiential marketing (Chang, 2012). The level of involvement also moderates 

tourist imagery processing’ consequences. When people have low to moderate levels of 

involvement and engage in process-focused imagery processing, they are more likely to be 

influenced by advertisements using rational arguments (Escalas & Luce, 2004).  

2.4 Discussion 

A comprehensive understanding of tourist imagery processing is crucial to explain how 

experiential marketing influence tourist behaviour. This research highlights a number of 

research gaps to discuss directions for future research. 

2.4.1 Experiential marketing for tourist experience management 

Tourist imagery processing evoked by experiential marketing has a role in shaping tourist 

experiences at different stages of their visit. Pre-trip, exposure to experiential marketing 

messages engages tourists in future-oriented imagery processing creating fantasies and dreams 

about possible vacations (Goossens, 2000; Hu et al., 2014). This mental process results in 

emotional responses which influence decision-making (Holbrook & Hirschman, 1982; 

Kwortnik & Ross, 2007). Arrival at a destination triggers high-elaboration imagery processing 

based on prior knowledge about the place (MacInnis & Price, 1987), enabling a tourist to co-

create their own experiences. For example, tourists immerse themselves in their narrative 

imagination based on known stories about a historic site during their visit (Chronis et al., 2012). 

This present-oriented imagery processing has the power to transform a visit to an almost empty 

place into an authentic and special experience (Derbaix & Gombault, 2016). Post-trip, tourists 

often engage in past-oriented imagery processing to savour their holiday memories (Filep, Cao, 
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Jiang, & DeLacy, 2013) and create their own stories and fantasies around their past experiences 

(Alonso & O'Neill, 2012; Laing & Crouch, 2009). Such a recollection and reconstruction 

process of past holiday experiences determines tourist revisit intentions, word-of-mouth and 

purchase decisions of destination-related products (Kim & Jang, 2016; Lakshmanan & 

Krishnan, 2009; Yin et al., 2017). 

More research on tourist present-oriented and past-oriented imagery processing would 

complement current tourism research to date which focuses on future-oriented imagery 

processing. Only a small number of studies explore present- and past-oriented imagery 

processing (see Table 1). Pre-trip experiential marketing is effective in influencing first-time 

visitors’ behaviour by inducing future-oriented imagery processing. However, on-site and post-

trip experiential marketing are important because tourist imagination onsite and memories 

retrieval influence revisit intentions and word-of-mouth (Kim & Jang, 2016; Roy & Tai, 2003). 

On the one hand, future studies can investigate different imagery-provoking strategies in 

staging tourist experiences on site. On the other hand, exploring tourist imagery processing of 

post-trip experiential marketing suggest ways to enhance and reconstruct tourist remembered 

experiences (Braun, Grinley, & Loftus, 2006). 

Research on tourist imagery processing at the post-trip stage can serve two important 

purposes. First, tourist past-oriented imagery processing improves the memorability of an 

experience. Given that tourist memory fades away over time (Larsen & Jenssen, 2004), 

exposure to relevant experiential/sensory cues can improve memory recall (Kim & Jang, 2016). 

Future studies should examine how tourism marketers can apply post-trip experiential 

marketing to enhance tourist memory recall. For example, marketers can encourage tourists to 

share videos online as a way to bring back travel memories (Tussyadiah & Fesenmaier, 2009). 

The recollection of tourist experiences is important because remembered experiences are the 

most reliable determinant of tourist revisit behaviour (Wirtz, Kruger, Scollon, & Diener, 2003). 
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Second, imagery processing of post-trip experiential stimuli can lead to the 

reconstruction of tourist memories (Lakshmanan & Krishnan, 2009). Continuous exposure to 

misleading marketing information before and after a trip results in memory distortion leading 

tourists to believe that they had experienced something they did not (Braun, Ellis, & Loftus, 

2002; Braun et al., 2006). Such reconstruction of memories explains why tourists tend to 

remember and evaluate their trip on the basis of what they expected rather than what they 

experienced (Wirtz et al., 2003). Memory reconstruction may result in a “rosy view” effect. 

Even when a trip proved disappointing, tourists’ recollections of their trip are more positive 

than their actual experiences (Mitchell, Thompson, Peterson, & Cronk, 1997). Using post-trip 

imagery-evoking stimuli in reconstructing tourist memories is a promising research direction. 

2.4.2 Goals and tourist imagery processing 

Only three among 70 selected papers have investigated the effect of goals on tourist 

imagery processing. Goals are conceptualised as standards involved in the control of behaviour 

(Huffman, Ratneshwar, & Mick, 2000) and are sometimes labelled as drives, needs or motives 

(Ellsworth & Scherer, 2003). Tourist goals have been studied at different levels including action 

goals, decision goals and behaviour goals. While action goals (searching versus browsing; story 

construction versus information acquisition) do not influence tourist imagery processing (Jiang 

et al., 2014; Schlosser, 2003), decision goals (anticipated satisfaction versus choice) do 

moderate tourist imagery processing (Shiv & Huber, 2000). Individual differences in travel 

motives or behaviour goals have not been studied in tourist imagery processing research.  

Tourist imagery processing is goal-driven (Goossens, 2000; Kwortnik & Ross, 2007). 

In contrast with the consumption of functional products, tourists have a range of travel motives 

(Andreu, Kozak, Avci, & Cifter, 2006; Bieger & Laesser, 2002; Kim & Kim, 2017b). It appears 

that travel goals influence future-oriented imagery processing and stimulating different 

“dreams” about a future vacation (Christian, Miles, Fung, Best, & Macrae, 2013). Therefore, 
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tourists are inspired by different marketing content to visit a place (Ye & Tussyadiah, 2011). In 

future research, tourist segmentation based on motivation should be applied to explore how 

experiential marketing stimuli are processed with respect to tourist goals/motives 

(Stepchenkova & Mills, 2010).   

Further investigation of goals in tourist imagery processing is also necessary to expand 

our understanding of emotional experiences. Tourists experience a wide range of emotions and 

feelings when they imagine their future trips (Lao, 2013; Miller et al., 2000; Walters et al., 

2012), engage in narrative imagination of their visit (Chronis et al., 2012) or recall their past 

experiences (Yin et al., 2017). The vividness, elaboration/quality/quantity dimensions of tourist 

imagery processing influence emotional experience outcome (Van Laer et al., 2014; Walters et 

al., 2012; Yin et al., 2017). However, tourist emotional responses do not depend only on the 

sensory-perceptual qualities of their imagery processing, but also differ according to the 

personal importance attributed to the event (i.e. goal relevance) (D’Argembeau & Van der 

Linden, 2012). Respondents’ emotional responses to an imagined event (self-conscious versus 

hedonic emotions) are also determined by their differences in visual imagery perspectives 

(Hung & Mukhopadhyay, 2011). These findings are supported by appraisal theories in the 

cognitive psychology literature. These theories suggest that one’s emotions are determined by 

an individual’s appraisals of the stimulus on dimensions such as goal importance, goal 

congruence, agency and novelty, rather than the stimulus itself (Ma et al., 2013; Moors et al., 

2013). Tourist researchers may wish to apply appraisal theories to better explain affective 

consequences of imagery processing. 

2.4.3 Tourist knowledge structures and imagery processing 

Another potential research direction is to investigate the relationship between tourist knowledge 

structures and imagery processing. Tourism researchers usually consider this as a one-way 

relationship because tourist imagery processing contributes to the formation of tourist 



54 

 

knowledge structures about a destination (Matos et al., 2015; Weiler et al., 2016; Wong et al., 

2016) and vacation-related memories (Lakshmanan & Krishnan, 2009). However, this 

relationship is a two-way process as high-elaboration imagery processing involves a mixture of 

perceived stimuli and prior knowledge structures (MacInnis & Price, 1987). Hence, prior 

knowledge structures related to a destination can determine how marketing stimuli are 

processed and interpreted (Chalip, Green, & Hill, 2003). Viewers may pay attention only to 

information that is consistent with their pre-existing knowledge through a selective perception 

process (Taylor, Franke, & Bang, 2006). Also different tourist segments such as long-haul 

versus short-haul tourists (Dolnicar & Leisch, 2017) or first-time versus return tourists (Chon, 

1991) have different cognitive structures about a destination, indicating that knowledge 

structures should be considered in future search on tourist imagery processing. 

Moreover, research on the involvement of tourist prior knowledge in imagery 

processing can be useful when staging tourist experiences on site. Tourists often hold complex 

systems of presumptions related to how they imagine a place (Salazar, 2012). For example, 

Tibet is attached to Shangri-La imaginaries, Verona is attached to the Romeo and Juliet story. 

Relevant stories (Derbaix & Gombault, 2016) and cultural imaginaries (Chronis et al., 2012) 

about a destination are retrieved thought tourist high-elaboration imagery processing that 

enables tourists to create and experience narrative imagination during their visit. Staging tourist 

experiences on site should be designed based on good understanding of tourist prior knowledge. 

2.4.4 Measurement scales for tourist imagery processing 

Several imagery-measurement scales have been developed and applied in tourism research. 

These include a communication-evoked imagery processing scale (Ellen & Bone, 1991), 

communication-evoked mental imagery scale (Babin & Burns, 1998), advertisement-evoked 

mental imagery scale (Miller et al., 2000), narrative transportation scale (Escalas, 2004), 

transportation scale (Green & Brock, 2000), consumption vision scale (Walters et al., 2007), 
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and autobiographical memory recall (Kim, 2010; Kim & Jang, 2016; Kim & Youn, 2016; Yin 

et al., 2017). Across these scales, vividness is the most frequently measured dimension, 

followed by a dimension related to imagery quality/ quantity/ elaboration/collection. However, 

tourist imagery processing differs regarding other dimensions such as imagery 

fluency/difficulty (Chang, 2013; Thompson & Hamilton, 2006), imagery focus (i.e. outcome-

focus versus process-oriented imagery) (Zhao et al., 2007), referencing (self-imagery versus 

others-imagery) (Bone & Ellen, 1992), visual perspectives (i.e. first-person versus third-person) 

(Jiang et al., 2014; Soliman et al., 2017), time-orientation (Escalas, 2004) and sensory 

information - single versus multisensory (Krishna, Cian, & Sokolova, 2016). These dimensions 

should be considered when researchers try to understand how experiential marketing stimuli 

are processed by tourists. 

Apart from the research gaps discussed above, research is also needed to test more 

imagery-inducing strategies for marketing implications. On the one hand, new visual 

communication technologies such as virtual reality, interactive 3D (Tussyadiah & Fesenmaier, 

2009), smartphones (Wang, Park, & Fesenmaier, 2011) may be used. On the other hand, 

researchers should move from using visual stimuli to multi-sensory stimuli in imagery 

processing research (Krishna et al., 2016). Visual imagery research is the dominant research 

stream (Jiang et al., 2014; Lee, 2012). Only a few studies on olfactory imagery (Krishna et al., 

2013), haptic imagery (Peck et al., 2013) or multisensory imagery processing (Cornil & 

Chandon, 2016) are available in the literature. The use of multisensory stimuli to induce 

multisensory imagery processing should be further investigated because tourist experiences are 

multisensory (Pan & Ryan, 2009). Finally, applying story-telling in experiential marketing is 

another potential way to leverage tourist high-elaboration imagery processing such as narrative 

transportation and imagination (Tussyadiah & Fesenmaier, 2008). 
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2.5 Paper conclusion 

By reviewing tourist imagery processing research, this review provides a useful guide to 

understanding how to apply experiential marketing in managing tourist experiences and 

influencing tourist behaviour. It offers tourism marketers with alternative suggestions to 

promote destinations and tourism products. There is some evidence that traditional promotional 

activity has little influence on tourist perception (Govers, Go, & Kumar, 2007) and is not 

effective in inducing emotions (Li, Walters, Packer, & Scott, 2016). As fantasies and emotions 

are two core elements of tourist experiences, experiential marketing may be exploited further 

in order to deliver better results. 

Regarding theoretical contribution, a general framework is developed to explain tourist 

behaviour from a mental processing perspective. In comparison with traditional input-output 

models, this framework has more explanatory power due to the integration of mental processes. 

It highlights two important points: (1) experiential marketing stimuli are individually and 

subjectively processed through mental processes and (2) environmental factors and individual 

differences in imagery processing moderate the influences of experiential marketing on tourist 

behaviour. Hence, customising experiential marketing messages to target different tourist 

segments is highly recommended.  

Through a systematic quantitative literature review process, this study identifies 

research gaps and suggest directions for future studies. Research gaps include further 

applications of experiential marketing for tourist experience management, the role of tourist 

motivation and prior knowledge structures in moderating tourist imagery processing, further 

development of measurement scales for tourist imagery processing and different imagery-

evoking strategies in experiential marketing. Future studies addressing these knowledge gaps 

will advance tourism research.  
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2.6 Updating the literature review 

This section updates new research findings in the literature, emphasising and expanding the 

academic discussion developed in manuscript one. Recently published papers were selected 

through a similar quantitative review process for three years (2017-2019). Through the same 

systematic review process, 23 new papers are selected for updating the literature review. An 

overview of these papers is provided in Table 2.2. Most studies still focus on the bottom-up 

mechanism (i.e. embodied simulation) and follow the traditional stimulus-organism-response 

(Perez-Vega, Taheri, Farrington, & O'Gorman, 2018; Wei et al., 2019). Research findings 

continuously support the direct (Dlodlo, 2018; Wei et al., 2019) and indirect impacts of 

consumer imagery on consumer hedonic consumption behaviour through influencing attitude 

(Ha et al., 2019; Lee, 2018; Spielmann & Mantonakis, 2018) and attitude change (Tussyadiah 

et al., 2018). However, tourism researchers have also advanced academic discussions on the 

mentally active role of consumers in perceiving experiential marketing stimuli via a top-down 

mechanism (Cowan & Ketron, 2018; van Laer et al., 2019). A new measurement scale for 

consumer mental imagery process (i.e. self-transformative consumption vision) (Yim, Chu, & 

Sauer, 2017) is developed, filling one research gap identified in manuscript one. Research on 

consumer experience management from a mental imagery perspective has also been moved 

forward (Nardini & Lutz, 2018).
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Table 2.2. Overview of recently published papers related to consumer imagery processing (2017-2019) 

Papers Journal Methods Antecedents Key concepts Consequences 

Bogicevic et al. 

(2019) 
Tourism Management Quantitative Survey 

Images 

360 tour 

VR 

Mental imagery 
Sense of presence 

Brand experience 

Cowan and Ketron 

(2018) 

Journal of Business 

Research 

Conceptual 

paper 
    

Dessart (2018) 
International Journal of 

Research in Marketing 
Quantitative Experiment 

Two brands 

Two character types 

(human vs. animals) 

Two contexts 

Narrative 

transportation 

Identification with the 

character 

Attitude toward the ad 

Attitude toward the 

brand 

Dlodlo (2018) 

The International Journal 

of Social Sciences and 

Humanity Studies 

Quantitative Survey 

Aesthetics 

Symbolism 

Playfulness 

Mental imagery Revisit intentions 

Lee (2018) 

International Journal of 

Contemporary Hospitality 

Management 

Quantitative Survey 

Sensory attributes 

Emotional attributes 

Cognitive attributes 

Telepresence 

scale 

Attitude toward the 

website 

Attitude toward the 

brand 

Behavioural intentions 

Ha et al. (2019) 
Journal of Retailing and 

Consumer Services 
Quantitative Survey Instagram page Mental imagery Band SNS attitude 

Hamby, Brinberg, 

and Daniloski 

(2017) 

 

Journal of Consumer 

Psychology 
Quantitative Experiment Narratives 

Narrative 

transportation 

Retrospective 

reflection 

Belief/Attitude 

He et al. (2018) Tourism Management Quantitative Experiment 

Information type 

(dynamic verbal vs. 

dynamic visual cues) 

Augmenting immersive 

Imagery 

vividness 

Experiential value 

WTP more 
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scenes (high vs. low 

virtual presence) 

Huang and Liao 

(2017) 
Internet Research Quantitative Survey Augmented reality 

Self-location 

Haptic imagery 

Sense of body 

ownership 

Ownership control 

Self-explorative 

engagement 

Flow experience 

Jeon et al. (2017) 
Journal of Travel & 

Tourism Marketing 
Quantitative Survey 

Web features 

(Informativeness, 

Design, Interactivity) 

Flow experiences Behavioural intentions 

Martínez-Navarro, 

Bigné, Guixeres, 

Alcañiz, and 

Torrecilla (2019) 

Journal of Business 

Research 
Quantitative Survey 

Emotions 

Affective appraisal 
Presence 

Brand recall 

Purchase intention 

Nardini and Lutz 

(2018) 

Journal of Consumer 

Marketing 
Quantitative Experiment 

Imagination instructions 

with pictures 

Mental 

simulation 

Mindfulness 

Affective 

misforecasting 

Perez-Vega et al. 

(2018) 
Tourism Management Quantitative Survey 

Fan page cues (social 

interactions values, 

visual appearance, 

identity attractiveness) 

Flow experiences 

Fanpage engagement 

Hedonic value 

Utilian value 

Behavioral intentions 

Philips (2017) 
European Journal of 

Marketing 

Review 

paper 
    

Royo-Vela and 

Black (2018) 

Journal of Marketing 

Communications 
Quantitative Survey 

Advertising 

Stimulus (level of image 

verticality) 

Mental 

simulation  
Attitude toward the ad 

Ryu et al. (2019) Tourism Management Quantitative Experiment 

Story structure 

(emplotment, historical 

connection, first-person 

narrator) 

Narrative 

transportation 
Perceived brand image 
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Saine, Nguyen, 

Besharat, and 

Trocchia (2018) 

European Journal of 

Marketing 
Quantitative Experiment Imagination instructions  

Visual 

perspectives 

(actor vs. 

observer) 

Switch behaviour 

Seo, Li, Choi, and 

Yoon (2018) 
Journal of Advertising Quantitative Survey   

Narrative 

transportation 

Viral marketing (ad 

sharing) 

Spielmann and 

Mantonakis (2018) 

Journal of Business 

Research 
Quantitative Survey Interactivity (virtual tour) 

Telepresence 

scale 
Attitude toward the ad 

Tussyadiah et al. 

(2018) 
Tourism Management      Virtual reality VR presence 

VR Enjoyment 

Attitude change 

Behavioral intentions 

van Laer et al. 

(2019) 

Journal of Business 

Research 
Review   

Domain (commercial vs. 

non-commercial) 

Story source (user vs. 

professional) 

Number of story-

receivers (single vs. 

multiple) 

Narrative 

transportation 
  

Wei et al. (2019) Tourism Management Quantitative Survey 

Functional quality 

(Effectiveness and 

vividness) 

Experiential quality 

(temporal dissociation, 

heightened enjoyment, 

control, curiosity, 

participation) 

VR presence 

Overall satisfaction 

Intend to visit 

Intend to recommend 

Yim, Baek, and 

Sauer (2018) 

Journal of Interactive 

Marketing 
Quantitative Survey 

Self-relevance 

Medium type 
Imagery Purchase intention 



61 

 

2.6.1 Continuous research stream on the bottom-up mechanism 

A considerable volume of tourism research continues to focus on the bottom-up mechanism, 

investigating how to design experiential marketing stimuli for imagery-stimulating purpose. 

There are still some studies examining traditional marketing tools such as pictorial 

advertisements (Roose, Vermeir, Geuens, & Van Kerckhove, 2018; Royo-Vela & Black, 2018); 

website (Dlodlo, 2018; Lee, 2018). However, there is a remarkable shift of consumer imagery 

research to the use of advanced information and communication technologies including 

Facebook fanpage (Perez-Vega et al., 2018); social networking services communication (Ha et 

al., 2019); eWOM (Seo et al., 2018); augmented reality (He et al., 2018); virtual reality 

(Bogicevic et al., 2019; Kim & Hall, 2019; Spielmann & Mantonakis, 2018; Tussyadiah et al., 

2018; Wei et al., 2019) for experiential marketing purpose. The increasing number of papers in 

this area indicates the potential of information and communication technology in enhancing 

consumer imagery experiences. Moreover, story-telling and narrative advertisement still attract 

academic attention but researchers raise more caution in using narratives for persuading 

purpose, from designing story structure (Ryu et al., 2019) to story characters (Dessart, 2018). 

2.6.2 Questions raised on the top-down mechanism 

Researchers start to raise more questions on the mentally active role of consumers in perceiving 

and processing experiential marketing messages. For example, Cowan and Ketron (2018) 

review virtual reality research in tourism and suggest that consumer product involvement plays 

an important role in differentiating their mental imagery processing. High involvement 

consumers are likely to engage in elaborated imagery processing, experience telepresence, 

imagination while low involvement consumers engage in less cognitively elaborated 

processing, only experiencing interactivity with virtual reality content. Therefore, marketers 

should apply appropriate virtual reality strategies in using virtual reality to target different 

consumer segments (Cowan & Ketron, 2018). Other researchers also caution against the use of 
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virtual reality to induce immersive consumption experiences for persuasion purpose. For 

example, consumers with low involvement often perceive real experiences as similar to virtual 

reality experiences. The high levels of perceived similarity in turns diminish their consumption 

intentions (Deng et al., 2019).  

 These studies continue the academic discussion on the top-down mechanism by which 

consumer with different levels of involvement have different mental experiences (imagery and 

emotions) in responses to similar marketing messages (Goossens, 2000; Pera & Viglia, 2016). 

As consumer elaborated imagery is a resource-demanding process, consumers actively focus 

their attention and imagery elaboration on processing novel and goal-relevant stimuli (Christian 

et al., 2013; Kwortnik & Ross, 2007). Their emotional responses to these imagery experiences 

also depend on cognitive appraisals of external stimuli based on criteria such as novelty, goal 

relevance (Bagozzi et al., 2000; Zeelenberg et al., 2008). Therefore, the application of the 

cognitive appraisal theory in future research is a promising research direction to advance the 

field (Le, Scott, & Lohmann, 2019). 

2.6.3 The development of a new mental imagery measurement scale 

One research gap identified in the manuscript one regarding the lack of a valid and reliable 

instrument to capture consumer mental imagery process was addressed by the recent publication 

of Yim et al. (2018). These authors review current measurement scales for consumer imagery 

in the literature (Chang, 2012; Phillips, 1996; Walters et al., 2007; Yoo & Kim, 2014) and 

criticise them for being dated and not adequately measuring various dimensions of consumer 

mental imagery process in the digital media. Items included in the new measurement scale were 

generated based on a rigorous process including literature review, a focus group and expert 

review. Five empirical studies were conducted to test this construct in different contexts. 

Results showed convergent, discriminant and nomological validity as well as reliability (both 

composite and Cronbach's alpha) of the new scale (Yim et al., 2018).  
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The self-transformative consumption vision scale includes four dimensions: imagery 

quality, engrossment, self-projection and mental fluency, highlighting the self-related imagery 

dimension and elaborated imagery experiences (i.e. engrossment). This measurement scale is 

superior to previous scales in capturing the various dimensions of consumer imagery. However, 

some imagery dimensions such as visual perspective (actor vs. observer) need to be further 

considered in future research. For example, visual imagery perspective influences consumer 

intention to stay with the default product/brand choice or switch to new products/brands (Saine 

et al., 2018). 

2.6.4 Managing consumer experiences from a mental imagery perspective 

Another research gap identified in the manuscript one related to consumer experience 

management from mental imagery perspective has been further explored by Nardini and Lutz 

(2018). It is well established that consumer experience stronger emotions when imagining 

future experiences than when actually having consumption experiences (Mitchell et al., 1997; 

Pollai, Hoelzl, & Possas, 2010; Wirtz et al., 2003). This affective misforecasting phenomenon 

can be explained by the fact that pre-consumption imagination makes consumers process actual 

experiences in a less mindful manner, resulting in a negative gap between consumption 

emotions and pre-consumption emotions. This conclusion is taken from three lab studies and 

one field study (Nardini & Lutz, 2018). However, there is also evidence that affective 

misforecasting can be positive or people underestimate their emotional responses to future 

events (Patrick, MacInnis, & Park, 2006; Wilson & Gilbert, 2005). Further research on 

consumer experience management from mental imagery perspective is recommended. 
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2.7 Chapter conclusion 

Chapter 2 addresses two research objectives (RO1 and RO2) of reviewing the current literature 

and suggesting future research directions based on research gaps. Chapter 2 integrates a 

published manuscript of the literature review for the 1997-2017 period and a supplementary 

section of updating the literature review in the last three years (2017-2019). The chapter 

emphasises the dominant assumption of the bottom-up mechanism underlying the existing 

literature. Most research in the field has focused on how to design experiential marketing 

messages and how to use advanced information and communication technologies to enhance 

consumer mental imagery experiences. Chapter 2 emphasises the importance of exploring how 

consumers actively select and interpret experiential marketing messages through a top-down 

mechanism. This research direction is important to move the field forward because recent 

research findings demonstrate that imagery-evoking marketing messages may not necessarily 

lead to expected behavioural outcomes.   

