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ABSTRACT

This study tests the effects of predominantly veaa predominantly visual
advertisements on consumers’ knowledge, attribeliefs, attitude toward the ad and toward
the brand, and behavioral intentions about Hangzadhinese city being promoted as a
tourist destination. An online experiment was candd using a sample of 217 non-Chinese
students who were randomly assigned to one ofibegtoups.

The results suggest that verbal elements showeebdey influence on the acquisition
of knowledge. The visual stimulus, however, waseareffective in producing more positive
attribute beliefs and attitudes toward the ad &edcity. It also generated higher intentions to
search for more information and to visit the city.

The findings provide support to the dual compomeatlel, which posits that verbal
and visual components generate attitudes towarddtend attribute beliefs about a product
that have a substantial bearing on attitude towsedrand. Attitude toward the verbal ad and
attribute beliefs resulting from exposure to theueil ad significantly affected attitude toward
Hangzhou as a potential city to visit. Attitude #ow the visual ad and attribute beliefs
developed after seeing it also were significantljpters of attitude toward Hangzhou as a
destination city. Exposure to the verbal ad prodwgignificant changes in intention to look
for more information and to visit the city some dalge visual ad influenced intention to visit

Hangzhou, but not the desire to search for monmation about the city.
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CHAPTER 1
INTRODUCTION AND STATEMENT OF THE PROBLEM

Tourism is a multi-million dollar global industrs more and more people travel to
spend their vacation away from home, they havenecenamored with places that offer not
the usual “tourist traps,” but those that provide@e personal touch and unique features.
Thus, places that boast of regional or exotic caltoharacteristics are predicted to draw the
attention of travelers (UNWT, 2010). These uniglaees, however, face the daunting task of
breaking into the roster of conventional tourisstdeations and enhance their
competitiveness in the world tourism market.

People the world over have always wanted to trev€lhina. This is especially true
after the 2008 Beijing Olympic Games. Many find tointry’s 5,000-year history
irresistible. They also think the country’s 56 ethgroups’ brilliant cultures should not be
missed. China’s natural landscapes and unique fofrag lure people from home and
abroad. The United Nations World Tourism Organ@a(UNWTO) ranks China third in
terms ofinternational tourist arrivals in 2010, attracti 67 million visitors. This figure
follows only that of France (76.8 million) and tblaited States (59.75 million). For almost
204 million tourists to Asia and the Pacific in 2QThina was the top destination (UNWTO,
2010).

Indeed, China has so much to offer the world tevélhe historical allure of Beijing
and the modern rhythms of Shanghai, however, hagesbadowed smaller cities that offer
other unique experiences. Among those less fretyuestted is the city of Hangzhou.

Situated on China’s eastern coastal area and totlté of the Yangtze Delta,

www.manaraa.com



Zhejiang province has more than 3,000 islands aiksngpast. It borders the modern
international metropolis, Shanghai, to the northeakich can be easily reached either by bus
or by train. The province is one of the country’'ssindensely populated, with a total area of
101,800 square kilometers (39,305 square milespgmupulation of close to 55 million. Its
excellent geographical location has fostered asband active economy (Travel China
Guide, 2012).

Hangzhou, the capital of Zhejiang province, is kndar the beautiful West Lake,
located in the heart of the city, that was addetthéoUnited Nations Educational, Scientific
and Cultural Organization’s (UNESCO) World Heritdpt in 2011. Around West Lake are
historical and cultural sites, such as the tom@®eferal Yue Fei (hero of the southern Song
Dynasty), the LingYin Temple, and the Six Harmorfiegioda, all “must-visit” places for
tourists. Hangzhou has earned a multitude of adeslaAmong others, it is known as
“paradise on earth,” “the home of silk,” “China&satcapital,” and the “town of fish and rice”
(Hangzhou.gov.cn, n.d.).

Despite these rich offerings, Hangzhou’s fame ldspread overseas. In 2004,
Google reports that few used the term “Hangzhoudmi while using the search engine.
Indeed, one of the major development objectivés launch the city as a tourist destination.
As shown in Table 1, the number of foreign touristthe city broke the designated three
million mark in 2011 (tourzj.gov.cn/zww/. n.d.). Wertheless, compared to domestic visitors,
foreign tourists, especially Europeans and Amesggchave yet to be enticed to visit

Hangzhou. Campaigns to boost tourism have pinpaititem as target audience segments.
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Table 1. Domestic and foreign visitors to HangziQ7-2011

Year Domestic touristy Rate (%) Foreign tourists Rate (%)
(in millions) (in millions)

2011 71.81 13.9 3.06 11.1

2010 63.05 23.8 2.76 19.7

2009 50.94 11.9 2.30 4.1

2008 47.73 10.5 2.21 6.1

2007 41.12 11.7 2.09 14.6

Source: Tourzj.gov.cn/zww/

In the last few years, the Hangzhou city governnmastlaunched several projects to
establish Hangzhou’s own image as a city of touaswh leisure with the aim to attract more
visitors from overseas and stimulate economic gnowbwever, in terms of popularity, the
city does not even come close to Shanghai andngeijio build the city brand, Hangzhou
needs to step up its promotional efforts.

In 2006, two Hangzhou visitors, Alexandra from thé&. and Monique from New
Zealand, were invited to stay for three months.yTlager wrote a book titletlangzhou,
which introduces foreign tourists to the city. 01D, a full-page advertisement titled
“Hangzhou heats up” was featured in Mev York Times Travel Magazine

(http://tmagazine.blogs.nytimes.com/2010/05/19/@apg-heats-up/ In 2011, the British

Broadcasting Company produced a promotional videditingzhou called “Come to
Hangzhou—Discover the mystery of China”

(http://www.youtube.com/watch?v=sfL QVHwkn) kwhich has been broadcast over major

TV networks in the U.S