Based on the literature review, the cognitive appraisal theory was suggested as a firm 

theoretical basis for exploring the top-down mechanism.  Grounded on the cognitive appraisal 

theory, experiential marketing messages are subconsciously evaluated based on criteria such as 

novelty and goal relevance. These appraisal dimensions direct consumer imagery elaboration 

of these experiential marketing messages and determine the elicitation of specific emotions. 

The application and development of the cognitive appraisal theory are promising in explain 

why experiential marketing messages fail to influence consumer hedonic consumption 

behaviour in some particular cases. Therefore, the next two manuscripts aim to test the cognitive 

appraisal theory in explaining consumer pre-consumption emotions (RO3) as well as develop 

the cognitive appraisal theory as the top-down mechanism for a comprehensive framework of 

consumer hedonic consumption behaviour (RO4).
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CHAPTER 3. THEORY VALIDATION (MANUSCRIPT TWO) 

The previous chapter provides an overview of the existing literature. After reviewing published 

academic papers that investigate how experiential marketing messages are perceived by 

consumers through mental imagery processing, with cognitive, emotional and behavioural 

consequences, it concludes by suggesting a number of research directions to address research 

gaps in the existing literature. Addressing the lack of research on the appraisal determinants of 

consumer pre-consumption emotions, this chapter relies on the cognitive appraisal theory to 

study consumer pre-consumption emotions related to a tourism event (i.e. the White Party Gold 

Coast). By collecting and analysing quantitative data from a large sample of potential event 

participants (n = 655), chapter 3 provides evidence to support the validity of the cognitive 

appraisal theory and proposes a meaningful understanding of consumer affect-driven behaviour 

from a mental processing perspective. 

This chapter presents a publication under review: Le, D., Pratt, M., Wang, Y., Scott, N., 

& Lohmann, G. (Under review). How to win the consumer’s heart? Exploring appraisal 

determinants of consumer pre-consumption emotions. International Journal of Hospitality 

Management. 

My contribution to the paper involved: developing survey instruments, conducting 

surveys, data collection, data analyses, drafting of the manuscript, revision of the manuscript 

and submission to the journal. 
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Abstract: Tourism and hospitality marketers are shifting their focus from the rational aspect of 

product/service characteristics (e.g., bigger, cheaper, better) to the emotional aspect of 

consumption (e.g., feelings, joy) because emotions are key drivers of consumer hedonic 

consumption. Understanding the determinants of consumer pre-consumption emotions is vital 

for marketing success, but this area is under-explored. This study aims to fill the research gap 

by applying cognitive appraisal theory to explain consumer pre-consumption emotions and 

behaviour in the context of a typical hedonic product (i.e., a ticketed party). A total of 655 

participants were recruited for experimental research testing how product information presented 

in different message formats (poster vs. video) and delivered through various channels 

(advertising vs. e-word-of-mouth) is personally appraised with consequences on emotions and 

behaviour. Results of structural equation models (SEMs) indicate that appraisal dimensions 

(novelty, goal relevance) explain a considerable proportion of consumer pre-consumption 

emotions (surprise, joy/excitement), confirming the validity of appraisal theory. E-word of 

mouth (eWOM) is appraised as more relevant than advertising messages, leading to higher 

levels of positive emotions and behavioural intentions. Research outcomes highlight the 

necessity of using eWOM marketing, visual stimuli, and relevant content to influence consumer 

behaviour. 
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Keywords: emotions, decision-making, consumer behaviour, hedonic consumption, 

experiential marketing, events, cognitive appraisal theory 

3.1 Introduction 

Tourism and hospitality are typically considered as experiential and hedonic in nature (Lim, 

2014; Scott, Laws, & Boksberger, 2009), and thus emotions are vital drivers of consumer 

behaviour (Holbrook & Hirschman, 1982; Kwortnik & Ross, 2007). Consumers avoid buying 

products and services that are anticipated to result in negative emotions, such as disappointment 

or regret (Kim, Njite, & Hancer, 2013), and make decisions in pursuit of positive emotional 

outcomes (Goossens, 2000; Hosany, Buzova, & Sanz-Blas, 2019). Also, consumer satisfaction 

and loyalty for tourism and hospitality products such as leisure activities (Benkenstein, Yavas, 

& Forberger, 2003), events (Grappi & Montanari, 2011), accommodation services (Ali, Amin, 

& Cobanoglu, 2016; Deng, Yeh, & Sung, 2013), restaurant services (Han, Back, & Barrett, 

2009; Song & Qu, 2017), and vacations (Abubakar & Mavondo, 2014) are strongly influenced 

by consumption emotions. The relationship between emotions and behaviour is often stronger 

and more direct than the connection between attitude and behaviour in the case of hedonic 

consumption (Bagozzi, Gurhan-Canli, & Priester, 2002). The crucial role of emotions in 

directing consumer behaviour is supported by neuroscience evidence: patients with brain 

damage related to their ability to experience emotions have severe impairment in decision-

making (Bechara & Damasio, 2005; Damasio, 1994). 

Tourism and hospitality literature remains dominated by research on the cognitive and 

behavioural consequences of emotions, while few studies investigate the antecedents of 

emotions (Cohen, Prayag, & Moital, 2014; Hosany, 2012). Some studies examine how 

marketing stimuli such as print advertising (Walters et al., 2012), video (Kim et al., 2014), and 

website (Björk, 2010) can be effectively designed to stimulate pre-consumption emotions. It is 

also found that service quality (Han & Jeong, 2013; Lo, Wu, & Tsai, 2015; Ribeiro & Prayag, 
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2018), perceptions of servicescape (Lin & Worthley, 2012; Meng & Choi, 2017), and hotel 

design elements (Baek & Michael Ok, 2017; Siamionava, Slevitch, & Tomas, 2018; 

Tantanatewin & Inkarojrit, 2018) significantly influence consumption emotions. However, 

these studies are based on the stimulus-response model, which does not consider how consumer 

emotions are elicited and differentiated through (cognitive) metal processes (Lin, 2004).  

The cognitive appraisal theory of emotion provides an explanatory model of why 

particular emotions are elicited in response to product-related stimuli. The application of the 

appraisal theory is therefore essential to move the field forward (Ma et al., 2013; Prayag, 

Hassibi, & Nunkoo, 2019). According to the cognitive appraisal theory (Frijda, 1986; Lazarus, 

1991; Scherer, 1984b; Smith & Ellsworth, 1985), emotions are not an automatic response to a 

stimulus but an outcome of a subconscious mental evaluation of a stimulus based on criteria 

such as its relevance, congruence in relation to one’s goals/needs. Several studies have applied 

the cognitive appraisal theory to explain consumer emotional responses to product consumption 

(Liu, Sparks, & Coghlan, 2016), and service recovery (Cai & Qu, 2018; Kim & Tang, 2016), 

as well as post-consumption emotions (i.e., recalled emotions) (Hosany, 2012; Ma et al., 2013). 

However, research on the appraisal determinants of consumer pre-consumption emotions 

remains scarce (Hosany, 2012; Le, Scott, & Lohmann, 2018), perhaps because pre-consumption 

emotions are often seen as heuristic and bias in the consumer decision-making process which 

occur automatically without mental evaluation (Gnoth, 1997; Pearce & Packer, 2013). 

Therefore, further testing the validity of appraisal theory in explaining consumer pre-

consumption emotions is necessary to advance the literature (Cian, Krishna, & Schwarz, 2015). 

Against this background, our study aims to fill the research gap. This paper provides a 

much-needed advancement in understanding how marketing stimuli are personally appraised in 

relation to consumer disposition (goals/needs, knowledge), determining pre-consumption 

emotions and directing consumer behaviour. Two overarching research questions guide the 
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current research are the following: (1) Is cognitive appraisal theory valid in explaining 

consumer pre-consumption emotions related to a hedonic product choice? (2) What marketing 

strategies are better appraised/perceived by consumers, leading to higher levels of positive 

emotions and behavioural intentions? The experimental method was used to examine how 

product information represented in different formats (poster vs. video) and delivered through 

various channels (advertising vs. eWOM) is personally appraised with consequences on 

emotions and behaviour. Research outcomes are interpreted to suggest several marketing 

implications such as further exploitation of eWOM marketing, visual stimuli and a strong 

marketing focus on content development. 

3.2 Literature review 

3.2.1 Pre-consumption emotions and consumer behaviour 

A commonly accepted definition of emotion remains elusive, but academics generally agree 

that it is a multi-dimensional concept comprising at least three components: subjective feelings, 

expressive motor behaviour, and physiological arousal (Kleinginna & Kleinginna, 1981; Li, 

Scott, & Walters, 2015). There is a rich and dense literature explaining how pre-consumption 

emotions influence consumer behavior, which can be classified into two main research streams: 

(1) emotions as direct causation and (2) emotions as feedback (DeWall, Baumeister, Chester, 

& Bushman, 2015). The former assumes that consumer behavior is influenced by experienced 

emotions at the decision-making moment, whereas the latter argues that consumer behavior is 

guided by the anticipation of the decision’s affective consequences (i.e., anticipated emotions) 

(Table 1). Emotion-as-direct-causation theories have become the default approach in consumer 

behavior research (DeWall et al., 2015; Lerner et al., 2015), supported by neuroscience 

evidence that changes in experienced emotions at the decision-making moment lead to changes 
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in consumer choices through activating different brain areas (Phelps et al., 2014; Schwarz, 

2011).  

Table 3.1. Two main research streams explaining the influences of pre-consumption emotions 

on consumer behaviour 

 Emotions as direct causation Emotions as feedback 

Assumption Experienced emotions at the decision-

making moment influence consumer 

choice and behaviour. 

Consumer decisions are made in 

anticipation of affective consequences 

(i.e., anticipated emotions). 

Influential 

theories 

- Feelings-as-information theory 

(Schwarz, 1990) 

- Affect infusion model (Forgas, 

1995) 

- Appraisal tendency theory (Lerner 

& Keltner, 2000) 

- Risk-as-feelings theory 

(Loewenstein, Weber, Hsee, & 

Welch, 2001) 

- Feeling-is-for-doing theory 

(Zeelenberg et al., 2008) 

- Regret theory (Bell, 1982; 

Loomes & Sugden, 1982) 

- Disappointment theory (Bell, 

1985; Loomes & Sugden, 1986) 

- Subjective expected pleasure 

(Mellers & McGraw, 2001) 

- Model of goal-directed behaviours 

(Bagozzi et al., 2016; Perugini & 

Bagozzi, 2001) 

- Emotion-as-feedback theory 

(Baumeister et al., 2007) 

Contribution Explaining mechanisms for the 

influences of experienced emotions at 

the decision-making moment on 

consumer behaviour 

Showing how consumer behaviour can 

be guided or shaped by anticipated 

emotions 

Limitations If the consumer has formed an 

impression of the product, 

subsequently experienced emotions 

have a limited impact (Yeung & Wyer 

Jr, 2004) 

Anticipated emotions are not the only 

determinants of participants’ decisions. 

Consumer perceptions of risk have 

direct influences on individual choices 

independent of their mediating impact 

on anticipated emotions (Fong & Wyer 

Jr, 2003) 

 

Experienced emotions at the decision-making moment may be related to the product 

decision/choice itself (i.e., integral emotions), or to external factors that are irrelevant for 

decision-making (i.e., incidental emotions), or may result from the interaction between 

incidental emotions and integral emotions (Lerner et al., 2015). Incidental emotions carried 



72 

 

over from the external environment influence consumer behaviour when they are misattributed 

or misinterpreted as integral emotions (Pham, 2007). By clarifying that the sources of incidental 

emotions are unrelated to the product choice (low representativeness and low relevance); the 

influences of incidental emotions on consumer behaviour become insignificant (Greifeneder, 

Bless, & Pham, 2011; Pham, 1998; Schwarz & Clore, 1983), and integral emotions are key 

drivers of consumer decisions/choices (Goossens, 2000; Kwortnik & Ross, 2007). Given that 

tourism and hospitality products perceived as hedonic such as vacations (Cohen et al., 2014; 

Hosany & Gilbert, 2010; Knobloch et al., 2017), hotel services (Ali et al., 2016; Lo et al., 2015) 

or events (Lee & Kyle, 2012) are biased toward positive emotions, we hypothesize: 

H1. Positive emotions related to a hedonic product choice (i.e., integral emotions) have positive 

effects on consumer behavioural intentions. 

3.2.2 Cognitive appraisal theory of emotions 

Debate on emotion causation is extensive, and researchers disagree on what mental mechanisms 

link stimuli (input) and emotional responses (output) (Moors, 2009). From an evolutionary 

perspective, emotions are environmental adaptations with essential survival-related functions 

(Darwin & Prodger, 1998). Early researchers considered that people experience emotions 

because external stimuli cause automatic physiological response patterns (i.e., bodily changes) 

(James, 1884; Lange, 1885). The James - Lange theory (Zajonc, 1980) underlies most research 

investigating the direct influences of marketing stimuli on consumer emotions (Scuttari & 

Pechlaner, 2017). However, this approach does not explain why two people exposed to the same 

stimulus experience different emotions. 

The concept of appraisal has been proposed as the missing link between stimuli and 

emotions (Arnold (1960). An appraisal is a “cognitive process (and) the way an individual 

defines and evaluates relationships with the environment” (Lazarus, 1991, p. 3). Appraisal 

outcomes are the result of subconscious evaluations of a stimulus on multiple dimensions. 
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Researchers have agreed on a core set of appraisal dimensions (novelty, goal relevance, goal 

congruence, certainty, agency and power/control) that determine and differentiate emotions 

(Ellsworth & Smith, 1988a; Frijda, 1986; Moors et al., 2013; Scherer, 1997). Cognitive 

appraisal theory of emotions is criticized on the basis that cognition may not be necessary for 

the formation of emotions (Izard, 1993; Zajonc, 1980). However, this critique rests on a 

misunderstanding of the appraisal process. Although the term “cognitive appraisal” is used, the 

process does not necessarily involve conscious processing (Lazarus, 1991; Nyer, 1997), as 

appraisals are “direct, immediate, non-reflective, non-intellectual, [and] automatic” processes 

(Arnold, 1960, p. 174). Today, cognitive appraisal theory has become the dominant approach 

used to study consumer emotions (Johnson & Stewart, 2005; Lim, 2014; Lin, 2004).  

Determining and differentiating positive emotions involves fewer appraisal dimensions 

(e.g., novelty and goal relevance) than negative emotions require (Ellsworth & Smith, 1988a, 

1988b; Hosany, 2012; Ma et al., 2013). Novelty determines whether a stimulus is deserving of 

attention (Ellsworth & Scherer, 2003; Frijda, 1986). A product/service appraised as being of 

high novelty elicits positive surprise (Dalakas, 2006; Hosany, 2012) and delight (Ma et al., 

2017). The appraisal of novelty has been found to be influential in explaining consumer 

behavioural intentions to attend an event (Formica & Uysal, 1995; Smith & Costello, 2009), 

visit a place (McAlister & Pessemier, 1982), or select a hospitality brand (Liu, Wang, Chiu, & 

Chen, 2018).  

Goal relevance determines the intensity of positive emotions because it is associated 

with outcome desirability (Johnson & Stewart, 2005; Lazarus, 1991). Consumers are exposed 

to thousands of marketing stimuli per day, and as a result, their attention is selective and directed 

toward goal-relevant stimuli (Scott et al., 2017). “Emotions arise in response to appraisals one 

makes for something of relevance to one’s wellbeing” (Bagozzi et al., 1999, p. 185). Goal 

relevance, also termed motivational/concern relevance (Frijda, 1987; Scherer, 1984b), reflects 
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the importance of, and interest in, a product or service when compared to one’s goals or needs 

(Ellsworth & Smith, 1988b; Ma et al., 2013; Nyer, 1997). Hence, goal relevance is often 

operationalised with two dimensions: goal importance and goal interest (Ma et al., 2013; Nyer, 

1997). Against this background, we develop the following hypotheses: 

H2a. Novelty of a hedonic product choice positively relates to positive emotions. 

H2b. Goal relevance (goal importance and goal interest) of a hedonic product choice positively 

relates to positive emotions. 

3.2.3 Marketing strategies for promoting tourism and hospitality products 

Tourism and hospitality marketers have employed various marketing strategies in practice 

focusing on the emotional aspect of consumption as an effective way to influence consumer 

behaviour (Le et al., 2018; Schmitt, 1999). Regarding message format, visual stimuli are used 

intensively in promoting tourism and hospitality products (Sparks & Wang, 2014) because 

visual messages assist consumers to “pre-experience” product consumption and stimulate 

emotions (Pan, Lee, & Tsai, 2014; Walters et al., 2012). While pictures are the most critical 

elements in designing print advertisements (Walters et al., 2007) and websites (Lee & Gretzel, 

2012); videos have recently become a favourite marketing tool because of their capacity to 

deliver vivid and rich content about the future product/service consumption. Videos are 

effective in inducing high levels of emotional arousal and pleasure (Kim et al., 2014; 

Tussyadiah & Fesenmaier, 2009) and thus influential in persuading consumers (Kim & 

Richardson, 2003). Compared to a pictorial stimulus (e.g., a poster), a video can make a product 

choice appraised as more relevant to the audience by increasing attention and visualizing 

product consumption more vividly. 

H3. A video is appraised as more relevant to the audience compared to a poster. 
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Regarding message delivery, word of mouth marketing (WOM) is superior to 

advertising in convincing consumer behaviour. WOM is “informal communication between 

private parties concerning evaluations of goods and services” (Anderson, 1998, p. 6), and 

eWOM refers to the World Wide Web-based word-of-mouth transferred by electronic mediums 

(e.g., computers, mobiles) (Jeong and Jang, 2011). eWOM has been found to influence 20% to 

50% of all purchasing decisions (Bughin, Doogan, & Vetvik, 2010), and hence outdoes 

advertising strategy (i.e., advertisements produced and delivered by a company with clear 

persuasion intention) in influencing consumer behavior (Litvin, Goldsmith, & Pan, 2008; 

Trusov, Bucklin, & Pauwels, 2009; Zhang, Ye, Law, & Li, 2010). eWOM is more influential 

than advertising as it is generally perceived as useful and trustworthy (Sparks & Wang, 2014; 

Stanton, Kim, Thor, & Deng, 2019). The importance of eWOM marketing has been increasing 

in the digital age when consumers become more sceptical in perceiving product information 

and tend to avoid online advertisements (Cho, 2004; Kelly, Kerr, & Drennan, 2010; Speck & 

Elliott, 1997). As a result: 

H4. Positive eWOM is appraised as more goal relevant to the audience compared to advertising. 

A conceptual framework based on the proposed hypotheses is shown in Figure 1. In this 

framework, appraisal dimensions (goal relevance and novelty) are the determinants of positive 

emotions related to a hedonic product choice (H2). Positive emotions are key drivers of 

consumer behaviour intentions (H1). Product information represented under different 

marketing format (poster vs. video) and delivered through different marketing channels 

(advertising vs. eWOM) is appraised at different levels of goal relevance (H3 and H4). These 

marketing strategies are unrelated to novelty because the novelty of a product is appraised 

depending on one’s knowledge and past experiences. 
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Figure 3.1. Conceptual framework 

3.3 Methodology 

We employed an experimental research design using vignettes in the form of text, images, or 

videos to stimulate participants’ thinking about their future decisions (Hosany, 2012; Hughes 

& Huby, 2002). The study involved two stages: (1) preliminary research for stimulus selection 

and experimental design and (2) quantitative research to test the conceptual framework. 

3.3.1 Stage 1: Preliminary research 

Fifteen young, independent tourists between 18–30 years (seven males, eight females) were 

interviewed in August and September 2017 for stimulus selection purpose. They were invited 

to watch ten promotional videos for tourism and hospitability products such as vacations, theme 

parks, and events. These videos had been pre-selected by the research team according to two 

criteria: (1) less than two minutes in duration to reduce viewer fatigue (Li et al., 2016), and (2) 

the experiential and hedonic nature of the promoted product/service. Participants were asked to 

choose the most emotion-evoking video and describe their pre-consumption emotions related 

to the promoted product/service (e.g., “How do you feel about it?”).  



77 

 

The video portraying main activities of the White Party Gold Coast1 ticketed party for 

New Year’s Eve celebrations was most frequently selected (11 of the 15 participants). A simple 

coding of participants’ emotional words based on the consumption emotions scale (Richins, 

1997) identified three main positive emotions related to the promoted product (i.e., event 

attendance): Joy (happy, pleased, glad, joyful, cheerful, fascinated);  Excitement (excited, 

enthusiastic, thrilled), and Surprise (surprised). These emotions were classified in order of 

frequency in participants’ answers: Joy (n = 11), excited (n = 6), surprised (n = 3).  

Next, four experimental cells (see Appendix A) were designed by manipulating how 

product information is represented (poster vs. video) and delivered (advertising vs. eWOM). 

Regarding message format, we used the White Party Gold Coast’s official poster containing 

images similar to those in the selected video2 in comparison with the video itself. Regarding 

message delivery, we developed two hypothetical scenarios reproducing two real-life settings 

(advertising vs. eWOM) (Barrera & Buskens, 2007; Rettinger, Jordan, & Peschiera, 2004). In 

the advertising scenario, participants were advised to imagine that they found the event’s 

promotional content (poster or video) sponsored by the event organizer on their Facebook home 

page. In the eWOM scenario, participants were asked to imagine that a friend tags him/her to 

the event promotional content (poster or video) on Facebook and gives a positive referral: “This 

is gonna be the best New Year’s Eve party ever. Let's have fun from sunset to sunrise, watch 

the fireworks at midnight and dance until dawn.” The manipulation check relied on one yes/no 

question: (1) “In this scenario, do you find the White Party Gold Coast poster/video 

advertisement on your Facebook home page?” (i.e., advertising scenario) or (2) “In this 

scenario, does your friend recommend you to attend the White Party Gold Coast by tagging you 

to the event poster/video?” (i.e., positive eWOM scenario). Five new participants were recruited 

                                                 

1 www.facebook.com/WHITEPARTYNYE/ 

2 The use of these materials was authorized by the event organizer. 
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to review the questionnaire containing all four experimental cells and measures of all variables. 

Their feedback was used to improve the structure and wording of the questionnaire. 

3.3.2 Stage 2: Quantitative research 

Participants in the main survey were randomly allocated to one of four experimental cells before 

completing a questionnaire containing measures of appraisal dimensions (novelty, goal 

relevance); positive emotions (joy, excitement, surprise); and behavioral intentions. Novelty 

was measured by a three-item scale (usual/unusual, familiar/unfamiliar, expected/unexpected) 

adapted from Hosany (2012). Goal relevance was measured by a two-dimensional scale adapted 

from Ma et al. (2013) which included seven items reflecting goal importance and goal interest. 

Positive emotions (i.e., surprise, joy, excitement) were measured by corresponding items 

adapted from the consumption emotion set (Richins, 1997). The measurement scale for 

behavioural intentions was developed using four items adapted from Walters et al. (2012) and 

one item indicating the respondent’s intention to attend the event. All questions were asked 

using a seven-point Likert-type scale. 

To facilitate data collection and data management, the questionnaire was made available 

online on the Qualtrics website. Data were collected on iPads by trained research assistants who 

recruited participants at public locations on the Gold Coast and in Brisbane, Australia. In all, 

668 completed questionnaires were collected in November and December 2017. Completed 

questionnaires with “straight-lining” responses (i.e., the variance for all items was equal to zero) 

were deleted to safeguard data quality (Moyle et al., 2017). A final sample of 655 questionnaires 

was used for data analysis. The profile of participants is given in Appendix B. Overall, the 

sample consists of 67.2% females and 32.5% males. Most respondents were under 35 years 

(78.6%), which is the target market for the White Party Gold Coast according to the event 

organizer. Nearly four out of ten respondents were Australians (38%). 
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SPSS version 25 and AMOS version 25 were used to analyze the data collected. 

Normality tests showed that all items were normally distributed (Zskewness < 3 and Zkutosis <3) 

(Yap & Sim, 2011). The total sample of 655 participants was randomly split into two sub-

samples (calibration and validation samples) for cross-validity testing and then used for 

structural equation modelling (SEM) to verify the research hypotheses (Byrne, 2016; Pratt & 

Sparks, 2014). 

EFA using the calibration sample (n = 323) resulted in six factors with an eigenvalue 

greater than one explaining 77.36% of the variance (KMO = 0.942, X2 = 7800.65, df = 276, p = 

0.000). Factors include novelty (three items, α = 0.90), goal importance (four items, α = 0.90), 

goal interest (three items, α = 0.87), joy/excitement (six items, α = 0.95), surprise (two items, α 

= 0.89), and behavioral intentions (five items, α = 0.95). The item “amazed” was deleted owing 

to cross-loading with both joy/excitement and surprise factors (Costello & Osborne, 2005; 

Hung & Petrick, 2011). All item loadings over 0.5 and Cronbach alphas over 0.7 indicate good 

convergent validity of all constructs (Hair, Black, Babin, Anderson, & Tatham, 1998). 

CFA was conducted using the validation sample (n = 332). The measurement scale 

resulted in good fit indexes: X2/df = 2.811, RMSEA = 0.053, CFI = 0.973, NFI = 0.959, TLI = 

0.968, and SRMR = 0.027. The normalised chi-square test statistic is under 5, CFI, NFI, and 

TLI values are higher than 0.9, and RMSEA and SRMR values are less than .08, indicating a 

good fit (Hooper, Coughlan, & Mullen, 2008; Hu & Bentler, 1999; Kline, 2015). Convergent 

validity of all constructs was verified by significant factor loadings, maxR (H), average variance 

extracted (AVE) scores and composite R (Table 2). Discriminant validity was tested by 

comparing intercorrelations of factors with the square root of the average variance for each 

factor (Table 3) (Hatcher, 1994). Since the estimate for AVE for each factor is above 0.5, and 

the square root of AVE exceeded any of the intercorrelations of the factors, convergent and 
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discriminant validity were not an issue related to the measurement model (Fornell & Larcker, 

1981; Huang, Gursoy, & Xu, 2014). 

Table 3.2. Convergent validity of measurement constructs. 

 

Table 3.3. Correlation matrix for testing discriminant validity of all constructs. 

Factor Standardized 

loadings  

MaxR (H) AVE Composite R 

Novelty 

N1 (Usual – Unusual) 

N2 (Familiar – Unfamiliar) 

N3 (Expected – Unexpected) 

 

0.871 

0.894 

0.869 

0.911 0.771 0.910 

Goal importance 

GIm1 (Matters to me) 

GIm2 (Means a lot to me) 

GIm3 (Relevant to me) 

GIm4 (Important to me) 

 

0.879 

0.909 

0.817 

0.766 

0.921 0.713 

 

0.908 

 

Goal interest 

GIn1 (Unappealing - 

Appealing) 

GIn2 (Not Fun - Fun) 

GIn3 (Boring - Interesting) 

 

0.837 

0.804 

0.893 

0.890 0.715 0.882 

Surprise 

S1 (Astonished) 

S2 (Surprise) 

 

0.861 

0.889 

0.869 0.766 0.867 

Joy/excitement 

J1 (Happy) 

J2 (Joyful) 

J3 (Pleased) 

J4 (Excited) 

J5 (Thrilled) 

J6 (Enthusiastic) 

 

0.935 

0.937 

0.866 

0.917 

0.834 

0.910 

0.967 0.811 0.963 

Behavioural intentions 

BI1 (Curious about the party) 

BI2 (Want more information) 

BI3 (Want to learn more) 

BI4 (Intrigued by the party) 

BI5 (Willing to attend) 

 

0.841 

0.940 

0.837 

0.912 

0.870 

0.953 0.776 0.945 
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Novelty Joy/ 

excitement 

Behavioural 

intentions 

Goal 

importance 

Goal interest Surprise 

Novelty 0.878 

     

Joy/excitement 0.130 0.901 

    

Behavioral 

intentions 

0.146 0.677 0.881 

   

Goal importance 0.035 0.675 0.708 0.845 

  

Goal interest 0.247 0.703 0.638 0.556 0.845 

 

Surprise 0.184 0.612 0.491 0.549 0.446 0.875 

After validation of the measurement model, structural equation models (SEMs) were 

generated for the whole sample to test the proposed research hypotheses. Six latent variables 

(novelty, goal interest, goal importance, surprise, joy/excitement, and behavioural intention) 

were included in the SEM1 (Fig. 2) to test the relationships between consumer appraisals, 

positive emotions, and behavioural intentions. Estimated SEM1 has good model fit (X2/df = 

3.744, RMSEA = 0.065, CFI = 0.958, NFI = 0.944, TLI = 0.951 and SRMR = 0.060). A multi-

group analysis tested the invariance of the SEM1 among four experimental cells (2 message 

format x 2 message delivery). All factor loadings and all structural regression paths were 

constrained to equal across four groups. The X2 difference between the unconstrained and 

constrained model was not significant (X2 = 94.385, p = 0.640). Hence, the SEM1 was 

equivalent across four experimental cells (Byrne, 2016). 

 

* Significant at p < 0.05 
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** Significant at p < 0.01 

Figure 3.2. SEM1 with all latent variables. 

Following Acock and Boles (1998) and Schumacker and Marcoulides (1998), we 

included the experimental conditions in SEM2 (Fig. 3) as two dummy variables: (1) Mdelivery 

(ad vs. eWOM) and (2) Mformat (poster vs. video) to examine how product information is 

appraised by consumers in different experimental cells (H3 and H4). A covariance was added 

between goal importance and goal interest since these two related constructs reflect one concept 

(i.e., goal relevance) (Ma et al., 2013; McQuarrie & Munson, 1992). Estimated SEM2 has good 

model fit (X2/df = 3.528, RMSEA = 0.062, CFI = 0.954, NFI = 0.937, TLI = 0.947 and SRMR 

= 0.065).  (Byrne, 2016; Kline, 2015). 

 

** Significant at p < 0.01 

Figure 3.3. SEM2 with two dummy variables representing experimental cells. 

A summary of hypothesis testing results is introduced in Table 4. Both surprise (β = 

0.13, p = 0.00) and joy (β = 0.66, p = 0.00) influence consumer behavior intentions, but joy 

has a stronger effect than surprise (Fig. 3). Thus, H1 is confirmed. Novelty has a positive effect 

on the elicitation of surprise (β = 0.13, p = 0.00) but no effect on joy/excitement (β = 0.00, p 

= 0.86). Hence, H2a is partly confirmed. Goal importance is a key determinant of both surprise 

(β = 0.51, p = 0.00) and joy/excitement (β = 0.51, p = 0.00). Goal interest also has significant 
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impacts on surprise (β = 0.12, p = 0.010) and joy/excitement (β = 0.39, p = 0.00). Therefore, 

H2b is confirmed. Different marketing format strategies (poster vs. video) does not make the 

product choice appraised differently in terms of goal importance (β = -0.02, p =  0.62) and goal 

interest (β = 0.06, p = 0.16). Product information delivered through eWOM is appraised more 

important (β = 0.15, p = 0.000), but not of higher interest (β = 0.03, p = 0.53) compared to 

advertising. Thus, H4 is partly confirmed.  

Table 3.4. Summary of hypothesis testing results. 

Hypothesis Testing 

result 

Hypothesis 1: Positive emotions related to a hedonic product choice (i.e., 

integral emotions) have positive effects on consumer behavioural 

intentions. 

Supported 

H2a. Novelty of a hedonic product choice positively relates to positive 

emotions. 

Partly 

supported 

H2b. Goal relevance (goal importance and goal interest) of a hedonic 

product choice positively relates to positive emotions. 

Supported 

Hypothesis 3: A video is appraised as more relevant to the audience 

compared to a poster. 

Not 

supported 

Hypothesis 4: Positive eWOM is appraised as more relevant to the audience 

compared to advertising. 

Partly 

supported 

 

3.5 Discussion 

This study aims to advance our understanding of consumer pre-consumption emotions and 

behaviour. Results of hypothesis testing (Table 4) support the validity of appraisal theory in 

explaining pre-consumption emotions related to a hedonic product choice with behavioural 

consequences. Only H3 (i.e., A video makes a product choice appraised as more relevant to the 

audience compared to a poster) is not supported. Research outcomes are discussed to clarify the 
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paper’s theoretical contributions and suggest appropriate implications for tourism and 

hospitality marketing. 

3.5.1 Theoretical contributions: The logic of consumer emotions 

This research is the first effort in applying cognitive appraisal theory to explain consumer pre-

consumption emotions related to a product choice and thus provides missing pieces in the 

appraisal - emotion relationship (Moors et al., 2013; Zeelenberg et al., 2008). Research 

outcomes demonstrate that similar appraisal processes determine consumer emotions at 

different stages of product consumption including pre-consumption emotions, consumption 

emotions (Liu et al., 2016), and post-consumption emotions (i.e., recalled emotions related to 

past consumption experiences) (Hosany, 2012; Ma et al., 2017). Findings support the mental-

time-travel concept (Suddendorf & Corballis, 1997) and align with neuroscience research: 

humans engage in similar neural processes when anticipating the future, experiencing the 

present, and recalling the past (Botzung, Denkova, & Manning, 2008; Viard et al., 2011). Our 

study highlights the necessity of exploiting neuroscience to broaden our understanding of 

mental and neural processes behind consumer behavior (Plassmann, Venkatraman, Huettel, & 

Yoon, 2015). 

More specifically, this study justifies the underlying logic of consumer emotions 

previously proposed in some conceptual papers: pre-consumption emotions related to a product 

choice are goal-relevant signals (Pham, 2004, 2007), that beneficially direct consumer 

behaviour in hedonic consumption (Lerner et al., 2015). Consumers experience higher levels 

of positive emotions when the product choice is appraised as highly relevant in relation to their 

goals or needs (i.e., important and of high interest) (Frijda, 1986; Zeelenberg et al., 2008). Our 

findings are supported by previous tourism research indicating that tourist emotions related to 

a destination (i.e. affective image) are closely associated to their travel goals/motives (Baloglu 

and McCleary, 1999; Gartner, 1993). For example, tourists who travel for relaxation have a 
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more positive affective image of the “sun and sand” destination than those who travel in pursuit 

of knowledge (Beerli and Martín, 2004).  

Furthermore, the current research offers more explanations for consumers’ novelty-

seeking behaviour (Hirschman, 1984; McAlister, 1982; McAlister & Pessemier, 1982). A 

hedonic product appraised as novel elicits surprise, and thus potentially increases consumer 

behavioural intentions to have a trial consumption (Assaker, Vinzi, & O’Connor, 2011; Enrique 

Bigné, Sanchez, & Andreu, 2009). However, if the product choice is not relevant to consumer 

goals, novelty is not necessarily associated with higher levels of joy/excitement and switching 

behaviours. This is reflected in other studies showing that consumers seek different levels of 

novelty (Jang & Feng, 2007; Snepenger, 1987) when making decisions related to different 

product categories (Van Trijp, Hoyer, & Inman, 1996). 

3.5.2 Marketing implications 

Research outcomes suggest several important implications to improve the effectiveness of 

tourism and hospitality marketing. First, eWOM marketing should be a mainstay in the 

marketing portfolio (Berger, 2014; Chen & Law, 2016; Trusov et al., 2009). This study shows 

that positive eWOM is appraised as more relevant to the receiver compared to advertising 

messages, leading to higher levels of positive emotions and behaviour. Therefore, more 

proactive eWOM marketing strategies (Buttle, 1998; Zhang et al., 2010), such as offering 

financial incentives (Kim, Naylor, Sivadas, & Sugumaran, 2016), free products (Chae, Stephen, 

Bart, & Yao, 2016), or price discounts (Stanton et al., 2019) should be employed in order to 

encourage a widespread of consumer positive eWOM about tourism and hospitality products.  

Second, visual content remains a key element of marketing messages for promoting 

hedonic products (Pino et al., 2019; Raghuvir, 2010) while verbal stimuli (without picture or 

video) should be of limited use (Campbell & DiPietro, 2014). In this study, the video is not 

appraised as more relevant to consumer goals compared to the pictorial stimulus (e.g., poster), 
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supporting previous research findings that both pictures (Ghosh & Sarkar, 2016; Walters et al., 

2012) and videos (Schaefer, Nils, Sanchez, & Philippot, 2010) are effective in picturing future 

product consumption and inducing pre-consumption emotions.  

More importantly, message relevance is found as the success key in evoking positive 

emotions and influencing consumer behaviour. Consumers are normally overwhelmed by 

thousands of marketing stimuli per day, only product information appraised as relevant to their 

goals and needs can attract attention (Scott et al., 2017), evoke higher levels of positive 

emotions, and influence consumer behaviour (Goossens, 2000; Kwortnik & Ross, 2007). 

Hence, marketing messages should emphasise the relevance of a product in satisfying consumer 

goals through communicating the hedonic benefits as well as eudaimonic meanings of product 

consumption (Morgan & Xu, 2009).  

3.6 Conclusion 

The current research advances the literature by exploring how marketing stimuli are personally 

appraised through mental processes with consequences on pre-consumption emotions and 

behaviour. It is subject to some limitations, which provide directions for future studies. First, 

we investigated only positive emotions related to a typical hedonic product in this study (i.e., a 

ticketed party) and recommend more research examining mixed and negative emotions 

associated with some special tourism and hospitality products such as dark tourism attractions 

(Kidron, 2013) or sports/adventure activities (Carnicelli-Filho, Schwartz, and Tahara, 2010).  

Second, the main subject of investigation in this study refers to integral pre-consumption 

emotions. However, incidental emotions that are carried over from the external environment 

may influence consumer emotional experiences and behaviour at the pre-consumption stage. 

The interaction between incidental and integral emotions thus requires further investigation 

(Lerner et al., 2015).  
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Third, consumers emotional experiences at the pre-consumption stage are associated to 

imagery processing, the mental process involved in processing sensory marketing information 

for visualising future product consumption (Goossens, 2000; Walters et al., 2012). Future 

research should include both mental imagery and appraisal processes in studying consumer pre-

consumption emotions and behaviour.  

Fourth, longitudinal research examining the appraisal - emotion relationship at different 

stages of consumption (pre, online and post) is necessary to explain consumer emotional bias, 

such as the “rosy view” effect (Mitchell et al., 1997).  

Overall, emotion research is undergoing a development phase that has already begun to 

influence the theories of consumer behaviour and marketing practices. Advancing the 

understanding of consumer emotions has profound implications for tourism and hospitality 

marketing. The validation of the cognitive appraisal theory helps to explain the logic of 

consumer emotions and affect-driven consumption behaviour: positive emotions are goal-

relevant signals that beneficially guide consumer hedonic consumption of tourism experiences 

in satisfying their specific goals/motives.  
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CHAPTER 4. THEORY DEVELOPMENT (MANUSCRIPT THREE) 

The previous chapter investigates the appraisal determinants of consumer pre-consumption 

emotions and confirms the validity of the cognitive appraisal theory. This chapter explores 

further the relationships between appraisal dimensions, mental imagery and emotions in order 

to extend our understanding of mental processes and mechanisms involved in consumer 

perception of experiential marketing messages. It proposes a theoretical framework to explain 

consumer hedonic consumption behaviour from a mental processing perspective and also 

validates the conceptual framework based on sequential explanatory studies (quantitative-

qualitative). The investigation of how consumers perceive experiential marketing messages by 

means of mental processes suggest practical ways to improve the effectiveness of experiential 

marketing in tourism. 

This chapter presents a submitted publication: Le, D., Wang, Y., Scott, N., Pratt, M., & 

Lohmann, G. (Submitted). Consumer hedonic consumption behaviour in tourism: a dual 

cognitive mechanism model. Tourism Management. 

Due to the journal standard (i.e. the manuscript including tables, figures and references 

should not exceed 10,000 words), further analysis of the qualitative research data is reported in 

Section 4.7 (further exploration of mental processes involved in consumer perception of 

experiential marketing messages). These outcomes will be used to address reviewers’ 

comments in the review process. 

My contribution to the paper involved: developing survey instruments, conducting 

surveys, data collection, data analyses, drafting of the manuscript, revision of the manuscript 

and submission to the journal. 
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A dual cognitive mechanism model of consumer hedonic consumption 

behaviour in tourism 

Dung Le*a, Ying Wanga, Noel Scottb, Marlene Pratta, Gui Lohmannc 

a Department of Tourism, Sport and Hotel Management, Griffith Business School, Griffith 

University, Queensland, Australia 

b Sustainability Research Centre, University of the Sunshine Coast, Queensland, Australia. 

c School of Engineering and Built Environment, Griffith University, Queensland, Australia. 

Abstract: Experiential marketing is an effective strategy to promote tourism experiences. 

Researchers have focused on exploring how to design experiential marketing messages to evoke 

mental imagery and positive emotions as a pathway to influence consumer hedonic 

consumption behaviour in tourism. The critical weakness of the existing literature is to consider 

consumers as passive receivers of marketing messages. Research on consumers’ active role in 

selecting and interpreting marketing messages via a top-down cognitive mechanism remains 

underexplored. Based on cognitive psychology theories, this paper proposes a dual cognitive 

mechanism model that integrates both the top-down (i.e., cognitive appraisal process) and 

bottom-up (i.e., embodied simulation) mechanisms to explain how experiential marketing 

messages are perceived through mental processes and inspire hedonic consumption behaviour. 

This conceptual model is empirically tested and elaborated in a tourism event context based on 

sequential explanatory research design (quantitative-qualitative). Research outcomes 

recommend a customer-centric approach to experiential marketing in tourism. 

Keywords: Cognitive appraisal theory, theory of embodied cognition, mental imagery, 

emotion, experiential marketing, social media 
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4.1 Introduction 

Consumers, as humans, are not necessarily rational decision-makers (Wattanacharoensil & La-

ornual, 2019), they often make decisions in pursuit of experiential benefits such as fantasy and 

positive emotions (Holbrook & Hirschman, 1982; Kwortnik & Ross, 2007). Therefore, 

experiential marketing focusing on the use emotional and sensory aspects of consumption has 

become an effective strategy to promote tourism experiences (Le, Scott, & Lohmann, 2019; 

Petit et al., 2019). Researchers have investigated the use of marketing tools such as pictures 

(Walters et al., 2012), videos (Kim et al., 2014; Yin et al., 2017), 3D virtual worlds (Huang, 

Backman, Backman, & Moore, 2013), websites (Lee & Gretzel, 2012), augmented reality (He 

et al., 2018), virtual reality (Bogicevic et al., 2019; Wei et al., 2019) in order to stimulate mental 

imagery and evoke positive emotions as a pathway to influence consumer hedonic consumption 

in tourism. 

Experiential marketing research to date is largely grounded on the theory of embodied 

cognition (Barsalou, 2008; Garbarini & Adenzato, 2004). The theory of embodied cognition 

assumes a bottom-up mechanism by which the exposure to experiential marketing messages 

triggers (mental) imagery processing in the audience’s mind through activation of sensorimotor 

neural systems (Krishna & Schwarz, 2014; Petit et al., 2019). As a result, consumers are 

considered to be passive receivers of marketing stimuli (Bogicevic et al., 2019). The mentally 

active role of consumers in receiving and interpreting marketing messages in relation to their 

personal disposition (i.e. goals/motives, prior knowledge) via a top-down mechanism has 

received limited academic attention (Le, Scott, & Lohmann, 2019; Stepchenkova & Mills, 

2010). Hence, the current literature provides an inadequate understanding of hedonic 

consumption behaviour and its linkage to consumption goals/motives (Kock, Josiassen, & 

Assaf, 2018; Pearce & Packer, 2013). Recent studies have started to demonstrate that imagery-

inducing strategies are not necessarily effective in inspiring behaviour (Deng, Unnava, & Lee, 

2019; Dessart, 2018). A comprehensive understanding of consumer hedonic consumption 
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behaviour requires further exploration of the top-down mechanism involved in consumer 

perception of experiential marketing stimuli (Adaval, Saluja, & Jiang, 2019; Diemer, Alpers, 

Peperkorn, Shiban, & Mühlberger, 2015) 

 A well-known top-down model of hedonic tourism consumption was proposed by 

Goossens (2000), suggesting that push factors (consumer goals/motives) and pull factors 

(marketing stimuli) are integrated into the consumer's brain through involvement. Involvement 

is defined as “an unobservable state of motivation, arousal and interest” (Goossens, 2000, p. 

305) and is characterised by the perceived personal relevance of the target stimulus (Prayag & 

Ryan, 2012; Prebensen, Woo, Chen, & Uysal, 2012). Involvement plays a vital role in 

determining consumer hedonic responses (imagery and emotions) that in turn inspire 

consumption behaviour. The meaning and operationalisation of involvement in this model are 

similar to that of goal relevance in psychology (Ma, Gao, Scott, & Ding, 2013; Nyer, 1997), as 

it reflects how a tourism experience is instrumental in achieving personal goals (Celsi & Olson, 

1988). Therefore, the concept of involvement is used interchangeably with goal relevance in 

this paper.  

While Goossens’s model is widely cited in the current tourism literature (Law, Ye, 

Chen, & Leung, 2009), it also is subject to criticism. Some parts of the model, including (1) the 

push/pull factors of consumer hedonic motivation in tourism (Prayag & Hosany, 2014; Van Zyl 

& Botha, 2004), (2) the relationship between push/pull factors and consumer involvement 

(Afonso, Silva, Gonçalves, & Duarte, 2018; Wong & Tang, 2016) and (3) the role of consumer 

imagery and emotions in motivating behaviour (Barnes, Mattsson, & Sørensen, 2016; Ryu, 

Lehto, Gordon, & Fu, 2019) have been empirically examined. However, the critical path linking 

consumer appraisal of goal relevance (i.e. involvement) and hedonic responses (imagery and 

emotions) has not been empirically tested, bringing the validity of Goossens’ model into 

question.  



93 

 

Further, Goossens’ model does not include any bottom-up mechanism. The bottom-up 

mechanism has been well investigated in tourism marketing literature, showing how messages 

containing sensory and multisensory elements capture attention through visual colour, sound or 

movement (Scott, Zhang, Le, & Moyle, 2017) and stimulate consumer imagery processing 

through activating neural systems (Krishna & Schwarz, 2014; Petit et al., 2019). The inclusion 

of a bottom-up mechanism is necessary based on neuroscience evidence: the left posterior 

inferior parietal lobules (pIPL) in the brain support the bottom-up attentional process and the 

maintenance of sensory information in working memory for vivid imagery and memory 

retrieval (Stawarczyk & D'argembeau, 2015).  

Finally, goal relevance may not be the only determinant factor affecting consumer 

hedonic responses to experiential marketing stimuli. According to the cognitive appraisal 

theory in psychology, a core set of appraisal dimensions (goal relevance, goal congruence, 

novelty, agency and coping potential) jointly determine emotions (Johnson & Stewart, 2005; 

Moors, Ellsworth, Scherer, & Frijda, 2013). Also, these appraisal dimensions possibly influence 

mental imagery. For example, a novel stimulus can increase the intensity of emotional 

responses (Ma, Scott, Gao, & Ding, 2017) as well as stimulate vigorous and active imagery 

processing (Edwards & Gangadharbatla, 2001; Mather, 2013).  

The current research aims to address these criticisms and extend Goossens’s model to 

provide a comprehensive understanding of consumer hedonic consumption behaviour in 

tourism. Based on psychology theories (theory of embodied cognition and cognitive appraisal 

theory), we propose a dual cognitive mechanism model that recognises both top-down and 

bottom-up mechanisms to explain consumer hedonic consumption behaviour. Our research 

addresses the call for robust studies that confirm and build on past research models to move the 

literature forward (Zarezadeh, Benckendorff, & Gretzel, 2018). To examine the validity of this 

extended model in a tourism event context, we employed a sequential explanatory research 
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method. In the first phase, experimental quantitative research was conducted to empirically test 

the model with large sample size. We manipulate marketing messages of two visual formats 

(static vs. dynamic) and delivered through two channels (advertisement vs. social media word-

of-mouth) to explore how experiential marketing messages are perceived by means of mental 

processes. In the second phase, we use in-depth interviews to obtain further explanations of 

consumer mental processes and behaviour. Research outcomes support the dual cognitive 

mechanism model and suggest a number to future research directions to advance the field. 

4.2 Literature review 

4.2.1 Theory development: The dual cognitive mechanism model 

The hedonic tourism motivational model (Goossens, 2000) can be extended by integrating 

psychology theories and neuroscience research. In this section, two complementary research 

streams are reviewed: (1) cognitive appraisal theory (CAT), which suggests a top-down 

mechanism with additional appraisal dimensions apart from involvement (goal relevance) and 

(2) the theory of embodied cognition (TEC), which offers a bottom-up mechanism to explain 

how sensory elements stimulate mental imagery. This purposive literature review enables the 

development of the dual cognitive mechanism model of consumer hedonic consumption 

behaviour (Fig. 4.1).  
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Figure 4.1 The dual cognitive mechanism model 

The dual cognitive model is consistent with neuroscience evidence of two distinct brain 

mechanisms involved in consumer perception and mental imagery: bottom-up and top-down 

connectivity between the fronto-parietal and visual areas (Dijkstra et al., 2017). A bottom-up 

attentional process triggers mental imagery when consumers are exposed to experiential 

marketing messages, while a top-down attentional process directs mental imagery to focus on 

goal-relevant messages for further elaboration (Baars, 2007; Diemer et al., 2015). 

4.2.1.1. Extension 1: The appraisal process as the top-down mechanism 

In Fig. 4.1, the cognitive appraisal process consists of a top-down mechanism by which tourists 

actively select and interpret goal-relevant and novel marketing stimuli for further imagery 

elaboration and emotional experiences. The top-down mechanism we proposed extends 

Goossens’s initial use of goal relevance and includes other appraisal dimensions such as 

novelty, agency, coping potential as suggested by the cognitive appraisal theory (Johnson & 

Stewart, 2005; Moors et al., 2013). Appraisal is a subconscious “cognitive process (and) the 
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way an individual defines and evaluates relationships with the environment” (Lazarus, 1991a, 

p. 3). 

The cognitive appraisal theory is currently the dominant approach to emotion research 

(Hosany, 2012; Zheng et al., 2019). According to appraisal theorists, emotions are not automatic 

responses to a stimulus but result from subconscious mental evaluations of the stimulus on the 

basis of criteria such as the stimulus’ goal relevance, goal congruence, novelty, agency and 

coping potential (Moors et al., 2013). Goal congruence determines the valence of discrete 

emotions (positive vs. negative) (Scherer, 1984a) while goal relevance influences the intensity 

of consumer emotions (Ma et al., 2013; Nyer, 1997). Novelty elicits surprise (Hosany, 2012), 

which along with positive goal congruence leads to arousing emotions such as delight (Ma et 

al., 2013). Consumer appraisal of agency (i.e. who is responsible?) differentiates pride when a 

positive event is appraised as self-achievement from joy when the event is caused by other 

agents (Johnson & Stewart, 2005). Coping potential differentiates anger when consumers 

perceive high control over a situation from fear when they perceive low control (Moors et al., 

2013). 

The relationships between these appraisal dimensions and mental imagery are also 

supported by recent studies. First and foremost, mental imagery is a goal-directed process 

(Christian et al., 2013; Klinger, 2013). Consumers are exposed daily to thousands of marketing 

stimuli from television, Internet sites, and other information sources. Hence, they must give 

selective attention to identifying and focusing on goal-relevant stimuli (Scott et al., 2017). 

Neuroscience research provides evidence of the neural mechanism by which personal goals 

direct mental imagery (Kosslyn, Thompson, & Ganis, 2006; Prabhakar, Coughlin, & Ghetti, 

2016). The brain areas used for goal relevance evaluation (i.e. the ventral medial prefrontal 

cortex and posterior cingulate cortex) are strongly activated during mental imagery 

(D'Argembeau et al., 2010; Stawarczyk & D'argembeau, 2015).  
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Other appraisal dimensions, such as novelty and agency are also found to influence 

mental imagery. Novel stimuli motivate more vigorous and active information processing 

(Edwards & Gangadharbatla, 2001; Mather, 2013). Thus, mental imagery is more prevalent in 

response to an advertised product that the consumer perceives as novel (Oliver, Robertson, & 

Mitchell, 1993). Indeed, when visualising future events, consumers can engage in imagery 

processing from the visual perspectives of an actor or an observer. The imagery perspective of 

an actor (vs. observer) is related to self-agency (vs. other-agency) appraisal, resulting in 

different emotional responses to the same future event (Hung & Mukhopadhyay, 2011). 

4.2.1.2 Extension 2: Embodied simulation as the bottom-up mechanism 

Grounded on the theory of embodied cognition, the assumption of a bottom-up mechanism 

underlies most tourism imagery research. According to the theory of embodied cognition, 

cognitive processes depend on bodily states and the brain’s sensory modality-specific 

processing systems (Barsalou, 2008). Hence, exposure to visual and multi-sensory stimuli 

triggers imagery of consumption experiences through activating neural system as-if the 

observer is involved in consumption experiences (Garbarini & Adenzato, 2004). The theory 

explains why visual and sensory inputs such as pictures or videos and sensory-enabling 

technologies such as augmented reality or virtual reality are effective in stimulating consumer 

imagery and enabling elaborated imagery experiences (i.e. telepresence or consumption vision) 

(Bogicevic et al., 2019; Kim et al., 2014; Tussyadiah et al., 2018; Walters et al., 2007). 

Overall, the dual cognitive mechanism model (Fig. 4.1) provides a theoretical basis to 

explain how experiential marketing messages are perceived through mental processes. In the 

next section, we develop research hypotheses to test the validity of this conceptual model in a 

tourism event context.  
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4.2.2 Theory testing in a tourism context 

Currently, social media is the dominant marketing channel (Dolan, Seo, & Kemper, 2019). To 

explore how different social media marketing strategies for promoting tourism experiences are 

personally perceived by consumers, we rely on the dual cognitive mechanism model (Fig. 1). 

In this paper, we focus on message design and message delivery strategies. Two main strategies 

to deliver marketing messages on social media are advertising and social media word-of-mouth 

(sWOM). While early research indicates that social media advertising positively improves 

customer attitude and behaviour (Knoll, 2016), social media advertising is losing its 

effectiveness because consumers are learning to avoid advertisements (Kelly et al., 2010; 

Seyedghorban, Tahernejad, & Matanda, 2016). Eye-tracking research shows significant 

differences in visual attention to banner advertisement and website content (Resnick & Albert, 

2014). As consumers are becoming more sceptical of advertisements, they are less likely to 

engage in elaborated imagery processing of these messages (Escalas, 2006; Rozier-Rich & 

Santos, 2011). Compared to advertising, sWOM is considered more trustworthy (Sparks, 

Perkins, & Buckley, 2013) and is more effective in influencing consumer behaviour (Stanton 

et al., 2019).  

Hypothesis 1a: sWOM is appraised as more goal-relevant compared to advertising. 

Hypothesis 1b: sWOM is processed at higher levels of mental imagery compared to advertising. 

Marketers have mainly used visual content to promote tourism and hospitality 

experiences on social media. Posts containing interesting pictures or videos are more likely to 

be liked and shared and to “go viral” (Munar & Jacobsen, 2014). Dynamic visual contents such 

as videos provide richer details of how tourism experiences meet individual goals compared to 

static visual contents like pictures (Bracken, 2005). Therefore, they are more effective in 

stimulating mental imagery (Yim et al., 2018), generate higher preference and stronger 

behavioural intentions (Roggeveen, Grewal, Townsend, & Krishnan, 2015). 
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Hypothesis 2a: Dynamic visual content (i.e., video) is appraised as more goal-relevant 

compared to static visual content (i.e., picture). 

Hypothesis 2b: Dynamic visual content is processed at higher levels of mental imagery 

compared to static visual content. 

The relationships between appraisal dimensions, imagery processing, emotions and 

consumer behaviour are defined based on the dual cognitive mechanism model (Fig. 1). 

Tourism experiences such as vacations or events are primarily hedonic in nature, and as a result, 

mental imagery and emotions are positively biased (Hosany & Gilbert, 2010; Lee & Kyle, 

2012). Two appraisal dimensions (goal relevance and novelty) play critical roles in determining 

positive emotions (Ellsworth & Smith, 1988b; Hosany, 2012; Ma et al., 2017) and imagery 

(Christian et al., 2013; Oliver et al., 1993). These hedonic responses inspire consumer 

behaviour.  

Hypothesis 3: Appraisal dimensions (goal relevance, novelty) are positively correlated to 

hedonic responses (imagery and positive emotions). 

Hypothesis 4: Hedonic responses (imagery and positive emotions) are positively correlated to 

behavioural intentions. 

4.3 Study 1: Experimental research 

4.3.1 Method 

To stimulate participants’ thinking about future tourism experiences, we adopted an 

experimental research method using vignettes comprising text, images and videos (Hughes & 

Huby, 2002). Stimuli selected in the experimental design were based on a preliminary study, in 

which fifteen participants watched ten videos promoting tourism experiences (vacations, theme 

parks, events). They were asked to select the most emotional imagery experience and to discuss 

their emotional responses toward it. The most frequently chosen experience (eleven of fifteen 
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participants) was a ticketed partying event, the White Party Gold Coast 

(http://whitepartynye.com.au). This is an annual two-day event attracting several thousand 

participants to celebrate the New Year’s Eve. This event is held on an island near the Gold 

Coast, Australia and tickets include cruise transfers, a boat party, a beach party, musical 

performances and fireworks. Participant’s emotions related to this event experience were coded 

using the Consumption Emotions Scale (Richins, 1997) and revealed three specific emotions 

related to the event: joy; excitement and surprise.  

An experimental design comprising 2 visual formats x 2 delivery channels (see 

Appendix A) tested Hypotheses 1 and 2. The official event poster and video were used to 

contrast message design conditions (static vs. dynamic). Two brief text passages set up the 

hypothetical scenarios for advertising vs. sWOM (friend referral through a Facebook tag) 

conditions. Five participants pilot-tested the experimental conditions and the questionnaire to 

ensure its clarity, understandability and flow.  

4.3.1.1 Measurement  

Novelty was operationalised using a three-item scale adapted from Hosany (2012) for the 

context of the event. Goal relevance was measured by a two-dimension scale containing seven 

items for goal importance and goal interest which were adapted from Ma et al. (2013). 

Consumer imagery was operationalised using a two-dimension scale with fourteen items 

adapted from Walters et al. (2007). The imagery quality dimension (four items) measured the 

clarity and vividness of imagery. The imagery elaboration dimension (ten items) measured “the 

extent to which information in working memory is integrated with prior knowledge structures” 

(MacInnis & Price, 1987, p. 475). Surprise, joy, excitement were measured by nine 

correspondent items extracted from the Consumption Emotion Set (Richins, 1997). Behavioural 

intentions were measured by four items reflecting purchase immediacy adapted from Walters 

et al. (2012) and one item reflecting the respondent’s intention to attend. 

http://whitepartynye.com.au/
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4.3.1.2 Data collection procedure and sampling 

Data were collected in November and December 2017 from participants recruited in public 

areas of Gold Coast and Brisbane, Australia. A total of 668 completed questionnaires were 

obtained. In the data cleaning process, thirteen “straight-line” questionnaires (e.g., all items 

marked with the same score) were deleted (Moyle et al., 2017). The final sample of 655 

questionnaires was imported into SPSS (version 25) for data analysis. Appendix B reports the 

participants’ demographic characteristics. Overall, most participants were under 35 years 

(78.6%) and female (67.2%). 

4.3.1.3 Data analysis 

SPSS (version 25) and AMOS (version 25) were used to perform data analysis. Given 

that theoretical considerations of latent constructs are necessary before empirical testing of 

measurement models of latent constructs (Mikulić & Ryan, 2018; Rossiter, 2002); our latent 

constructs (appraisal dimensions, imagery dimensions, emotions and behavioural intentions) 

were assessed based on three main criteria (nature of construct, direction of causality between 

items and latent construct, characteristics of items used to measure the construct) (Hair et al., 

2016). Aligning with previous research (Ma et al., 2013; Walters et al., 2012), the theoretical 

considerations led to the decision of using the reflective measurement models of these 

constructs for theory testing. 

4.3.2 Results 

The total sample (n = 655 participants) was randomly split into two sub-samples: a calibration 

sample (n=323) and a validation sample (n=332) for cross-validity testing (Byrne, 2016; Pratt 

& Sparks, 2014). An Exploratory Factor Analysis (EFA) using the calibration sample was 

conducted in SPSS (version 25). The EFA yielded eight factors with eigenvalues larger than 1, 

accounting for 73.22% of the total variance (KMO = 0.945, χ2= 11796.078, df = 703, p = 0.000): 

novelty (three items, α = 0.899); goal importance (four items, α = 0.901); goal interest (three 
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items, α = 0.886); imagery elaboration (six items, α = 0.934); imagery quality (four items, α = 

0.945); surprise (two items, α = 0.895); joy/excitement (six items, α = 0.957) and behavioural 

intentions (five items, α = 0.946). Five items were deleted owing to cross-loading problems 

(Costello & Osborne, 2005; Hung & Petrick, 2011). All item loadings over 0.5 and Cronbach 

alpha over 0.7 indicate good convergent validity of measured constructs (Hair et al., 1998). 

A Confirmatory Factor Analysis (CFA) using the validation sample (i.e. the 

measurement model) was conducted in AMOS (version 25). The CFA resulted in good fit 

indexes: χ2/df = 2.625, RMSEA = 0.050, CFI = 0.963, NFI = 0.942, TLI = 0.958. The 

normalised χ2 statistic under 5, CFI, NFI, and TLI values higher than 0.9 and a RMSEA value 

less than .08 indicate a good fit (Byrne, 2016; Kline, 2015). Convergent validity of all constructs 

was checked on the basis of significant factor loadings, maxR(H), average variance extracted 

(AVE) scores and composite R (see Appendix C1). Discriminant validity was examined by 

comparing intercorrelations of factors with the square root of the average variance for each 

factor (see Appendix C2) (Hatcher, 1994). Since the estimate for AVE for each factor is above 

0.5, and the square root of AVE exceeded the intercorrelations of the factors, no convergent 

and discriminant validity issue emerged with respect to the measurement model (Fornell & 

Larcker, 1981). 

The structural equation models (SEMs) were tested using the whole sample (n=655). 

First, the estimated SEM1 which included eight latent variables (novelty, goal importance, goal 

interest, imagery elaboration, imagery quality, surprise, joy/excitement and behavioural 

intentions) had good model fit indexes (χ2/df = 2.977, RMSEA = 0.055, CFI = 0.955, NFI = 

0.933, TLI = 0.949). Next, a multi-group analysis tested the invariance of the SEM1 among 

four experimental groups. The factor loadings and all structural regression paths for the four 

groups were constrained to be equal. The differences between the unconstrained and 

constrained model were not significant (χ2 = 170.392, p > 0.05). Hence, the SEM1 was 
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equivalent across four experimental groups (Byrne, 2016). The experimental conditions were 

included in SEM2 as two dummy variables: (1) static vs. dynamic and (2) ad vs. sWOM 

(Russell, Kahn, Spoth, & Altmaier, 1998). The estimated SEM2 (Fig. 4.2) had good model fit 

indexes (χ2/df = 3.219, RMSEA = 0.058, CFI = 0.943, NFI = 0.919, TLI = 0.936) (Byrne, 2016; 

Kline, 2015).  

 

         Insignificant relationship (p> 0.05) 

         Significant relationship (p<0.05) 

Figure 4.2 Results of SEM2 

 

A summary of hypothesis testing results based on SEM2 is given in Table 4.1. 

Hypothesis 1a is partially supported while H1b is not supported. sWOM is appraised as more 

goal-important compared to the advertising condition (β = 0.15, p<0.01). However, no 

significant changes in goal interest and imagery dimensions were recorded between these two 
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message delivery conditions. Consumers process dynamic visual content (video) at higher 

levels of imagery elaboration (β = 0.09, p<0.01) and imagery quality (β = 0.16, p<0.01) 

compared to static visual content (poster). However, dynamic visual content is not appraised as 

more goal-relevant compared to static visual content. This result means that Hypothesis 2a is 

rejected and Hypothesis 2b is supported. 

Table 4.1. Summary of hypothesis testing (SEM2) 

 Standardised 

regression 

weights 

CR Hypothesis 

testing 

AdvssWOM  Goal Importance 0.154 3.787** H1a partially 

supported AdvssWOM  Goal Interest 0.027 0.649 

AdvssWOM  Imagery Elaboration -0.067 -1.622 H1b not 

supported AdvssWOM  Imagery Quality -0.042 -1.172 

StaticvsDynamic  Goal Importance 0.057 1.389 H2a not 

supported StaticvsDynamic  Goal Interest -0.020 -0.504 

StaticvsDynamic  Imagery Elaboration 0.088 2.862** H2b 

supported StaticvsDynamic  Imagery Quality 0.161 4.567** 

Novelty  Surprise 0.136 3.536** 

H3 partially 

supported 

 

Novelty  Joy/ Excitement 0.007 0.228 

Novelty  Imagery Elaboration -0.041 -1.294 

Novelty  Imagery Quality 0.075 2.030* 

Goal Importance  Surprise 0.517 11.450** 

Goal Importance  Joy/ Excitement 0.577 15.255** 

Goal Importance  Imagery Elaboration 0.633 14.153** 

Goal Importance  Imagery Quality 0.146 3.917** 

Goal Interest  Surprise 0.152 3.937** 

Goal Interest  Joy/ Excitement 0.462 13.852** 

Goal Interest  Imagery Elaboration 0.353 10.009** 

Goal Interest  Imagery Quality 0.479 12.041** 
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Surprise  Behavioural intentions 0.022 0.713  

H4 partially 

supported 

 

Joy/ Excitement  Behavioural intentions 0.352 9.908** 

Imagery Elaboration  Behavioural intentions 0.565 13.619** 

Imagery Quality  Behavioural intentions -0.009 -0.305 

* Significant at p < 0.05 

** Significant at p < 0.01 

Hypothesis 3 is partially supported. Goal relevance is a key determinant of consumer 

imagery and emotions. Goal importance is significantly related to surprise (β=0.52, p<0.01); 

joy/excitement (β=0.58, p<0.01); imagery elaboration (β=0.63, p<0.01) and imagery quality 

(β=0.15, p<0.01). Goal interest also has significant correlations with surprise (β=0.15, p<0.05); 

joy/excitement (β=0.46, p<0.01); imagery elaboration (β=0.35, p<0.01) and imagery quality 

(β=0.48, p<0.01). The relationships between novelty and consumer hedonic responses are 

partially supported. Novelty has significant correlations with surprise (β=0.14, p<0.01) and 

imagery quality (β=0.08, p<0.05) but not with joy/excitement (β=0.01, p>0.05) and imagery 

elaboration (β= -0.04, p>0.05). Hypothesis 4 is also partially supported. Joy/excitement (β = 

0.35, p<0.01) and imagery elaboration (β = 0.57, p<0.01) have significant impacts on 

behavioural intentions whereas the influence of surprise (β = 0.02, p>0.05) and imagery quality 

(β = -0.01, p>0.05) on behavioural intentions are statistically insignificant. 

Overall, the results of experimental research support the dual cognitive mechanism 

model, but the hypothesised relationships between latent constructs are not perfect. Therefore, 

we conducted a follow-up qualitative study to explore further the relationships between mental 

processes. 

4.4 Study 2: Explanatory research 

The explanatory qualitative study was conducted to provide explanations on why several 

hypotheses were not supported in the quantitative study. This study examined the relations 

between:  
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1. novelty and imagery elaboration and joy/excitement 

2. imagery quality and behavioural intentions 

3. surprise and behavioural intentions 

4. message design and goal-relevance.  

5. sWOM and goal interest and consumer imagery processing 

4.4.1 Method 

A convenience sample of twenty participants (eleven males, nine females) was recruited for in-

depth interviews in May 2018. Interviewees were aged between 20 to 45 years (see Appendix 

D for participants’ profile) and all lived on the Gold Coast, Australia, where the White Party 

Gold Coast is organised and marketed. The interview protocol questions focused on consumer 

mental experiences when being exposed to the event poster and video, which were presented in 

random order. Interview questions included, for example, what comes to your mind when you 

look at the poster/video? How do you feel about the party? Do you want to attend the party, and 

why? The sampling was terminated at the point of data saturation (Shi, Gursoy, & Chen, 2019). 

The duration of the interviews ranged from 15 to 30 minutes. Each interview was audio-

recorded and transcribed, and the interviewer noted important points. Data interpretation 

proceeded through iterative thematic and content analysis, which allows clarification of 

research topics (Kwek et al., 2019). 

4.4.2 Results 

4.4.2.1 Novelty, imagery elaboration and joy/excitement  

Uncertainty is a key factor explaining why novelty is unrelated to consumer imagery 

elaboration and joy/excitement. Uncertainty inhibits consumers from engaging in elaborated 

imagery. For example, participant 14 shared the difficulty in imagining herself at the event 

because of uncertainty about its location: “I really like this one (the event), but I cannot imagine 

it very well because I don't know where it is. It did not show a lot about the location, so I think 
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it is far away”. Also, when respondents were not certain that they would be able to experience 

a novel event, they were unlikely to feel joy/excitement. Participant 1 noted: “Two years in a 

row, 2016 and 2017, we wanted to go to a boat party in Sydney, which starts at three o’clock. 

Two times we missed the boat and … I’m not so confident or excited about those boat parties 

because I don’t know whether I can make it”. 

Lack of knowledge/experience also hinders consumer imagery elaboration of novel 

experiences because the elaborated imagery processing for creating consumption imagination 

and fantasy requires mentally combining prior knowledge with perceived sensory input 

(MacInnis & Price, 1987). Participant 17 disclosed that his inability to engage in elaborated 

imagery processing was owing to his limited knowledge/experience related to partying: "If I 

have been to similar parties like this, I could imagine myself there. But I didn't, or I haven't. I 

couldn't feel the experience. I could imagine the party, but it would be very different from 

experiencing it". 

Novelty is not necessarily correlated with consumer joy/excitement because 

joy/excitement depends mainly on how goal-relevant the event experience is. The “magic joy” 

is related to novelty and surprise, but consumers also experience “real joy” when a familiar 

event is appraised as highly goal-relevant (Ma et al., 2013). Participant 12 appeared to discuss 

“real joy” toward the event because it was not novel to him: “These are typical party activities, 

but they have a perfect combination to have fun: drinking, dancing and girls, which makes me 

excited”. Participants 3 shared what could be seen as “magic joy” as he appraised the event as 

novel and surprising: “I feel good, great about celebrating that night. I feel excited, very happy.  

It will be amazing because I haven’t attended an event like this before. For me, it is like a 

surprise”. 

4.4.2.2 Imagery quality and behavioural intentions  
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Since mental imagery enables consumers to consciously process the visual and sensory contents 

(MacInnis & Price, 1987), both the event poster and video are processed at high levels of 

imagery quality. However, participants are unlikely to engage in further imagery elaboration to 

have role-taking consumption imagination and to experience emotional responses when the 

promoted event is not appraised as goal-relevant. The lack of positive emotions and elaborated 

imagery (i.e. self-imagination) subsequently demotivate consumption behaviour (Pera & 

Viglia, 2016). Participant 17 stated that he processed the event video at low levels of imagery 

elaboration because of low interest:  

“The video is quite short, but I can see clearly what is available, what is offered for me. 

The theme is white, the yacht is involved, it would be a lot of fun… From what I see, I 

think I couldn't fit in, I couldn't be there… I am “not interested”. So, when I look at the 

video, it’s just like “it’s a nice video” and that’s it. I don’t really feel any emotional 

reaction… It’s not enough to convince me to attend the party”. 

4.4.2.3 Surprise and behavioural intentions 

Participants experienced surprise in response to some novel elements of the event. However, if 

the event is not appraised as positively goal-relevant and does not elicit joy/excitement, surprise 

does not lead to consumption behaviour. For example, participant 13 stated: “I’m not excited 

about it, maybe a little surprised because of some novel aspects. It’s fun and exciting but 

probably not my thing… [My intention to attend the party is] probably 4 or 5 [out of 10].”  

4.4.2.4 Message designs and goal-relevance.  

Given that the video and poster show similar event images and provide similar contents, 

consumer appraisal of goal relevance of the event experience depends largely on their specific 

goals for celebrating New Year's Eve. This is clearly demonstrated in participant 17’s 

discussion: “The video looks interesting from a marketing point, from the music, visual content 
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but it is not enough to draw me to participate.  I’m just not interested in a yacht party for New 

Year Eve. I prefer a family and friends party at home”.  

 4.4.2.5 sWOM, goal interest and consumer imagery processing  

The relationship between the recommender and the receiver determines the influence of a 

friend’s recommendation (i.e. sWOM) on the receiver’s interest in attending the event: “It 

depends on who tags me and invites me to the party…If it is a close friend, of course, I will go. 

If it is not a close friend, the invitation is not interesting to me, and I do not intend to go" 

(Participant 4). As it did not make clear in the quantitative survey whether the friend tagging 

the respondent on Facebook was a close friend, this ambiguity may undercut the impact of 

sWOM on goal interest. Indeed, the hypothetical scenario of a friend invitation makes 

participants think about the recommender and thus may distract mental imagery from imagining 

the event experience. This possibility is evident in the case of participant 13, who stated, “If a 

close friend invites me, I would imagine myself there with him or her, so then it’s more about 

the experience that you have with your friend”.  

 4.5 Discussion 

4.5.1 Theoretical contribution 

This paper extends Goossens’ hedonic tourism motivational model to provide a comprehensive 

framework of consumer hedonic consumption behaviour in tourism. The dual cognitive 

mechanism model aligns with research in psychology and neuroscience, highlighting how the 

top-down and bottom-up mechanisms are involved in consumer perception of experiential 

marketing messages and behavioural planning. The inclusion of the top-down mechanism in 

the model describes how consumers’ goals/motives direct hedonic consumption behaviour 

(Bagozzi et al., 2000). 

 4.5.1.1 Bottom-up and top-down mechanisms of consumer imagery 
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Research outcomes justify a top-down mechanism whereby consumer (mental) imagery of 

experiential marketing messages is directed by appraisal dimensions. Goal relevance and 

imagery dimensions are strongly correlated, indicating the importance of relating mental 

imagery to goals (Christian et al., 2013; Klinger, 2013). The brain’s working memory is limited 

while mental imagery is resource-demanding (MacInnis & Price, 1987). Hence, mental imagery 

is driven to focus on important problem-solving and decision-making issues through a top-

down attentional process (Baars, 2007; Diemer et al., 2015). Marketing messages appraised as 

goal-relevant get more attention and thus are processed at higher levels of imagery quality and 

elaboration (i.e. imagination or immersion) (Cowan & Ketron, 2019).  

The relationship between novelty and consumer imagery is partially supported and 

needs further investigation. Novel information is likely to attract attention and enhance the 

quality of mental imagery in terms of the vividness of mental representations in the brain, 

leading to better recall and recognition (Edwards & Gangadharbatla, 2001; Mather, 2013). 

However, imagery elaboration of novel information may be inhibited by uncertainty or 

knowledge shortage because elaborated imagery processing requires certain prior knowledge 

related to novel input (MacInnis & Price, 1990). 

Results also indicate that dynamic visual contents (e.g. video) are more effective in 

triggering embodied (mental) simulations and are thus processed at higher levels of imagery 

processing than static visual contents. These findings support the bottom-up mechanism and 

consistent with previous studies showing that dynamic sensory inputs (Chen, 2015; Krishna & 

Schwarz, 2014; Yim et al., 2018) and sensory-enabling technologies (Petit et al., 2019; 

Tussyadiah et al., 2018) can enhance mental imagery experiences. 

4.5.1.2 Appraisal determinants of consumer pre-consumption emotions 

This paper provides further insights into the relationship between mental imagery and emotions. 

The significant correlations between emotions and mental imagery have been well recorded in 
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the existing literature (Tussyadiah et al., 2018; Walters et al., 2012) but researchers disagree 

about its antecedent-consequence order. Some authors believe that mental imagery increases 

emotions related to tourism experiences (Holmes, Geddes, Colom, & Goodwin, 2008; Van Laer 

et al., 2014). Others suggest that emotions enhance mental imagery because emotional 

stimuli/contents are processed at higher levels of mental imagery compared to neutral contents 

(Baños et al., 2004; Madan, Bayer, Gamer, Lonsdorf, & Sommer, 2018; Riva et al., 2007). Our 

research reconciles these contradictory findings by suggesting that the correlations between 

emotions and mental imagery do not reflect a cause-effect relationship but an effect-effect 

relationship. In fact, mental imagery and emotions are correlated because they are both 

determined by consumer subconscious appraisals of marketing stimuli such as goal relevance 

and novelty. 

4.5.1.3 Key drivers of consumer hedonic consumption in tourism 

The current research demonstrates that imagery elaboration is a critical driver of consumer 

behavioural intentions, but imagery quality plays a limited role. We support findings of 

previous research that consumer behaviour is motivated by elaborated imagery experiences 

such as narrative transportation (Ryu et al., 2019; Van Laer et al., 2014) or imagination (Petrova 

& Cialdini, 2008; Philips, 2017). However, the influence of imagery quality/vividness on 

consumer behaviour found in some studies (Fennis et al., 2012; Lee & Gretzel, 2012) is not 

supported. The missing link between imagery quality and behavioural intentions can be 

explained by the sequential experience continuum of mental imagery (Pera & Viglia, 2016). In 

the first phase, high levels of imagery quality enable the audience to have a conscious 

understanding of visual contents. In the second phase, consumers engage in further imagery 

elaboration to form role-playing imagination. The second phase of elaborated imagery is crucial 

in inspiring behavioural intentions (Pera & Viglia, 2016). Therefore, imagery elaboration is a 

better indicator of consumer hedonic consumption behaviour than imagery quality.  
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Research outcomes also clarify the influences of specific emotions on consumer 

behaviour. In previous studies, joy/excitement and surprise are both associated with hedonic 

consumption (Hosany & Gilbert, 2010; Lee & Kyle, 2012) and impulse buying (Baun & 

Groeppel-Klein, 2003). Our study suggests that surprise may be a pre-affective state related to 

arousal (Luo & Tang, 2019; Noordewier & Breugelmans, 2013), and does not necessarily 

inspire consumption. Surprise leads to consumption behaviour only when it is associated with 

positive affect (Baun & Groeppel-Klein, 2003; Ma et al., 2013). Joy/excitement signals a 

positively goal-relevant choice and hence encourages consumption behaviour (d’Hauteserre, 

2015; Walters et al., 2012).  

4.5.2 Marketing implications 

The findings from this research hold several implications for applying experiential marketing 

in tourism on social media. First, the validation of the bottom-up mechanism of mental imagery 

recommends further use of dynamic visual content (video) and sensory-enabling technologies 

for experiential marketing purposes. Advanced technologies are vital in promoting novel 

tourism experiences because they provide sensory details of tourism experiences sufficient to 

reduce consumer uncertainty and a shortage of knowledge/experience (Petit et al., 2019). 

Second, results show that tourism and hospitality organisations should more proactively exploit 

positive sWOM marketing (Dedeoğlu, Taheri, Okumus, & Gannon, 2020). sWOM removes the 

scepticism barrier and makes the promoted tourism experience appraised as more important, 

leading to stronger hedonic responses (imagery and emotions) and behavioural intentions 

(Rozier-Rich & Santos, 2011). As the effectiveness of sWOM marketing depends on the 

relationship between the recommender and the receiver, tourism marketers should take care to 

use appropriate reference groups for sWOM marketing (Shareef, Mukerji, Dwivedi, Rana, & 

Islam, 2019). 
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This research recommends that a consumer-centric approach must replace a one-size-

fits-all approach in designing and promoting tourism experiences (Moyle et al., 2017; 

Tussyadiah, 2014). Research outcomes demonstrate that consumers actively perceive 

marketing messages via a top-down mechanism (i.e. the appraisal process). Given that 

consumers have different goals/needs when going on vacations (Beh & Bruyere, 2007; Park & 

Yoon, 2009) or participating in entertaining events (Tkaczynski & Rundle-Thiele, 2011), they 

perceive different promotional content as interesting and inspiring (Ye & Tussyadiah, 2011). 

Therefore, the application of experiential marketing in tourism must be based on a good 

understanding of consumers’ heterogeneous preferences and goals (Derek, Woźniak, & 

Kulczyk, 2019; McKercher, Ho, Cros, & So-Ming, 2002; Zheng & Liao, 2019). Experiential 

marketing messages should be customised to clearly communicate how tourism experiences are 

relevant to satisfying consumers’ specific goals/needs (Yim et al., 2018). 

4.6 Paper conclusion 

Extending Goossens’s model, this paper proposes a comprehensive framework to explain 

consumer hedonic consumption behaviour in tourism from a mental processing perspective. It 

highlights consumers’ active role in selecting and interpreting marketing messages for further 

elaboration and behavioural planning. As this study included only two appraisal dimensions 

(novelty and goal relevance), more investigation of other appraisals such as agency, coping 

potential is recommended in future research. In addition, the dual cognitive mechanism model 

should be tested in other tourism contexts such as hotel services and vacation choices for 

generalisation purpose. Also, the goal-directed characteristic of mental imagery should be 

further examined to explain consumer preference and hedonic decisions in multi-choice 

situations. Finally, as our research relied on self-report measurements, the use of psychological 

measurement methods such as electroencephalogram (EEG) (Gordon, Ciorciari, & van Laer, 
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2018), eye-tracking (Le, Scott, Becken, & Connolly, 2019) should be further exploited to 

advance the literature. 

4.7 Further exploration of mental processes involved in consumer perception 

of experiential marketing messages 

Manuscript three reported empirical evidence to support the validity of the dual cognitive 

mechanism model of consumer hedonic consumption behaviour in tourism. Due to the limited 

space of a journal article, manuscript three could not discuss all findings of the qualitative study. 

Therefore, this section provides the unreported outcomes of the qualitative study in manuscript 

three. This section will explore further how mental processes (appraisal, imagery, emotions) 

are involved in consumer perception of experiential marketing messages and interact in 

determining consumer hedonic consumption behaviour.  

The section includes three sub-sections: (1) supportive evidence for the dual cognitive 

mechanism model, (2) a typology of message receivers and (3) the extended sequential 

continuum to explain how the mental processes happen in the consumer’s mind.  The first sub-

section discusses the results of content analysis of interview transcripts using Leximancer 

software. Content analysis was used to verify the involvement of mental processes (appraisal, 

imagery, emotions) in consumer perception of experiential marketing messages and identify 

any new emergent constructs. Next, a typology of message receivers was performed based on 

the identified mental identified constructs by Leximancer. Finally, we rely on the dual cognitive 

mechanism model and this typology of message receivers to explain the sequential mental 

experiences in the consumer’s mind. The extended sequential continuum clarifies how appraisal 

dimensions determine differences in consumer mental experiences (imagery and emotions) and 

consumer hedonic consumption behaviour when they are exposed to experiential marketing 

messages.  



115 

 

4.7.1. Supportive evidence for the dual cognitive mechanism model 

Leximancer software version 4 was used to perform a content analysis of the interview 

transcription. Leximancer is a useful research tool to automatically identify key concepts 

frequently mentioned in participants’ conversation and generate meaning by creating visual 

concept maps (Scott & Smith, 2005; Scott et al., 2017). A number of steps in Leximancer 

operation are required to achieve interpretable results: (1) meaningless words such as “I’m” or 

“able”, “the” were eliminated; (2) similar concepts were grouped together and coded as a 

concept (e.g., “imagine” and “imagination”); (3) a series of repeated functions to explore and 

modify main concepts within the text were undertaken; (4) key concepts were finally grouped 

into themes and visualised by a concept map (Tseng et al., 2015). 

The concept map created by Leximancer (Figure 4.3) shows eight key themes emerged 

from participants’ interviews. These themes are heat-mapped, meaning that hot colour (red, 

orange) denote the most important themes and cool colours (blue, green) denote those less 

important (Schweinsberg, Darcy, & Cheng, 2017). The relative importance of each theme is 

determined by the number of hits (i.e. the number of text blocks in participants’ interviews 

associated with the theme) (Leximancer, 2018). Eight themes are classified in order of their 

relative importance as follows: Joy/excitement (889 hits); Imagery (546 hits); Goal interest (386 

hits); Imagination (300 hits); Goal importance (193 hits); Price (147 hits); Consideration (122 

hits) and Novelty & Surprise (40 hits).  
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Figure 4.3. Concept map created by Leximancer 

Overall, the audience perception of the event’s promotional messages is associated with 

high levels of mental imagery processing and joy/excitement. The most important theme (red 

bubble) is joy/excitement reflecting interviewees’ positive emotions such as happy, excited 

related to the event experiences. Imagery is the second important theme (orange bubble) 

represents various images of the partying event reproduced in participants’ mind after looking 

at the poster and watching the video, including dancing, performance, crowd, cruise, island, 

beach, dressed girl and white background. The “imagery” theme indicates that most participants 

could clearly visualise and recall event attributes at high levels of imagery quality. In addition 

to imagery, imagination is also a major theme, reflecting consumer high levels of imagery 
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elaboration of the event experience. This theme is related to consumer mental ability to picture 

themselves at the promoted event, pre-experience its special program and create different 

stories around the event.  

Three appraisal themes (Goal interest, goal importance, novelty & surprise) provide 

more evidence to support the active role of consumers in perceiving experiential marketing 

messages through the appraisal process (i.e., top-down mechanism). The theme of goal interest 

(light green bubble) includes concepts of interest, crowd, young age, music, light, bold, enjoy 

and guys. The theme describes a high level of interest among young age audience, in particular, 

young men, in the event elements such as music, light and crowd. This is made clear in the 

discussion of participant 7: “Partying is like the common interest among young generations. 

We all want to have fun, drinking and dancing… socialising with other peoples”.  

The theme of goal importance (light blue bubble) reflects the interviewees’ appraisal of 

the importance of attending the partying event when a friend tags them on Facebook for 

recommending the event. The close connection between two concepts (friend and importance) 

supports the finding in the quantitative study that the event recommended by a friend (i.e. 

sWOM) is appraised as more important in satisfying one’s goals/needs. For example, 

participants 14 provides one representative comment related to the theme of goal importance: 

“(If a friend tags me to the video on Facebook, saying: let’s go to the party together)…I’m 

happy to go as well. Going with a friend to a party is important because I don’t feel secure to 

go alone. You go to these places, you always want to talk to someone, and if others go with 

friends, you will feel lonely and boring standing by yourself and you can’t really enjoy the 

place… it is always good to have someone by your side”.  

The last appraisal theme is novelty and surprise. It supports the critical role of novelty 

in eliciting surprise among the audience. Interviewees’ appraisal of novelty is related to their 

cultural background. Participant 7 discussed this relationship as follows: “Somehow the party 
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is familiar… Maybe it’s a cultural thing because we have a lot of parties, many routine parties, 

which is normal in Iranian culture but might not be normal in other cultures”. 

These six themes discussed above are correspondent with the mental constructs 

(appraisal, imagery, emotions) included in the dual cognitive mechanism model. Interestingly, 

additional themes emerged from the content analysis of participants’ interviews which are not 

included in the dual cognitive mechanism model in manuscript three: price and other 

considerations (i.e. timing, travelling, location, family). The emergence of these two themes 

suggests that interviewees also engage in rational processing of the event attributes (e.g., price, 

timing, location) when forming their behavioural intentions to attend the event. While imagery 

processing and emotions consist of the fast thinking system, rational processing is the slow 

thinking system that is involved in the later phase of the decision-making process (Kahneman, 

2011). Consumer hedonic consumption behaviour is normally determined by the default 

experiential decision-making system because imagery and emotions inspire behaviour. Indeed, 

the rational/analytic reasoning intervenes upon with more effortful reasoning when further 

consideration of the promoted tourism experience is necessary such as the event price, location 

and timing (Evans, 2008; McCabe et al., 2016). 

Based on the psychological constructs identified by Leximancer (appraisal, imagery, 

rational and emotions), the interview transcripts were analysed and interpreted to propose a 

typology of three audience group in the next sub-section. This typology of message receivers 

is empirically grounded and provides further insights into the top-down mechanism, explaining 

how appraisal dimensions differentiate consumers’ imagery processing, rational processing, 

emotions and consumer behavioural intentions when being exposed to the same marketing 

stimuli. Further evidence of the involvement of the bottom-up mechanism in consumer 

perception of experiential marketing messages is also provided. 
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4.7.2. A typology of marketing message receivers based on mental processes 

Following the typology process suggested by Decrop and Snelders (2005), the interview 

transcripts were analysed and interpreted. A systematic set of procedures was conducted to code 

the interview transcripts at three levels (i.e. open, axial and selective coding) from the most 

descriptive to the most interpretative. Key concepts were coded in the open coding phase. In 

the axial coding phase, these key concepts were related to dominant key categories (i.e. 

psychological constructs) that were identified by Leximancer in the previous sub-section (goal 

importance, goal interest, novelty, surprise, joy/excitement, imagery quality, imagination, 

rational considerations and behavioural intentions). In the later phase of selective coding, all 

categories are unified around a “core” typology (Corbin & Strauss, 1990). Results of the 

typology process are reported in the following Table 4.2. 

Given the variation in interviewees’ mental experiences, three types of message 

receivers can be described: irrelevant, indecisive and decisive audience (Table 4.2). The number 

of participants in each audience type is listed within parentheses, describing how often the type 

is popular in the sampling. The grey lines highlight similarities between these three types of 

message receivers and the white lines how differences among them. The low, moderate and 

high levels of each psychological construct were decided based on the rational judgment of 

coders. These codings were also verified by two other researchers to achieve an agreement and 

avoid any bias in the coding process. For example, the low level of goal interest was coded 

when participants clearly state that they have no interest or limited interest in the partying event. 

Moderate level of goal interest was coded based on participants’ discussion of how fun and 

exciting the partying event was to them or how much they liked it. High level of goal interest 

was coded when consumers clearly state their strong interest and desire toward the partying 

event. Further examples of the low, moderate, high levels of participants’ psychological 

constructs are provided in the analysis of three different audience groups. 
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Table 4.2. A typology of the event message receivers 

  Irrelevant audience 

(n = 4) 

Indecisive 

audience (n = 11) 

Decisive audience   

(n = 5) 

Goal interest Low Moderate to high High 

Goal importance Low Low to moderate Moderate to high 

Novelty & surprise Mixed Mixed Mixed 

Joy/excitement Low Moderate to high High 

Imagery quality High High High 

Imagery elaboration Low Moderate to high High 

Rational considerations 

(price, program, 

travelling, etc.) 

Low Moderate to high Low 

Behavioural intentions Low Moderate High 

 

4.7.1.1. The irrelevant audience 

The irrelevant audience (n=4) is characterised by low involvement with the event 

message (i.e. goal relevance), clearly demonstrating their low levels of goal interest and goal 

importance. After being exposed to the event poster and video, the irrelevant audience quickly 

appraised these event messages as irrelevant in satisfying their goals/motives of celebrating the 

New Year eve. These interviewees can process the event’s visual contents at high levels of 

imagery quality, clearly visualise the party experience in their mind and have a good 

understanding of the promotional content. However, their lack of interest in the event-related 

contents inhibits their emotional experiences, imagery elaboration, further rational processing. 

This is made clear in the case of participant 16 (33 years old, male, German nationality):  

“Everything is visualised there. I can see people dancing in the music, having fun, 

drinking, and dressed in white. I can imagine the party quite clearly… I know how the 

party experience is. The video is very nice but I can’t see myself participating in the 



121 

 

party. I have never been a party person, so I’m not interested. If you don’t interview me 

about this video, I probably see it and forget about it. I wouldn’t care… When I’m 

interested, I’m more attentive. In this case, it is not of my interest so I don’t really think 

about it… I don’t feel much emotions, not surprised and not excited about it”.  

Novel and surprising event elements may elicit feelings of surprise but not 

joy/excitement because of their low level of goal relevance. Similarly, participants can recall 

vividly the novel elements of the promoted event, but do not necessarily imagine themselves at 

the event when they are not motivated to engage in elaborated imagery processing. The lack of 

self-imagination and joy/excitement explain why the irrelevant audience does not consider 

attending the event, as illustrated by the following quotation: “The novelty is the combination 

of the boat and beach party. I haven’t been to a party like that so I think it’s somehow novel… 

but it’s probably not my thing… I don’t really see myself there, in the crowd…I’m not excited 

about it, maybe a little surprise because of some novel aspects…I don’t think I would go” 

(Participant 13, 31 years old, female, German nationality).   

Marketing efforts targeting this irrelevant audience may not be effective in influencing 

consumer behaviour. The video which provides more vivid and detailed information about the 

event is not better in selling the event to the irrelevant audience when the event is appraised as 

irrelevant in satisfying their goals/motives: “I think the video helps the audience to imagine 

themselves in that environment. But that may not be what I was looking for, I may look for the 

overall, exclusive package with not so many people” (Participant 10, 31 years old, Australian 

residence).  

The irrelevant audience would not consider going to the event even when a friend 

recommends them to go (i.e. WOM). The irrelevant audience intentionally ignores the event 

messages in case of sWOM: “…if they (my friends) tag me on Facebook and say: “hey, it’s 

interesting”; I would reply: “oh yeah, cool, maybe”. But I don’t even think twice about it... and 
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then I just completely forget about it because I’m not that interested in it” (Participant 17, 27 

years old, male, Malaysian nationality). sWOM, in this case, does not help to increase their 

appraisal of goal relevance of the event experience: “I would not go to this party because 

someone else wants to go. I would like to make the decision myself” (Participant 10, 31 years 

old, Australian participant). 

4.7.1.2. The indecisive audience 

The majority of participants (n = 11) belong to the indecisive audience who were still 

hesitating in making decisions to attend the event. These participants have moderate to high 

levels of goal interest with the promoted event but low to moderate levels of goal importance. 

As a consequence, they do not automatically engage in elaborated imagery processing to 

imagine themselves at the party and experience positive emotions when being exposed to the 

event’s promotional contents. Their hedonic responses are quite profound: “The first thing 

comes to my mind is excitement because you can imagine so many people dancing at the event… 

I can clearly picture the event, and I feel like being transported to the party.  By watching the 

video, I can imagine myself there with my friends. We have good music, some beers and 

dancing…I feel good, great about celebrating that night. I feel most excited, very happy” 

(Participant 3, 32 years old, male, Chinese nationality).   

The indecisive audience is characterised by their rational evaluations of the event 

attributes for making decisions, including its price, program, timing, etc. Their self-imagination 

and positive emotions play the role of motivating factors to encourage information-seeking 

behaviour and further consideration of the event attendance. Price is the biggest concern for 

participants in the indecisive audience, possibly because of their budget constraint: “It would 

be fun to attend this party because I haven’t been to a beach party and I’m happy doing that… 

But it also depends upon the money as well because the party does not come cheap” (Participant 

5, 27 years old, male, Nepalese nationality). Other information such as the event location, 
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timing, program is also considered for decision-making purpose: “There is missing information. 

I don’t know where is it, when it starts, the program, the price, the dress code. But the party is 

quite appealing to a guy, you can see half of the images are beautiful girls. It seems nice, but I 

need more information to make my decision” (Participant 18, 33 years old, male, Brazilian 

nationality).  

In case of the indecisive audience, novel and authentic elements of the promoted event 

such as the cruise transfer and the cruise party attract more attention, stimulate higher levels of 

imagery processing and inspire stronger behavioural intentions. Novelty and surprise become 

effective selling points to convince consumers to attend the event. For example, participant 11 

(31 years old, female, Korean nationality) shared her thoughts of these novel elements: “I have 

been to many bars, doing similar things, drinking, dancing and seeing the firework. Not the 

boat, that’s something new. Going on a cruise is pretty special…Drinking and dancing parts 

are so much more familiar and easier to imagine. But I dream more about the cruise. (Attending 

the party matters to me)...because the party on the cruise will be special. You can go to the bar 

for drinking and dancing but you cannot go on a cruise everyday”. 

Marketing efforts targeting the indecisive audience can lead to the best persuasive 

outcomes. As the indecisive audience has moderate to high involvement with the promoted 

event, they are more motivated in processing the event messages. Compared to the poster, the 

promotional video facilitates consumer imagery processing, leading to elaborated self-imagery 

experiences such as feelings of transportation or immersion in the event. Consumer elaborated 

imagery processing enhances their behavioural intentions of attending the event: “The video is 

full of lights and colours. I feel immersed in the party environment, it like I’m having fun, 

laughing and dancing and spending a lot of energy. I may have a headache afterwards. 

Absolutely the video is better than the poster, it’s more energetic and colourful. The video shows 
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clearly the party, dancing, DJ and drinking activities…and I like to attend this type of party” 

(Participants 15, 33 years old, male, Iranian nationality). 

For the indecisive audience, positive word-of-mouth such as friend recommendation is 

influential in improving their appraisal of goal relevance of the promoted event. Consumers 

react differently to the same promotional content when receiving it from different sources. If it 

is an advertisement on Facebook, the indecisive audience may enjoy watching it without paying 

special attention and having further consideration of attending the event. However, if a friend 

tags them to the video and recommends them to go to the party, the indecisive audience becomes 

more attentive and seriously considering attending the promoted event: “This is for the New 

Year eve, if my friend asks me to go together, maybe I would go because of my friend. It is more 

attractive to be with my friend than the party itself. If I see the video on Facebook as an 

advertisement, I probably watch it and then scroll down” (31 years old, female, Korean 

nationality). Peer-influence plays a significant role in improving the indecisive audience’s 

behavioural intention because the event is considered as a socialisation opportunity. This is 

demonstrated in the discussion of participant 1 (29 years old, male, German nationality): “I 

would definitely go if everybody goes because it is more important for me to celebrate with my 

friends regardless of the location. It is more the people that you are with”.  

4.7.1.3. The decisive audience 

The decisive audience represents the most receptive audience of the event messages 

because the promoted event is appraised as highly relevant to satisfying their goals/needs of 

escaping from the routine, boring and stressful life and having fun. “Young people are 

interested in this type of party because there are a lot of stressful events happening right now 

and young people want to run away from it, uni exams and part-time work. Maybe sometimes 

after a period of hard-working, they want to reward themselves, just to be crazy” (Participants 

19, 22 years old, female, Australian). Indeed, attending this partying event becomes important 
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to them because it also provides them with the opportunity to be special, to be significant, as 

illustrated in the quotation from participant 9’s interview (20 years old, female, Vietnamese 

nationality): “I feel like I’m an important person at such a luxury party, like a VIP member.... 

I feel a strong desire to be there”.  

As a result of their high involvement with the promoted event, the decisive audience is 

very active in processing the event’s promotional contents, using their own knowledge and 

experiences to create self-imagination about attending the event. There is clear evidence in their 

interviews describing how the decisive audience can easily imagine themselves at the event 

based on limited images provided in the event poster. Their elaborated imagery experiences are 

associated with joy/excitement as well as behavioural intentions: “I have already imagined 

myself at the party when I looked at the poster. I see myself with my friends, not in the front, 

somewhere at the back, drinking. I see myself joining, talking with my friends, meeting a lot of 

people and maybe getting lost in there…when I looked at the poster, I could feel the vibe. I see 

myself drunk and happy. I feel like I wanna come” (Participants 19, 22 years old, female, 

Australian citizen).  

The decisive audience is characterised by their tendency to make impulsive purchases 

after being exposed to the event’s promotional content. Further rational evaluations of the event 

attributes such as price or programs are rarely mentioned in their interviews, their decisions of 

attending the event are made in pursuit of their self-imagination and joy/excitement associated 

with the event experience: “I feel like going and joining (the party).  That’s what I want to do, 

what I desire…Definitely excited…The party is the perfect nightlife. More people, exciting 

ambience, drinking… There are many factors. Drink, dance, girls, all fun elements are there… 

There is 80% chance that I’ll go to the party. This is a special night” (Participant 12, 36 years 

old, male, Indian nationality). 
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The decisive audience do not question themselves whether they should go to the 

partying event. Instead, they start questioning how to get well prepared for the event and 

actively looking for a company to the party: “It (the event video) draws you in and you don’t 

want to be missing out the party… I’m quite happy to share with my friends to say: Hey, do you 

know about it? How about we will all go together and enjoy it?...I have to prepare a lot for it. 

It might require me getting a new suit…It would require efforts to dress to be part of the crowd 

and yeah, you dress up for a new year party” (Participant 2, 40 years old, male, Australian 

nationality). Interviewees in the decisive audience group also express their plan to overcome 

any possible constraints such as budget, timing or travelling to be able to attend the event: “I 

feel like I want to save all my energy and money for participating in the party. I really want to 

attend the party, so I will manage my work schedule one week before the date, get well prepared 

to join people there…I will go shopping to buy a really nice and fantastic costume for attending 

the party…I think the party will be a memorable experience in my life” (Participant 9, 20 years 

old, female, Vietnamese nationality). 

The typology of message receivers provides further evidence to support the dual 

cognitive mechanism model and shed lights on how consumer mental processes (appraisal, 

imagery, rational and emotions) are related. Consumer behavioural intentions are formed as the 

output of these complex mental processes. Consumer appraisal of goal relevance is the vital 

factor that differentiates consumer imagery and emotional experiences among three audience 

groups, supporting the top-down mechanism. There is also evidence for the bottom-up 

mechanism by which changes in message formats (poster vs. video) and message delivery 

channels (advertisement vs. word-of-mouth) effectively influences consumer imagery 

processing and enhance consumer behavioural intentions among the indecisive audience. The 

typology of message receivers provides further clarifications on consumer mental processes 

involved in their perception of experiential marketing messages and the formation of their 

behavioural intentions. The next section relies on the dual cognitive mechanism model, the 
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typology of message receivers and the sequential experience continuum developed by Pera and 

Viglia (2016) to provide a comprehensive framework of consumer hedonic consumption 

behaviour. 

4.7.3. The extended sequential experience continuum 

Based on the dual cognitive mechanism model, the role of the appraisal process in determining 

consumer emotions and intensive imagery processing is established. The typology of message 

receivers provides further explanations on how consumer mental experiences of imagery and 

emotions are different among the audience depending on their appraisals of the promoted event. 

As appraisal dimensions (i.e. novelty, goal relevance, coping potential, etc.) are of sequential 

nature (Grandjean et al., 2008; Scherer, 1999), consumer mental experiences (imagery, 

emotions and behavioural intentions) when being exposed to experiential marketing messages 

sequences (Pera & Viglia, 2016).  

Pera and Viglia (2016) developed the sequential experience continuum (see Figure 4.4) 

to explain the underlying mental processes by which receivers perceive story-telling messages, 

establish a relationship with the story-teller, leading to behavioural impact. The authors adopted 

a qualitative multimethod approach including the degrees-of-freedom analysis instrument 

(DFA) and through a systematic dimensional qualitative research called BASIC IDS (an 

acronym for behaviour, affect, sensation, imagery, cognition, interpersonal relations, drugs, and 

sociocultural factors) to yield psychological valuable insights into consumer mental 

experiences when perceiving storytelling messages. The analysis unveils that, within the social 

media realm, consumers receive marketing messages through three phases of conscious 

(rational) experience, emotional experience, and relationship/behavioural experience. 
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Source: Adapted from Pera & Viglia (2016) 

Figure 4.4. The experience continuum conceptualisation 

The typology of message receivers supports the sequential experience continuum, 

showing further evidence of these experience phases. More importantly, our research clarifies 

how the cognitive appraisal process determines the transition between three experience phases, 

suggesting the way to expand the sequential experience continuum (see Figure 4.5). In this 

extended sequential experience continuum, appraisal dimensions play the role of stimulus 

evaluation checks, which determine the transition between three experience sequences and 

direct consumer mental experiences (Grandjean et al., 2008; Scherer, 1999). There stimulus 

evaluation checks were included in this extended sequential experience continuum include 

novelty, goal relevance and decision-making. 
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Figure 4.5. The extended sequential experience continuum
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The exposure to the event messages stimulates consumer imagery processing to 

consciously understand these messages in the first phase. When being exposed to the event 

messages, interviewees appraise them in comparison to their prior knowledge. Novel elements 

quickly attract the audience attention, elicit surprise (Hosany & Gilbert, 2010) and increases 

consumer imagery quality for better recognition and recall purpose (Edwards & 

Gangadharbatla, 2001; Mather, 2013). Surprise is thus considered as a pre-affective state related 

to arousal but not related to valence (positive versus negative) (Luo & Tang, 2019; Noordewier 

& Breugelmans, 2013).  

The next stimulus check is goal relevance which determines whether the message 

receivers will go to the next phase of emotional experience. The appraisal of goal relevance 

differentiates between the irrelevant audience from the relevant audience (indecisive and 

decisive receivers). When the event messages are appraised as irrelevant in satisfying one’s 

goals/motives, the irrelevant audience does not engage in further imagery elaboration and are 

just able to visualise the event images in their mind for achieving a good understanding of the 

promoted event. Therefore, the irrelevant audience stops processing the event messages and do 

not move the next phase of emotional experience. In contrast, the relevant audience includes 

indecisive and decisive receivers is characterised by their emotional experience when being 

exposed to the event messages. As these message receivers appraise the event as relevant to 

satisfying their goals/motives, they engage in elaborated imagery processing and imagine 

themselves at the event (Ben Malek, Berna, & D'Argembeau, 2018; D'Argembeau et al., 2010) 

and experience joy/excitement associated to their imagination (Pham, 2004, 2007). 

Apart from appraisal dimensions (novelty, goal relevance), the evidence of one more 

stimulus evaluation check for decision-making purpose. Based on their evaluation of whether 

their decision can be made based on elaborated imagery and emotion experiences, the relevant 
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audience can be divided into two groups: indecisive receivers and decisive receivers. Decisive 

receivers tend to make impulsive decisions in pursuit of their hedonic benefits including their 

imagination and joy/excitement related to the promoted event experience. The decisive 

receivers appraise the event experience is highly relevant (of importance and interest) to 

satisfying their goals/motives. Hence, no further rational considerations needed for decision-

making purpose and they are willing to overcome any constraints (i.e. budget, timing, etc) to 

attend the promoted event. The indecisive audience is more hesitating in committing 

consumption behaviour. Despite their interest in participating in the event, indecisive receivers 

engage in rational/analytical processing to consider the event attributes such as price, program 

and timing to make their decisions. In this case, elaborated imagery and emotions are the output 

of the fast thinking system, filtering goal-relevant experience choices for further slow, rational 

processing (Evans, 2008; Kahneman, 2011).  

4.8 Chapter conclusion 

Chapter 4 integrates manuscript three that conceptually develops and empirically validates the 

dual cognitive mechanism model of consumer hedonic consumption experiences. This model 

includes both the top-down and bottom-up mechanisms to explain how consumers perceive 

experiential marketing messages by means of mental processes and form their behavioural 

intentions. Further analysis of interview transcripts in the qualitative study provides more 

supportive evidence for the dual cognitive mechanism model and also explain how consumer 

hedonic consumption behaviour results from consumer experiential and rational decision-

making processes. It suggests that consumer experiential perception of experiential marketing 

stimuli include several sequences: conscious (rational) experience, emotional experience and 

behavioural experience. The transition between these mental experience sequences depends on 

consumer appraisals of experiential marketing stimuli. 
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  When being exposed to experiential marketing stimuli, the appraisal process consists of 

the top-down mechanism that allows consumers to subconsciously evaluate experiential 

marketing stimuli based on sequential stimulus checks, including its novelty, goal relevance, 

etc. In the first phase of rational (conscious) experience, marketing stimuli are first evaluated 

based on its novelty. Novel stimuli quickly attract attention, elicits surprise and enhances 

imagery quality for better recognition, understanding and recall of these contents. The appraisal 

of goal relevance plays a crucial role in determining whether messages receivers would move 

to the phase of emotional experience. Consumers only engage in intensive elaborated imagery 

to create self-imagination related to the goal-relevant stimuli. Positive emotions such as 

joy/excitement are also elicited, signalling the availability of positively goal-relevant tourism 

choices. This phase emotional experience is necessary for forming consumer behavioural 

intentions in the last phase. Hence, consumer imagery elaboration and positive emotions are 

key drivers of hedonic consumption behaviour. In the last phase of behavioural experience, 

another stimulus appraisal is involved: can the decision be made based on consumer imagery 

elaboration and positive emotions? If yes, consumers make impulsive purchases to pursue 

positively goal-relevant tourism experiences. If no, further rational processing is involved in 

consumer decision-making. Consumers may search for further information about the promoted 

tourism experiences and evaluate other attributes such as price, convenient location, etc. to 

make the final decision.  
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CHAPTER 5. DISCUSSION AND CONCLUSION 

The thesis includes a series of research manuscripts exploring how experiential marketing 

messages are perceived by consumers by means of mental processes, leading to consumer 

hedonic consumption behaviour. Three manuscripts were integrated as Chapter 2 (Literature 

review), Chapter 3 (Theory validation), and Chapter 4 (Theory development). This final chapter 

synthesises major findings of the PhD research, showing how the overall research aim is 

achieved by addressing four specific research questions. The theoretical and practical 

contributions of the thesis are also discussed. The chapter concludes by recognising research 

limitations and recommending future research directions.  

5.1 Overview of major findings 

The overall aim of this thesis is to explore the cognitive psychological mechanism and mental 

processes involved in consumer perception of experiential marketing messages and to develop 

a comprehensive framework of consumer hedonic consumption behaviour. In order to achieve 

this overall aim, four research objectives were established in Chapter 1. The first two objectives 

of reviewing the current literature (RO1) and identifying research gaps (RO2) were addressed 

through a systematic literature review process reported in Chapter 2 (Manuscript 1). The next 

two research objectives of theory validation (RO3) and theory development (RO4) were 

accomplished based on the outcomes of two empirical studies: a quantitative experimental study 

using survey (655 participants) followed by an explanatory qualitative study (20 in-depth 

interviews). Chapter 3 (Manuscript 2) focuses on theory validation, using quantitative data to 

test the validity of the cognitive appraisal theory in explaining consumer pre-consumption 

emotions (RO3). Chapter 4 (Manuscript 3) accomplishes RO4 of theory development, 

suggesting that the appraisal process consists of the top-down mechanism that determines 

consumer emotions and intensive imagery processing of experiential marketing stimuli. 
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5.1.1 Addressing research objective one (RO1) of reviewing the current literature 

In order to review the relevant body of literature, the systematic quantitative literature review 

process was applied to ensure reliable and reproducible outcomes in searching, extracting and 

synthesising the relevant body of literature (Pickering & Byrne, 2014). For the 1997-2017 

period, seventy relevant papers were identified and analysed in manuscript one (integrated as 

Chapter 2). An update of the literature review for recent publications from 2017 to 2019 also 

helps to include 23 more papers for a comprehensive overview of the current literature. The 

systematic literature review process demonstrates the dense and complex characteristics of the 

tourism and hospitality literature in exploring how experiential marketing messages are 

perceived by consumers. The literature review examines the evolvement of the existing 

literature and allows a number of conclusions to be drawn as follows.  

First, this PhD research suggests a theoretical reconciliation of various imagery-related 

concepts in the current literature. In order to explore how consumers perceive experiential 

marketing messages by means of mental imagery processing, researchers have developed a 

number of concepts including mental simulation (Zhao et al., 2011), consumption vision 

(Walters et al., 2012), narrative transportation (Ryu et al., 2019; van Laer et al., 2019), 

telepresence (Inma & Francisco, 2014; Wei et al., 2019), imagination (Ghosh & Sarkar, 2016; 

Philips, 2017), fantasy (Chen, 2015; Laing & Crouch, 2009) and memory recall (Kim & Jang, 

2016; Kim & Youn, 2016). These concepts refer to consumer imagery processing at different 

levels of elaboration, time-oriented and referencing characteristic (self-imagery vs. other-

imagery). This theory-based classification of imagery-related concepts provides the necessary 

guidance for novice researchers to navigate the relevant body of literature.  

Second, the literature review highlights the important role of consumer imagery in 

mediating the influences of experiential marketing messages on consumer hedonic 

consumption behaviour. Some researchers suggest that consumer imagery experiences directly 
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motivate consumption behaviour because the simple act of imagining an experience can lead to 

consumer intentions of taking the action (Cornil & Chandon, 2016; Kim & Youn, 2016; Wei et 

al., 2019). Other authors investigate the cognitive consequences of consumer imagery, 

including consumer attitude (Dessart, 2018; Lee & Gretzel, 2012), perceived band/destination 

image (Ryu et al., 2019; Weiler et al., 2016), perceived risk (Hu et al., 2014). Indeed, there is a 

significant volume of research focusing on the affective responses associated with consumer 

imagery processing of experiential marketing messages. Consumers make decisions to pursue 

positive emotions (Kwortnik & Ross, 2007; Walters et al., 2012) and avoid negative emotions 

such as regret or disappointment (Baumeister et al., 2007; Wilson & Gilbert, 2005). These 

affective and cognitive consequences, in turn, increase consumer behavioural intentions. 

Overall, consumer imagery experiences often inspire hedonic consumption behaviour because 

pleasure tourism and hospitality experiences are attached to positive emotions (Chang, 2012; 

Ding & Keh, 2017). 

The effectiveness of experiential marketing messages in stimulating consumer imagery 

depends on a number of moderating factors, including personal differences and situational 

conditions. Consumers with different decision goals (anticipated satisfaction versus choice) 

(Shiv & Huber, 2000), imagery ability (Fennis et al., 2012), cultural background (Beichen & 

Cherian, 2010; Wang & Sparks, 2016), openness to different cultures (Kim & Jang, 2016) 

engage in different levels of imagery quality and elaboration when perceiving similar marketing 

messages. Indeed, consumers encounter difficulty in processing experiential marketing 

messages when they must deal with irrelevant tasks (Bolls & Muehling, 2007; Shiv & Huber, 

2000) or perceive psychological distance (i.e., temporal, spatial, social) between the imagined 

event and their reference point (here and now) (Ding & Keh, 2017; Hung & Wyer Jr, 2011).  

Third, the literature review process emphasises the central assumption of the bottom-up 

mechanism in consumer imagery research. Research findings in the field were organised into a 
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stimulus-organism-responses model: experiential marketing stimuli are perceived through two 

systems of information processing (rational and imagery), leading to cognitive, affective and 

behavioural responses. Even though both imagery processing and analytical processing were 

included in the model, imagery processing predominates analytical processing when consumers 

perceive experiential marketing messages containing visual and multisensory contents (Le, 

Scott, & Lohmann, 2019; MacInnis & Price, 1987). 

Grounded on the theory of embodied cognition, the current tourism and hospitality 

literature has a heavy focus on investigating how to design experiential marketing stimuli for 

imagery-evoking purpose. Research has recommended effective ways to enhance consumer 

imagery processing of experiential marketing messages. Earlier studies show that visual and 

multi-sensory elements such as picture and video are more effective in stimulating consumer 

imagery compared to messages containing texts, rational arguments or statistical numbers (Lien 

& Chen, 2013; Thompson & Hamilton, 2006). When the literature evolves, researchers have 

demonstrated the beneficial use of advanced communication technologies such as 3D 

visualisation (Choi & Taylor, 2014; Lee, 2012), virtual interaction (Fiore et al., 2005; Schlosser, 

2003), augmented reality (Yim et al., 2017) and virtual reality (Bogicevic et al., 2019; Martínez-

Navarro et al., 2019; Wei et al., 2019) to enhance consumer imagery experiences. In addition 

to message format, message content design using storytelling is found to facilitate consumer 

imagery, leading to the feelings of being transported to the narrative imagination world (Van 

Laer et al., 2014). The exposure to narrative advertisements enables consumers to immerse 

themselves in future vacations (Chang, 2013; Lien & Chen, 2013) and accommodation 

experiences (Pera & Viglia, 2016; Ryu et al., 2019). The key success factors of designing 

imagery-evoking narratives are related to narrative themes (Wong et al., 2016), story structure 

(Ryu et al., 2019) and the perceived authenticity of the story (Kim & Youn, 2016). 
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In summary, the literature review justifies the importance of consumer imagery research 

in studying how consumers perceive experiential marketing messages by means of mental 

processes. Experiential marketing stimuli can be processed at different levels of imagery quality 

and imagery elaboration, leading to various elaborated imagery experiences such as 

consumption vision, telepresence, transportation, imagination and fantasy. These elaborated 

imagery experiences result in affective, cognitive and behavioural consequences. Based on a 

systematic review process of the literature, research gaps were identified and discussed. The 

next section delineates important research gaps in the existing literature to address research 

objective RO2. 

5.1.2 Addressing research objective two (RO2) of identifying research gaps 

While the tourism and hospitality literature has made important progress in exploring how 

consumers predominantly perceive experiential marketing messages through mental imagery 

processing, it some important research gaps remain, suggesting promising research directions 

to advance the field. First, the review paper criticises the underlying assumption of the bottom-

up mechanism of consumer imagery in the existing literature and highlights a critical research 

gap on the mentally active role of consumers in selecting and interpreting experiential 

marketing messages. The majority of studies published to date focus on how to integrate 

sensory elements and storytelling methods or how to exploit advanced information and 

communication technologies in designing imagery-inducing marketing messages (Petit et al., 

2019; van Laer et al., 2019; Wiedmann et al., 2018). The bottom-up approach in consumer 

imagery research is problematic because consumers are considered as passive receivers of 

experiential marketing messages (Adaval et al., 2019; Knobloch et al., 2017). Hence, the current 

literature overlooks the mentally active role of consumers in perceiving that experiential 

marketing messages are processed with regards to their disposition (e.g., goals/motives, prior 

knowledge) (Le, Scott, & Lohmann, 2019; Stepchenkova & Mills, 2010). Without examining 

how consumers can actively select and interpret experiential marketing messages via a top-
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down mechanism, consumer imagery research is inadequate in explaining goal-directed 

consumption behaviour (Diemer et al., 2015). The missing link between consumer hedonic 

consumption behaviour and their goals/motives consists of a critical weakness in the current 

literature (Kock et al., 2018; Pearce & Packer, 2013). 

Recently, researchers have started questioning how consumers actively select 

experiential marketing messages in relation to their disposition (e.g., goals/motives, prior 

knowledge) via a top-down mechanism. There is evidence that consumers actively select and 

interpret experiential marketing messages through a selective attentional process (Scott et al., 

2017) and selective perception (Taylor et al., 2006). Consumers learn to avoid marketing 

messages with clear purpose of persuasion (Cho, 2004; Kelly et al., 2010; Speck & Elliott, 

1997) and are unlikely to engage in elaborated imagery processing of sceptical advertisements 

(Escalas, 2006; Rozier-Rich & Santos, 2011). Consumer involvement, which refers to the 

perceived personal relevance of the target stimulus (Prayag & Ryan, 2012; Prebensen et al., 

2012), directs consumer intensive elaborated imagery for creating consumption dream and 

fantasy (Goossens, 2000; Kwortnik & Ross, 2007). Therefore, Cowan and Ketron (2018) 

propose a conceptual dual model of product involvement for effective marketing using virtual 

reality. Based on this model, the authors suggest different marketing strategies to target 

customers with high product involvement versus low product involvement. Consumers in high-

involvement situations are likely to engage in elaborated imagery (e.g., imagination, 

telepresence) of multisensory virtual reality content, which leads to positive responses 

including behavioural intentions, brand loyalty and word of mouth. In contrast, consumers in 

low-involvement situations have limited available mental resources and are unlikely to respond 

well to highly sensorial input (Baars, 2007). Thus, enforcing consumers with low involvement 

to process highly sensory virtual reality content may not lead to positive behavioural outcomes 

(Cowan & Ketron, 2019). Based on these academic discussions, the top-down mechanism by 

which consumers actively process experiential marketing messages in relation to their 
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disposition is a research direction that is worth further investigation. The cognitive appraisal 

theory is suggested as a firm theoretical basis for future studies in the field (Le, Scott, & 

Lohmann, 2019). 

Second, the special relationship between consumer imagery and emotional responses to 

imagined experiences have been well established in the literature, but researchers seem to 

disagree about its nature. Early research included emotions and affective responses in the 

imagery measurement scale, considering emotions as a dimension of consumer imagery 

processing. Later studies study emotions as the affective consequences of consumer imagery 

(Kim et al., 2014; Walters et al., 2012; Yin et al., 2017). It is, hence, suggested that consumer 

imagery plays the role of emotional amplifier: consumer imagery processing of sensory 

contents leads to stronger emotional responses compared to verbal/analytical processing of 

similar contents (Holmes & Mathews, 2005; Holmes, Mathews, Mackintosh, & Dalgleish, 

2008). In contrast, a number of authors provide evidence to support the opposite causal 

relationship: emotions enhance consumer imagery processing. Their assumption is built based 

on empirical findings that emotional contents stimulate higher levels of consumer imagery 

elaboration compared to neutral contents (Baños et al., 2004; Riva et al., 2007). As the 

relationship between consumer imagery and emotions is not conclusive, more research is 

needed to move the field forward. 

Third, there is scarce research on the appraisal determinants of consumer emotions 

associated with imagery experiences which is essential to improve the effectiveness of 

experiential marketing messages in tourism (Hosany, 2012). The current literature focuses only 

on imagery-evoking strategies but simulating high levels of consumer imagery may not 

necessarily inspire consumer behavioural intentions (Deng et al., 2019). Early experimental 

studies show that consumer imagery of future events does not influence behaviour when no 

affective responses are elicited (Lang, 1977, 1979). High levels of imagery elaboration (i.e., 
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narrative transportation) only positively impact consumer attitude and behaviour when positive 

emotions of joy associated with the imagined experience are evoked (Dessart, 2018). The 

psychological process behind the elicitation of consumer emotions associated with imagery 

experiences remains under-studied. Addressing this knowledge gap is of great interest for 

tourism marketing researchers and professionals because it will suggest successful ways to 

promote tourism experiences. 

Fourth, there is limited longitudinal research of consumer imagery experiences and this 

promising research direction is necessary for tourism experience management purposes. The 

literature review demonstrates that imagery processing enables consumers to mentally travel in 

time (Suddendorf & Corballis, 1997, 2007). The exposure to experiential marketing messages 

can stimulate past-oriented imagery (i.e., memory recall), present-oriented imagery (i.e., 

imagination and fantasy) or future-oriented imagery processing (i.e., anticipation or prospect of 

future experiences) (Escalas, 2004). There is evidence that consumer imagery experiences at 

different stages of consumption are related. For example, consumer future-oriented imagery of 

tourism experiences often causes affective misforecasting of hedonic tourism experiences and 

reduces consumer mindfulness during real experiences (Nardini & Lutz, 2018). Further 

longitudinal research on consumer imagery experiences at different stages of consumption will 

help to explore consumer cognitive bias such as the “rosy view” effect (Mitchell et al., 1997): 

Consumer expectations of future events are more positive than their actual experience during 

the event itself, and their subsequent recollection of that event is more positive than the actual 

experience. Indeed, the exposure to experiential marketing messages at the post-consumption 

stage stimulates consumer past-oriented imagery (i.e., memory recall). The mixing between 

post-consumption marketing stimuli and consumer memory of real experiences through mental 

imagery processing lead to the reconstruction of remembered experiences and false memories 

(Braun et al., 2002; Braun et al., 2006; Lakshmanan & Krishnan, 2009). In brief, longitudinal 
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research of consumer imagery processing will bring useful findings to improve tourism 

experience management. 

Fifth, how consumers’ prior knowledge is involved in consumer imagery processing of 

experiential marketing messages remains an underexplored area. Due to the dominant view of 

consumers as passive receivers of experiential marketing messages, most research examines 

the one-way process by which consumer imagery processing contributes to the formation of 

consumer memory and knowledge structures (Lakshmanan & Krishnan, 2009; Matos et al., 

2015; Weiler et al., 2016; Wong et al., 2016). However, there is evidence that prior knowledge 

biases consumer perception of marketing messages (Tasci, Gartner, & Cavusgil, 2007). As 

consumer elaborated imagery processing involves mixing prior knowledge with perceived 

experiential stimuli for creating imagination and dreams (MacInnis & Price, 1987), the 

congruity/incongruity between experiential marketing messages and consumers’ prior 

knowledge (i.e., schema) can stimulate or inhibit consumer imagery processing of these 

messages (Meyers-Levy & Tybout, 1989). Future research can apply the schema 

congruity/incongruity theory to further the relationship between consumer prior knowledge and 

imagery processing of experiential marketing messages. 

Finally, tourism and hospitality research relies only on self-report measurement in 

investigating mental processes involved in consumer perception of experiential marketing 

messages. As self-report measurement is subject to cognitive bias (Li et al., 2015), it is critical 

to employ advanced psychological measurement methods such as EEG (Gordon et al., 2018), 

eye-tracking (Scott et al., 2017), skin conductance (Li, Walters, Packer, & Scott, 2018), facial 

readers (Hadinejad, Moyle, Scott, & Kralj, 2019; Li et al., 2016) to move the field forward. 

In conclusion, research on the psychological top-down mechanism by which consumers 

actively select and interpret experiential marketing messages is important to advance the current 

literature. The cognitive appraisal theory provides the theoretical basis for the top-down 
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mechanism and should be further applied and developed in future research. This thesis 

addresses the existing research gaps in the literature by conducting empirical studies. Results 

of testing and developing the cognitive appraisal theory based on empirical studies are 

synthesised in the following sections. 

5.1.3 Addressing research objective three (RO3) of theory validation 

Research objective three addresses one research gap identified through the systematic literature 

review process: exploring the appraisal determinants of consumer pre-consumption emotions 

related to tourism experiences. The cognitive appraisal theory is the dominant approach in 

studying consumer emotions because it provides explanations for differences in consumer 

emotional responses to the same marketing stimulus (Cai et al., 2018; Hosany, 2012; Ma et al., 

2013; Zheng et al., 2019). According to the cognitive appraisal theory, marketing stimulus is 

subconsciously appraised in relation to consumer disposition (i.e., prior knowledge, 

goals/needs) based on multiple dimensions such as novelty, goal relevance, goal congruence, 

certainty, agency and power/control which determine the elicitation of specific emotions 

(Johnson & Stewart, 2005; Moors et al., 2013). The cognitive appraisal theory has been applied 

to explain consumer emotions related to consumption experiences (Dalakas, 2006; Liu et al., 

2016; Nyer, 1997) or post-consumption experiences (i.e., recalled emotions) (Ma et al., 2017; 

Ruth, Brunel, & Otnes, 2002).  

In this PhD research, we rely on the cognitive appraisal theory to explain consumer pre-

consumption emotions related to future tourism experiences and consumer affect-driven 

consumption behaviour. The cognitive appraisal theory was tested in a typical hedonic tourism 

context, the White Party Gold Coast - a New Year celebration event attracting thousands of 

participants every year. Results of the quantitative research provide evidence to support the 

validity of CAT in explaining consumer positive emotions at the pre-consumption stage. Goal 

relevance is a key appraisal dimension, determining the elicitation of consumer positive 
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emotions including surprise and joy/excitement. Meanwhile, novelty elicits surprise but does 

not necessarily evoke joy/excitement. Research outcomes also confirm that positive emotions 

have positive effects on consumer behavioural intentions. The validation of CAT in explaining 

consumer emotions related to future tourism experiences demonstrate the logic of affect-driven 

behaviour: positive emotions signal goal-relevant tourism experiences and beneficially guide 

consumption behaviour in satisfying consumers’ current goals/needs. 

In summary, the cognitive appraisal theory provides a firm theoretical basis to study 

consumer emotions at different stages of consumption and explain affect-driven behaviour. 

However, consumer emotions have been associated with consumer imagery experiences which 

are also key drivers of hedonic consumption. Hence, it requires further investigation into the 

relationships between consumer emotions, imagery processing and appraisal process to advance 

our understanding of consumer hedonic consumption behaviour. The next section addresses 

this research gap by proposing a dual cognitive mechanism model of consumer hedonic 

consumption behaviour. 

5.1.3 Addressing research question four (RO4) of theory development 

Research objective four proposes a comprehensive framework of consumer hedonic 

consumption behaviour that explains how experiential marketing messages are perceived by 

consumers through mental processes and which inspire behaviour. Two consecutive steps are 

involved to achieve this research objective: (1) the conceptual model was developed based on 

a purposive literature review of Goossen’s hedonic tourism motivational model, the theory of 

embodied cognition and the cognitive appraisal theory; (2) the conceptual model is tested based 

on an explanatory research design (quantitative-qualitative).  

The dual cognitive mechanism model extends Goossen’s hedonic tourism motivational 

model by including two cognitive mechanisms (the bottom-up and the top-down) involved in 

consumer perception of experiential marketing messages. The bottom-up mechanism is based 
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on the theory of embodied cognition, representing how experiential stimuli such as colour and 

movement attract consumer attention and activate neural sensorimotor systems and stimulate 

consumer imagery (Petit et al., 2019). Grounded on the cognitive appraisal theory, the appraisal 

process plays the role of the top-down mechanism that directs consumer imagery processing 

toward the goal-relevant and/or novel stimuli (Klinger, 2013) and elicits emotional responses 

(Moors et al., 2013). These consumer hedonic responses (imagery and emotions) are, in turn, 

key drivers of consumer behaviour (Kwortnik & Ross, 2007; Le, Scott, & Lohmann, 2019). 

The dual cognitive mechanism model is consistent with neuroscience research of two separate 

neural systems involved when consumers perceive external stimuli and engage in imagery 

processing (Baars, 2007; Dijkstra et al., 2017). 

This conceptual model of cognitive mechanisms is empirically tested based on 

sequential explanatory research (quantitative-qualitative). The quantitative study provides 

statistical evidence to support the dual cognitive mechanism model in explaining consumer 

hedonic consumption behaviour. The bottom-up mechanism (i.e., embodied simulation) of 

consumer imagery is supported based on evidence that rich and dynamic visual content (i.e., 

video) stimulates higher levels of imagery processing compared to static visual content (i.e., 

poster). Indeed, significant correlations between appraisal dimensions and consumer hedonic 

responses (imagery and positive emotions) are also found, demonstrating the involvement of 

the top-down mechanism. The appraisal process directs consumer imagery processing of 

marketing stimuli that are appraised as goal-relevant and novel. The appraisal dimensions of 

novelty and goal relevance also determine the elicitation of consumer positive emotions (i.e., 

surprise, joy/excitement). Goal relevance is a key determinant of both consumer imagery and 

consumer emotions. Novelty has somewhat mixed influences on consumer hedonic responses: 

novelty elicits surprise and increases imagery quality but novelty has no significant impact on 

joy/excitement and imagery elaboration. Results show that joy/excitement and imagery 
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elaboration are critical indicators of consumer hedonic consumption behaviour while surprise 

and image quality play limited roles.  

The follow-up qualitative research provides further explanations on mental processes 

involved in consumer perception of experiential marketing messages. Based on qualitative 

research, two factors explaining why novelty does not increase consumer imagery elaboration 

are identified: uncertainty and lack of relevant knowledge. Consumer elaborated imagery is 

resource-demanding and requires a mix of prior knowledge with sensory information received 

through human senses (MacInnis & Price, 1987). Therefore, uncertainty and the lack of relevant 

knowledge to novel experiences make it difficult for consumers to engage in elaborated 

imagery. Also, novelty is not necessarily a determinant factor of joy/excitement because 

consumers still experience high levels of joy/excitement related to familiar tourism experiences. 

In this case, participants experience “real joy” when the familiar experience is appraised as 

highly relevant in satisfying their current goals/needs (Ma et al., 2013).  

The qualitative research also explains why imagery elaboration and joy/excitement are 

key drivers of consumer behaviour, but not surprise and imagery quality. Following the 

typology process suggested by Decrop and Snelders (2005), interviewees who participated in 

the qualitative research were classified into three groups of message receivers (the irrelevant 

audience, indecisive audience and decisive audience) based on their differences in mental 

experiences when perceiving the same marketing messages. This typology of message receivers 

justifies the sequential experience continuum developed by Pera and Viglia (2016): consumer 

perception of experiential marketing messages includes three phases of mental experiences (see 

Figure 4.2): (1) conscious/rational experience; (2) emotional experience; and (3) 

behavioural/relationship experience. Results of the qualitative study extend this sequential 

experience continuum by suggesting appraisal dimensions as stimulus evaluation checks 

(Grandjean et al., 2008; Scherer, 1999). Differences in consumer mental experiences among 
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three audience groups are related to their appraisals of the event contents and decision-making 

styles.  

Two appraisal dimensions (novelty and goal relevance) are two first stimulus evaluation 

checks in the extended sequential experience continuum. The exposure to visual and sensory 

marketing content stimulates high levels of imagery processing, enabling consumers to have a 

conscious understanding of this content. In the first phase of conscious experience, marketing 

messages are appraised in relation to their prior knowledge as novel/familiar stimuli. Novel 

stimuli elicit surprise and enhance consumer imagery quality of these messages for better 

mental representations and recall.  

The appraisal of goal relevance occurs later, differentiating the irrelevant and relevant 

audiences. As the irrelevant audience appraises marketing messages as irrelevant in satisfying 

their current goals/motives, they stop paying attention to these messages and do not engage in 

further imagery elaboration. Hence, the irrelevant audience is characterised by their high levels 

of imagery quality, but low levels of imagery elaboration and low levels of positive emotions. 

In contrast, the relevant audience moves to the second phase of emotional experience because 

they are motivated to process goal-relevant marketing messages at higher levels of imagery 

elaboration and are emotionally engaged. The relevant audience is able to create self-

imagination about the promoted event (Ben Malek et al., 2018; D'Argembeau et al., 2010) and 

experience joy/excitement associated to their imagination (Pham, 2004, 2007). Apart from the 

two appraisal dimensions, decision-making styles distinguish indecisive and decisive receivers. 

Decisive receivers rely only on their imagery experiences and positive emotions to form their 

behavioural intentions while indecisive receivers need further rational considerations of the 

promoted event for decision-making purposes.  

Based on the extended sequential experience continuum, consumers only engage in 

elaborated imagery processing and experience joy/excitement in response to goal-relevant 
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stimuli. Hence, consumer imagery elaboration and joy/excitement signal goal-relevant choices 

and beneficially guide consumer consumption behaviour to satisfy their current goals/motives. 

High levels of imagery quality and surprise induced by novel stimuli which occur in the first 

phase of conscious experience do not directly impact consumer behaviour. However, imagery 

quality and surprise may enhance consumer imagery elaboration and joy/excitement in the 

second phase (Ma et al., 2013; Van Laer et al., 2014).  

5.2 Contributions of the thesis 

This PhD thesis makes theoretical and practical contributions to the current literature. 

Regarding theoretical contribution, it proposes an enhanced model of consumer hedonic 

consumption behaviour from a mental processing perspective by recognising both the bottom-

up and top-down mechanisms involved in determining consumer imagery processing. The 

development of the dual cognitive mechanism model in this thesis is consistent with 

psychological theories and neuroscience evidence. In addition to the well-accepted bottom-up 

mechanism, the investigation of the top-down mechanism (i.e., the appraisal process) sheds 

light on the link between consumer hedonic consumption behaviour and their goals/motives. 

Results show that consumers only engage in elaborated imagery processing and experience 

positive emotions of joy/excitement in response to positively goal-relevant marketing stimuli. 

Hence, consumer imagery and emotions are the output of the experiential decision-making 

process, allowing consumers to make quick and advantageous consumption decisions in 

satisfying their specific goals/motives. Analytical processing interferes when further rational 

evaluations (i.e., price, convenient location, etc.) are necessary for decision-making purposes. 

Based on a comprehensive theoretical framework of consumer hedonic consumption behaviour, 

marketing implications are recommended to improve the effectiveness of experiential 

marketing in tourism. 
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5.2.1 Theoretical contributions 

The PhD research advances our understanding of mental processes involved in consumer 

perception of experiential marketing stimuli, which determine consumer hedonic consumption 

behaviour. Four key theoretical contributions of the thesis are: (1) validating the cognitive 

appraisal theory in explaining consumer pre-consumption emotions related to tourism 

experiences; (2) expanding the cognitive appraisal theory in imagery research; (3) clarifying 

the relationship between consumer imagery processing of experiential marketing messages and 

consumer pre-consumption emotions; and, (4) the goal-directed characteristic of consumer 

hedonic consumption behaviour. By exploring the appraisal process as the top-down 

mechanism of consumer imagery, it challenges the underlying assumption of the bottom-up 

mechanism (i.e., embodied simulation) in the current literature and the view of consumers as 

passive receivers of experiential marketing messages. Based on empirical evidence of 

differences in mental experiences among the audience of the same marketing messages, it 

highlights the mentally active role of consumers in perceiving experiential marketing messages 

via the top-down mechanism (i.e., the appraisal process). 

First, the current research proposes the logic of consumer affect-driven consumption 

behaviour by exploring the appraisal determinants of consumer pre-consumption emotions 

related to tourism experiences. Grounded on the cognitive appraisal theory, it provides 

empirical evidence that appraisal dimensions (i.e., novelty, goal relevance) significantly explain 

the elicitation of consumer positive emotions (surprise, joy/excitement). The validation of the 

cognitive appraisal theory justifies the view of emotions as goal-relevant signals (Bagozzi & 

Pieters, 1998; Pham, 2004, 2007). The elicitation of positive emotions such as joy/excitement 

inform consumers about the availability of a tourism experience that is positively relevant in 

satisfying their current goals/needs and, thus, beneficially directs their hedonic consumption 

behaviour (Lerner et al., 2015). The logic behind consumer affect-driven behaviour is made 
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clear: affect-driven decisions are made to pursue relevant consumption goals (Kwortnik & 

Ross, 2007). Consumer emotions related to future consumption experiences represent the 

output of the fast thinking system based on the subconscious appraisal process, allowing 

consumers to make quick and advantageous decisions (Kahneman, 2011; Walls, Okumus, & 

Wang, 2011). The affect-driven decision-making can be biased by incidental emotions which 

are carried over from the external environment and are misattributed as integral emotions 

(Pham, 2004). When it makes clear that incidental emotions are unrelated to the decision, there 

are no significant influences of incidental emotions on consumer behaviour (Greifeneder et al., 

2011; Pham, 1998; Schwarz & Clore, 1983). 

Second, this PhD thesis indicates the way of expanding the cognitive appraisal theory 

by demonstrating that the appraisal process also directs consumer attention and drives consumer 

imagery processing to focus on novel and goal-relevant marketing messages. Research 

outcomes indicate significant correlations between appraisal dimensions (novelty, goal 

relevance) and imagery dimensions (imagery quality and imagery elaboration). The relationship 

between novelty and imagery processing is partly supported, encouraging further research in 

this potential field (Mitas & Bastiaansen, 2018). Marketing stimuli appraised as novel attract 

attention and enhance imagery quality for better recognition and recall. The key determinant of 

consumer imagery is goal relevance, aligning with psychological research (Ben Malek et al., 

2018; Cole & Berntsen, 2016) and neuroscience evidence (D'Argembeau et al., 2010; 

Stawarczyk & D'argembeau, 2015). Consumer imagery elaboration is directed toward goal-

relevant information for important decision-making and problem-solving issues (Christian et 

al., 2013; MacInnis & Price, 1987). Goal relevance plays the role of a vital stimulus evaluation 

check that differentiates the irrelevant and relevant audiences (Grandjean et al., 2008; Scherer, 

1999). When marketing messages are subconsciously appraised as irrelevant in satisfying their 

current goals/motives, consumers are less attentive and unlikely to engage in high levels of 

imagery processing (Baars, 2007). Only when marketing messages are appraised as highly goal-
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relevant, consumers are motivated to elaborate imagery processing of these messages and be 

emotionally engaged. 

Third, this PhD research advances our understanding of the special relationship between 

consumer emotions and imagery. The correlations between consumer imagery experiences and 

emotions have been consistently reported in the literature (Ghosh & Sarkar, 2016; Miller & 

Marks, 1997; Tussyadiah et al., 2018; Van Laer et al., 2014; Walters et al., 2012). However, 

researchers disagree about its antecedent-consequence order. Some researchers suggest that 

imagery processing functions as an emotional amplifier that increases consumer emotional 

responses to imagined events, compared to verbal/analytical processing (Holmes, Geddes, et 

al., 2008; Holmes & Mathews, 2005). Other researchers argue that emotional stimuli/contents 

enhance imagery processing, leading to elaborated imagery experiences such as feelings of 

narrative transportation or telepresence, compared to neutral content (Baños et al., 2004; Riva 

et al., 2007). This thesis reconciles these contradictory research findings by suggesting that the 

relationships between consumer imagery and emotions are not causal. In fact, consumer 

imagery and emotions are correlated because they are both determined by similar appraisal 

dimensions such as novelty and goal relevance. Imagery quality and surprise are enhanced when 

the stimulus is appraised as novel. High levels of imagery elaboration and joy/excitement occur 

in response to a stimulus appraised as positively goal-relevant.  

Fourth, the investigation of the cognitive appraisal process in this thesis establishes the 

underexplored link between consumer hedonic consumption behaviour and consumer 

goals/motives (Kock et al., 2018; Pearce & Packer, 2013). Through the cognitive appraisal 

process, consumers subconsciously evaluate experiential marketing messages based on criteria 

such as novelty or goal relevance. These appraisal dimensions play the role of stimulus 

evaluation checks that determine consumer imagery elaboration of these messages and the 

elicitation of joy/excitement. Hence, consumer imagery and emotions are the output of the fast 
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thinking system, allowing consumers to make quick and advantageous evaluations of tourism 

experiences in relation to their disposition (i.e., prior knowledge, goal relevance). The rational 

processing functions as the slow thinking system and is only involved when further rational 

considerations are necessary for decision-making purposes (Evans, 2008; Kahneman, 2011). 

All mental processes happen fast and subconsciously in the consumer’s mind but differences in 

mental experiences among audiences of the same marketing message were recorded and 

analysed in the qualitative study. 

5.2.2 Practical contributions 

Based on a comprehensive understanding of hedonic consumption behaviour, the current thesis 

suggests a number of ways to improve the effectiveness of experiential marketing in tourism. 

The quantitative experimental study investigates how common marketing strategies including 

visual formats (poster vs. video) and delivery channels (advertising vs. sWOM) are perceived 

by means of mental processes and influence hedonic consumption behaviour. Research 

outcomes recommend further use of dynamic sensory elements (i.e., video) and sensory-

enabling technologies, social media word-of-mouth in experiential tourism marketing. The 

qualitative study clarifies the differences in mental processes among audiences of the same 

marketing stimuli. The typology of three audience groups (relevant, indecisive and decisive) 

highlights the necessity of segmenting consumers based on their goals/motives and goal-

relevant appraisal of tourism experiences. Therefore, a customer-centric approach in designing 

and promoting tourism experiences is recommended in replacement of the “one-size-fits-all” 

approach (Tussyadiah, 2014).  

First, the confirmation of the bottom-up mechanism in this PhD research suggests 

further use of multi-sensory content such as video to increase the effectiveness of experiential 

marketing. Multi-sensory content introduces consumers to pre-experience the promoted 

vacations or accommodation/entertaining services in tourism and will be particularly beneficial 
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in promoting new tourism experiences. Consumers encounter difficulty in imagining 

themselves having novel product experiences because they do not have enough knowledge 

and/or are uncertain about the consumption outcomes. Providing rich sensory details of future 

consumption experiences using multi-sensory content can reduce uncertainty and cover 

consumer knowledge gaps. In addition to sensory content, the use of advanced sensory-enabling 

technologies such as augmented reality or virtual reality is also useful in promoting new tourism 

experiences (Bogicevic et al., 2019; Tussyadiah et al., 2018; Wei et al., 2019). This is because 

sensory-enabling technologies shorten the gap between imagery experiences and real 

experiences, enhancing consumer elaborated imagery experiences such as telepresence, 

transportation and imagination (Petit et al., 2019).  

Second, the current PhD research recommends tourism marketers to be proactive in 

exploiting social media word-of-mouth (sWOM) for promotion and persuasion purposes. 

Research outcomes show that sWOM is appraised as more goal relevant, leading to higher 

levels of consumer imagery, emotions and behavioural intentions. Indeed, the effectiveness of 

sWOM marketing depends on personal ties between the recommender and receiver: the closer 

the personal relationship, the stronger the sWOM impact. Therefore, peer-sWOM should be a 

cornerstone in the tourism and hospitality marketing portfolio in order to improve marketing 

effectiveness (Shareef et al., 2019). 

Third, this research highlights the necessity of applying a customer-centric approach in 

promoting tourism experiences. Consumers have different goals/motives when going on 

vacations (Bieger & Laesser, 2002; Chen, Bao, & Huang, 2014; Park & Yoon, 2009), 

consuming hospitality services (Guttentag, Smith, Potwarka, & Havitz, 2017; Prayag, Cohen, 

& Yan, 2015) or participating in entertaining events (Smith & Costello, 2009; Tkaczynski & 

Rundle-Thiele, 2011). Therefore, consumers with different goals/needs found different 

destination/service/event attributes as interesting and relevant (Ye & Tussyadiah, 2011). This 
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is supported by a typology of message receivers in the qualitative study which demonstrates 

how consumers actively evaluate marketing messages based on appraisal dimensions (i.e., 

novelty, goal relevance) and have different mental experiences due to their appraisal outcomes. 

Consumers only engage in elaborated imagery processing and experience positive emotion of 

joy/excitement when experiential marketing messages are appraised as positively relevant in 

satisfying their current goals/needs.  

Applying a consumer-centric approach to experiential tourism marketing requires a 

two-step process: (1) goals/motives-based segmentation; and, (2) message customisation. In the 

first step, market research is essential to achieve a good understanding of consumer 

goals/motives in consuming tourism experiences. Rigorous marketing segmentation methods 

should be applied for identifying different customer groups with specific goals/motives and 

demographic characteristics (Ernst & Dolnicar, 2018; Tkaczynski & Rundle-Thiele, 2011). In 

the second step of message customisation, experiential marketing messages should be 

customised to clearly communicate how tourism experiences are relevant in satisfying the 

specific goals/needs of each customer segment (Yim et al., 2018). Storytelling can be a useful 

tool for customising experiential marketing messages (Pera & Viglia, 2016; Van Laer et al., 

2014) and different stories should be designed to target various customer segments with specific 

goals/motives (Ryu et al., 2019; Wong et al., 2016).  

5.3 Limitations & future research directions 

The thesis advances our understanding of consumer hedonic consumption behaviour from a 

mental processing perspective. The dual cognitive mechanism model developed in this thesis 

consists of a comprehensive framework to explain how experiential marketing messages are 

perceived by mental processes, leading to consumer hedonic consumption behaviour. The 

model is supported by the results of two empirical studies (quantitative–qualitative). Due to 
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limited time and budget, this thesis is subject to a number of limitations that should be addressed 

by future research.  

First, the PhD research tests and validates the dual cognitive mechanism model in only 

one specific context of hedonic tourism experiences (i.e., the New Year celebration event). The 

dual cognitive mechanism model should be further applied in different tourism contexts for 

generalisation purposes. For example, future studies can test this model in non-hedonic tourism 

experiences such as dark tourism (Kidron, 2013) or adventure tourism (Carnicelli-Filho, 

Schwartz, & Tahara, 2010) which are associated with mixed or negative emotions.  

Second, this thesis focuses on consumer mental experiences at the pre-consumption 

stage after being exposed to experiential marketing messages. Hence, longitudinal research of 

consumer mental processes (appraisal, imagery and emotion) at different stages of consumption 

is necessary to decode cognitive bias related to consumer experiences. For example, consumers 

experience more visual and other sensory details, more words, clearer representation of 

contextual (spatial and temporal) information and a more coherent story when recalling past 

experiences (i.e., past-oriented imagery) than imagining future experiences (i.e., future-oriented 

imagery) (D’Argembeau & Van der Linden, 2006). However, consumer imagination of future 

experiences provokes more intense emotions than the recollection of past experiences (Van 

Boven & Ashworth, 2007). Differences in consumer mental experiences when imagining future 

tourism experiences and recalling past experiences may be caused by differences in their 

appraisals of future experiences versus past experiences. Longitudinal research of consumer 

experiences from a mental processing perspective is also promising in explaining the formation 

of false memory or affective misforcasting (Nardini & Lutz, 2018; Wilson & Gilbert, 2003). 

Third, the dual cognitive mechanism model focuses only on the experiential aspects of 

tourism consumption, without integrating rational/analytical processing. Consumer imagery 

elaboration and positive emotions of joy/excitement result from the experiential decision-
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making process (i.e., the fast thinking system), signalling the availability of positively goal-

relevant tourism experiences and beneficially guiding consumer hedonic consumption 

behaviour. In the qualitative study, there is also evidence that the rational/analytical processing 

is involved in determining the consumer’s final decision when the indecisive audience disclosed 

their rational evaluations of the event attributes (i.e., price, convenient location, etc.). Therefore, 

future research should investigate rational/analytical processing and how consumer imagery 

and analytical processing interact in determining consumer behaviour. It is interesting to 

manipulate experiential marketing messages with/without rational elements such as price and 

location to explore how consumers perceive these marketing messages by means of imagery 

processing and rational/analytical processing. This research direction is essential to expand our 

understanding of consumer perception of marketing messages and suggest useful ways to 

improve the effectiveness of tourism marketing. 

Fourth, this study demonstrates that consumer hedonic consumption behaviour in 

pursuit of imagination and positive emotions is goal-directed. However, it did not investigate 

consumers’ specific goals/motives for consuming the promoted event. Future studies should 

explore further consumers’ specific goals/motives for consuming tourism experiences and their 

hedonic consumption behaviour which has, surprisingly, been rarely studied in the existing 

literature (Cohen et al., 2014; Pearce & Packer, 2013). Kock et al. (2018) list a number of 

ultimate goals/motives that drive consumer behaviour including evading harm, exploration, 

affiliation, status and mating. Future studies can apply the mean-end chain theory (Gutman, 

1982; Jiang, Scott, & Ding, 2015; McIntosh & Thyne, 2005) in order to further explore how 

different attributes/elements of tourism experiences satisfy consumer specific goals/motives.  

Fifth, this research investigates consumer behavioural intentions toward one tourism 

experience only, future research can test the dual cognitive mechanism model in choice context 

to understand how consumer preference for various tourism experiences is formed based on 
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their goal-relevant appraisal of these options. The use of eye-tracking (Le, Scott, Becken, et al., 

2019) and physiological measurements such as skin conductance (Li et al., 2016), facial 

electromyography (Li et al., 2018) or facial reader (Hadinejad et al., 2019) is beneficial in 

investigating the consumer subconscious goal-directed attentional process, emotional responses 

and selective perception of experiential marketing messages in future research. 

Lastly, this thesis uses only self-report measurement and recommends the use of 

electroencephalogram (EEG) (Gordon et al., 2018) in future research of consumer mental 

processes. Neuroscience research has found that the medial prefrontal cortex (mPFC) supports 

the processing of personal goals (D'Argembeau et al., 2010; Johnson et al., 2006) and is, thus, 

associated with the top-down, goal-directed attentional process. The left posterior inferior 

parietal lobules (pIPL) contribute to consumer imagery processing and, thus, support the 

bottom-up attentional process by which salient information captures the attention and stimulates 

mental representation of the perceived information in the brain (Cabeza, Ciaramelli, & 

Moscovitch, 2012; Stawarczyk & D'argembeau, 2015). Neurotourism is a research area that is 

worth further investigation in order to advance the tourism and hospitality literature. 

5.4 Concluding summary  

The current PhD research proposes a comprehensive framework of consumer hedonic 

consumption behaviour from a mental processing perspective. Consistent with well-accepted 

theories in psychology and neuroscience evidence, this thesis suggests the involvement of both 

the top-down and bottom-up mechanisms in determining consumer imagery processing of 

experiential marketing messages. Two empirical studies demonstrate that consumers can 

actively select and interpret experiential marketing messages in relation to their disposition 

through the cognitive appraisal process. Marketing stimuli are subconsciously evaluated based 

on a number of criteria such as novelty, goal relevance, etc. These appraisal dimensions play 

the role of the stimulus evaluation checks which control the consumer top-down attentional 
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process, direct consumer intensive elaborated imagery processing and elicit specific emotions. 

The recognition of the appraisal process as the top-down mechanism sheds light on the missing 

link between consumer hedonic consumption behaviour and their goals/motives (Kock et al., 

2018; Pearce & Packer, 2013). Consumer imagery elaboration and positive emotions signal 

positively goal-relevant tourism experiences and, thus, beneficially guide hedonic consumption 

behaviour. The dual cognitive mechanism model advances our understanding of how 

experiential marketing messages are perceived by means of mental processes and influence 

consumer hedonic consumption behaviour.  

Based on a comprehensive understanding of consumer hedonic consumption behaviour, 

this PhD research suggests a number of useful marketing implications. First, further use of 

multi-sensory and dynamic content is recommended to facilitate consumer imagery processing 

through the bottom-up mechanism. Second, the use of advanced sensory-enabling technologies 

such as virtual reality and augmented reality is also beneficial in promoting novel tourism 

experiences because these technologies reduce the differences between imagery experiences 

and real experiences, helping consumers to overcome uncertainty and knowledge gaps related 

to the promoted experience (Bogicevic et al., 2019; Petit et al., 2019). Third, peer-sWOM 

marketing is also beneficial in tourism marketing (Shareef et al., 2019). Marketing messages 

shared among audiences of similar interest are appraised as more goal-relevant and lead to 

stronger hedonic responses (imagery and emotions) and behavioural intentions. 

Overall, this thesis criticises the view of consumers as passive receivers of experiential 

marketing messages and highlights the mentally active role of consumers in selecting and 

interpreting marketing messages in relation to their disposition via a top-down mechanism. 

Therefore, it recommends replacing the one-size-fits-all approach to experiential marketing in 

tourism by a customer-centric approach. Our research demonstrates differences in mental 

processes and behavioural intentions among audiences of the same marketing messages. This 
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empirical evidence explains why “one-size-fits-all” experiential marketing may not deliver 

expected outcomes. In order to improve the effectiveness of experiential marketing in 

promoting tourism experiences, marketers need to conduct well-designed market research to 

have a deep understanding of various consumption goals/motives of potential customers. Next, 

a rigorous goals/motives-based segmentation process is necessary to customise marketing 

messages to target different customer segments. Customised messages must communicate how 

the promoted experience is relevant in satisfying specific goals/motives of each customer 

segment (Yim et al., 2018). For example, destination marketers can use different narrative 

themes to show how a destination visit meets specific travel motives of different tourist groups 

and aligns with their travel expectations (Ye & Tussyadiah, 2011). 
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APPENDIX A. Four Experimental Cells 

 Advertisement Positive word-of-mouth 

(i.e. friend referral) 

Poster3 Please imagine yourself in the following scenario: 

 

This morning you checked Facebook and saw a promotional poster 

of the White Party NYE Gold Coast on your homepage. 

 

 

 

 

 
 

Manipulation check: In the scenario that you have just read, did 

you see the White Party NYE Gold Coast poster on your Facebook 

homepage? Yes/No 

Please imagine yourself in the following scenario: 

 

You and your friend have talked about celebrating the New Year 

Eve together in a special way. This morning you checked Facebook 

to see that your friend tagged you in a comment related to the White 

Party NYE Gold Coast video: "This is gonna be the best new year 

party ever. Let's have fun from sunset to sunrise, watch the firework 

at midnight and dance until dawn." 

   
 

Manipulation check: In the scenario that you have just read, did 

your friend recommend you to attend the White Party NYE Gold 

Coast by tagging you to the event poster on Facebook?  Yes/No 

                                                 

3 Link: www.facebook.com/WHITEPARTYNYE/photos/a.539398466128508/1448300955238250/?type=3&theater 
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Video4 Please imagine yourself in the following scenario: 

 

This morning you checked Facebook and saw a promotional video 

of the White Party NYE Gold Coast on your homepage. 

 

 

 

 

 
Manipulation check: In the scenario that you have just read, did 

you see the White Party NYE Gold Coast poster on your Facebook 

homepage? Yes/No 

Please imagine yourself in the following scenario: 

 

You and your friend have talked about celebrating the New Year 

Eve together in a special way. This morning you checked Facebook 

to see that your friend tagged you in a comment related to the White 

Party NYE Gold Coast video: "This is gonna be the best new year 

party ever. Let's have fun from sunset to sunrise, watch the firework 

at midnight and dance until dawn." 

 
Manipulation check: In the scenario that you have just read, did 

your friend recommend you to attend the White Party NYE Gold 

Coast by tagging you to the event video on Facebook?  Yes/No 

                                                 

4 Link: https://www.facebook.com/WHITEPARTYNYE/videos/1457654977636181/ 
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APPENDIX B. Profile of Survey Participants 

 Characteristics Frequency Percent 

Age 

Under 25 years old 

From 25 to 35 years old 

From 36 to 45 years old 

Over 45 years old 

 

229 

286 

92 

48 

 

35.0 

43.7 

14.0 

7.3 

Gender 

Male 

Female 

Other 

 

213 

440 

2 

 

32.5 

67.2 

0.3 

Nationality 

Oceania 

Australia 

New Zealand 

Others 

Europe 

Germany 

UK 

France 

Others 

America 

Brazil 

Canada 

USA 

Others 

Asia 

Vietnam 

China 

Nepal 

Iran 

Indonesia 

Others 

Africa 

 

280 

249 

28 

3 

131 

46 

35 

9 

41 

107 

82 

7 

4 

14 

130 

45 

13 

11 

10 

7 

44 

7 

 

42.8 

38 

4.3 

0.5 

20.4 

7.0 

5.3 

1.4 

6.7 

16.7 

12.5 

1.1 

0.6 

2.5 

20.5 

6.9 

2 

1.7 

1.5 

1.1 

7.3 

1.2 

Total 655 100% 
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APPENDIX C. Convergent & discriminant validity of measurement constructs 

Table C1: Convergent validity of measurement constructs  

Factor Standardized 

loadings  

MaxR 

(H) 

AVE Composite 

R 

Novelty 

Usual – Unusual 

Familiar – Unfamiliar 

Expected – Unexpected 

 

0.871 

0.894 

0.869 

0.911 0.771 0.910 

Goal importance 

Matters to me 

Means a lot to me 

Relevant to me 

Important to me 

 

0.879 

0.909 

0.818 

0.764 

0.921 0.713 0.908 

Goal interest 

Unappealing - Appealing 

Not Fun - Fun 

Boring - Interesting 

 

0.841 

0.800 

0.892 

0.890 0.714 0.882 

Imagery elaboration 

I can form a series of events in my mind in 

which I’m a part of. 

The poster/video makes me feel as though 

I’m actually participating in the party. 

I can easily construct a story about myself 

participating in the party based on the 

poster. 

It is easy for me to imagine myself at the 

party. 

I find myself daydreaming about the party. 

I can actually see myself at the party. 

 

0.816 

 

0.767 

 

0.729 

 

 

0.847 

 

0.777 

0.866 

0.921 0.643 0.915 

Imagery quality 

Vague-Vivid 

Weak-Intense 

 

0.893 

0.898 

0.935 0.778 0.933 
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Unclear-Clear 

Dull-Sharp 

0.879 

0.858 

Surprise 

Astonished 

Surprise 

 

0.892 

0.858 

0.870 0.766 0.867 

Joy/excitement 

Happy 

Joyful 

Pleased 

Excited 

Thrilled 

Enthusiastic 

 

0.935 

0.937 

0.866 

0.917 

0.834 

0.910 

0.967 0.811 0.963 

Behavioural intentions 

Curious about the party 

Want more information 

Want to learn more 

Intrigued by the party 

Willing to attend 

 

0.845 

0.936 

0.841 

0.909 

0.873 

0.952 0.777 0.946 
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Table C2: Discriminant validity of all constructs 

 Novelty Imagery 

quality 

Joy/ 

excitement 

Goal 

interest 

Goal 

importance 

Behavioural 

intentions 

Surprise Imagery 

Elaboration 

Novelty 0.878 

       

Imagery 

quality 

0.199 0.882 

      

Joy/ 

excitement 

0.130 0.325 0.901 

     

Goal interest 0.247 0.498 0.702 0.845 

    

Goal 

importance 

0.035 0.283 0.675 0.556 0.844 

   

Behavioural 

intentions 

0.145 0.315 0.678 0.640 0.710 0.882 

  

Surprise 0.184 0.283 0.611 0.445 0.549 0.492 0.875 

 

Imagery 

Elaboration 

0.087 0.496 0.635 0.604 0.737 0.703 0.529 0.802 
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APPENDIX D. Profile of interview participants 

Number Age Gender Nationality 

Participant 1 29 Male German 

Participant 2 40 Male Australian 

Participant 3 32 Male Chinese 

Participant 4 30 Male Bangladeshi 

Participant 5 27 Male Nepalese 

Participant 6 45 Male Australian 

Participant 7 30 Female Iranian 

Participant 8 26 Female Chinese 

Participant 9 20 Female Vietnamese 

Participant 10 21 Male Australian 

Participant 11 31 Female South Korean 

Participant 12 36 Male Indian 

Participant 13 31 Female German 

Participant 14 26 Female Chinese 

Participant 15 36 Male Iranian 

Participant 16 33 Male German 

Participant 17 27 Male Malaysian 

Participant 18 33 Male Brazilian 

Participant 19 22 Female Australian 

Participant 20 23 Female Australian 
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APPENDIX E. Ethical approval 
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APPENDIX F: Information sheet 

APPRAISAL DETERMINANTS OF CONSUMER HEDONIC RESPONSES  

INFORMATION SHEET 
Griffith University ethics reference number 2017/245 

 

 

Research team 

 

 

 

 

 

 

 

Contacts 

Dr Ying Wanga 

Dr Marlene Pratta 

Associate Professor Gui Lohmannb 

Professor Noel Scottc 

Dung Lea 

a Department of Tourism, Sport and Hotel Management, Griffith University 

b School of Natural Sciences, Griffith University 

c Sustainability Research Centre, University of Sunshine Coast 

Mobile: (+61) 0402 825 426 

Email: dung.le@griffithuni.edu.au 

 

Why is the research being conducted? 

This project investigates the relationship between consumer appraisal, imagery and emotion 

processes to explain consumer mental experiences when being exposed to experiential marketing 

messages. It is expected that the research results will provide a deeper understanding of consumer 

mental processes that are involved in consumer perception of marketing messages and determining 

consumer behaviour. The research may lead to practical implications for tourism marketing. 

What you will be asked to do? 

After agreeing to participate in this research, you will be exposed to promotional contents of an 

event (i.e. a poster and/or a video). You all complete a questionnaire or participate in a face-to-face 

interview to share your thought about these stimuli. All your information will be confidential, and 

your participation will remain anonymous. 
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The basis by which participants will be selected or screened 

Participants must be over 18 years old and be reasonably healthy. 

The expected benefits of the research 

The conclusion of this research will provide valuable insight on the tourist mental processes. By 

exploring how tourists engage in imagery processing of marketing messages and experience 

positive emotions, the study will contribute to tourism marketing literature. Tourism marketers may 

also have better ideas on how to develop more effective marketing messages. 

Risks to you 

There are no foreseeable risks associated with participation in this research. 

Your confidentiality 

No personal information will be collected during this study. All research data (survey/interview 

responses, experiment data, and analysis) will be retained in a locked cabinet and a password 

protected electronic file at Griffith University for five years before being destroyed.   

Further information on the University’s Privacy Plan can be found at 

http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan or 

telephone (07) 3735 4375. 

Your participation is voluntary 

Your participation in this research is voluntary, and you will be treated with respect. You can exit 

the test at any time and without penalty. 

Questions / further information 

For any further inquiries about this research, you can contact the researchers listed at the top of this 

information sheet. 
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The ethical conduct of this research 

Griffith University conducts research in accordance with the National Statement on Ethical Conduct 

in Human Research.  If you have any concerns or complaints about the ethical conduct of this 

research project, you are encouraged to contact the Manager, Research Ethics on 3735 4375 or 

research-ethics@griffith.edu.au. 

Feedback to you 

You may request a summary of the research findings once completed. If you wish to receive this, 

you will need to provide your email address. This will be kept separate from the research data. 

Privacy Statement – non-disclosure 

The conduct of this research involves the collection, access and 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 consult the University’s Privacy 

Plan at   http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-

plan or telephone (07) 3735 4375. 

  

mailto:research-ethics@griffith.edu.au
http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan
http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan
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APPENDIX G: Survey questionnaire (four versions) 

APPRAISAL DETERMINANTS OF CONSUMER HEDONIC RESPONSES: DO YOU LIKE 

PARTIES? 

You are invited to answer some questions regarding your interest in the White Party New Year 

Eve (NYE) Gold Coast, the Australia's premier New Year Eve Island Party. What makes it the 

ultimate is the location on a secret Gold Coast tropical island only accessible on exclusive 

party cruises. 

It will take you about 5 - 10 minutes to complete the survey. The survey is part of Ms Dung 

Le's PhD thesis and is conducted under Griffith University ethical approval number 2017/245. 

 By completing this questionnaire, you give your consent for us to use your answers for research 

purpose. Thank you very much for your participation! 

(*) All of your information will be kept anonymous and confidential. If you have any concerns 

or complaints about the ethical conduct of this research project, you are encouraged to contact 

the Manager, Research Ethics on 37354375 or research-ethics@griffith.edu.au. 

SECTION 1: EXPERIMENTAL DESIGN 

Participant are randomly distributed in one of four experimental cells as follow: 

Scenario A: Please imagine yourself in the scenario: 

Your friend and you have talked about 

celebrating the new year eve together in a special 

way. This morning you checked Facebook to see 

that your friend tagged you in a comment related to the White Party NYE Gold Coast video: 
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"This is gonna be the best new year party ever. Let's have fun from sunset to sunrise, watch the 

firework at midnight and dance until dawn."  

 

In the scenario that you have just read, did your friend recommend you to attend the White 

Party NYE Gold Coast by tagging you on Facebook? 

o Yes  (1)  

o No. You can stop the survey here (0)  

 

Scenario B: Please imagine yourself in the scenario 

This morning you checked Facebook and saw a promotion video of the White Party NYE Gold 

Coast on your homepage.  
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In the scenario that you have just read, did you see the White Party NYE Gold Coast video on 

your Facebook homepage? 

o Yes  (1)  

o No. You can stop the survey here (0)  

 

Scenario A1: Please imagine yourself in the scenario 

Your friend and you have talked about 

celebrating the new year eve together in a special 

way. This morning you checked Facebook to see 

that your friend mentioned you in a comment related to the White Party NYE Gold Coast poster: 
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"This is gonna be the best new year party ever. Let's have fun from sunset to sunrise, watch the 

firework at midnight and dance until dawn." 

 

In the scenario that you have just read, did your friend recommend you to attend the White 

Party NYE Gold Coast by tagging you on Facebook? 

o Yes  (1)  

o No. You can stop the survey here (0)  

 

Scenario B1: Please imagine yourself in the scenario 

This morning you checked Facebook and saw a promotion poster of the White Party NYE Gold 

Coast on your homepage. 
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 In the scenario that you have just read, did you see the White Party NYE Gold Coast poster on 

your Facebook homepage? 

o Yes  (1)  

o No. You can stop the survey here (0)  

 

SECTION 2: MEASUREMENT OF CONTRUCTS 

Q1. Emotions 

How do you feel about attending the White Party Gold Coast? (Please select the most 

appropriate option from 1-Not at all to 7-very much) 
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1 (Not 

at all) 
2 3 4 5 6 

7 (Very 

much) 

Happy  o  o  o  o  o  o  o  
Joyful  o  o  o  o  o  o  o  
Pleased  o  o  o  o  o  o  o  
Excited  o  o  o  o  o  o  o  
Thrilled o  o  o  o  o  o  o  
Enthusiastic  o  o  o  o  o  o  o  
Amazed o  o  o  o  o  o  o  
Surprised o  o  o  o  o  o  o  
Astonished  o  o  o  o  o  o  o  

 

Q2. Goal importance 

 How does attending the White Party Gold Coast mean to you? (Please select the most 

appropriate option from 1-Strongly disagree to 7-Strongly agree) 

 
Strongly 

disagree 

(1) 

Disagree 

(2) 

Somewhat 

disagree 

(3) 

Neither 

agree nor 

disagree 

(4) 

Somewhat 

agree (5) 

Agree 

(6) 

Strongly 

agree (7) 

The party will be a 

special event that 

matters to me.  
o  o  o  o  o  o  o  

I attach special 

meanings to the 

party.  
o  o  o  o  o  o  o  

The party is relevant 

to me.  o  o  o  o  o  o  o  
The party is 

important to me.  o  o  o  o  o  o  o  

Q3: Goal Interest  
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In your opinion, attending the White party NYE Gold Coast will be ... 

 Extremely Strongly Slightly Neutral Slightly Strongly Extremely  

 (1) (2) (3) (4) (5) (6) (7)  

Unappealing  o  o  o  o  o  o  o  Appealing 

Not fun  o  o  o  o  o  o  o  Fun 

Boring o  o  o  o  o  o  o  Interesting 

 

Q4. Imagery quality 

Overall the images that come to your mind when watching the video/poster are... 

 Extremely Strongly Slightly Neutral Slightly Strongly Extremely  

 (1) (2) (3) (4) (5) (6) (7)  

Vague  o  o  o  o  o  o  o  Vivid 

Weak  o  o  o  o  o  o  o  Intense 

Unclear  o  o  o  o  o  o  o  Clear 

Dull  o  o  o  o  o  o  o  Sharp 

 

Q5. Imagery elaboration 

When you watch the White Party NYE Gold Coast video/ poster, you feel like... 
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Strongly 

disagree 

(1) 

Disagree 

(2) 

Somewhat 

disagree 

(3) 

Neither 

agree 

nor 

disagree 

(4) 

Somewhat 

agree (5) 

Agree 

(6) 

Strongly 

agree (7) 

Many images come to 

my mind. o  o  o  o  o  o  o  
The mental images 

that come to my mind 

are very clear and 

specific. 

o  o  o  o  o  o  o  

The video acts as a 

source of information 

about the party. 
o  o  o  o  o  o  o  

It is easy for me to 

imagine myself at the 

party. 
o  o  o  o  o  o  o  

I can actually see 

myself at the party. o  o  o  o  o  o  o  
I can form a series of 

events in my mind in 

which I'm a part of.  
o  o  o  o  o  o  o  

The video makes me 

feel as though I'm 

actually participating 

in the party.  

o  o  o  o  o  o  o  

I find myself 

daydreaming about the 

party.  
o  o  o  o  o  o  o  

I can easily construct a 

story about myself 

participating in the 

party based on the 

video.  

o  o  o  o  o  o  o  

The video makes me 

fantasize about having 

the opportunity to 

attend the party.  

o  o  o  o  o  o  o  
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Q6. Behavioral Intentions 

What do you think about the White Party NYE Gold Coast? 

 

Strongly 

disagree 

(1) 

Disagree 

(2) 

Somewhat 

disagree 

(3) 

Neither 

agree 

nor 

disagree 

(4) 

Somewhat 

agree (5) 

Agree 

(6) 

Strongly 

agree 

(7) 

I'm curious about the 

party. o  o  o  o  o  o  o  
I would like more 

information about 

the party. 
o  o  o  o  o  o  o  

Learning more about 

the party would be 

useful to me. 
o  o  o  o  o  o  o  

I'm intrigued by the 

party. o  o  o  o  o  o  o  
My willingness to 

attend the party is 

very high. 
o  o  o  o  o  o  o  

I would recommend 

the party to others. o  o  o  o  o  o  o  

 

Q7. Novelty  

Compared to previous new year parties that you have been to, the White Party NYE is ... 

 Extremely Strongly Slightly Neutral Slightly Strongly Extremely  

 (1) (2) (3) (4) (5) (6) (7)  

Usual  o  o  o  o  o  o  o  Unusual 

Familiar  o  o  o  o  o  o  o  Unfamiliar 

Expected  o  o  o  o  o  o  o  Unexpected 

 

SECTION 3: DEMOGRAPHIC INFORMATION 
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Q8. Nationality  

Where are you from (your nationality)? 

▼ Afghanistan (1) ... Zimbabwe (1357) 

Q9. Age  

What is your age? 

o Under 25 years old 

o From 25 to 35 years old 

o From 36 to 45 years old 

o Over 45 years old  

Q10. Gender  

What is your gender? 

o Male  

o Female  

o Other  

  



208 

 

APPENDIX H: Interview protocol questions 

The recruited participants are invited to sign the consent form and watch the White Party NYE 

Gold Coast the event poster/video.in random order. 

Participants will be answering the following questions regarding their mental experiences when 

being exposed to the event poster/video. 

Question Concept 

What comes to your mind when you watch the video/poster? Why? Imagery 

How do you feel about the party? Why? 

Do you feel surprised about the party? 

Emotions 

Do you intend to attend the party after watching this video/poster? Why? Behavioural 

intentions 

What do you think about the party?  

Have you been to similar parties? Is this party novel to you? 

Appraisals 

Do you have a Facebook account? If a friend tags you to the video and 

recommends you to go to this party with him/her (like: Hey, this party is 

cool, do you wan to go with me?), what will you say? 

sWOM 

 

 




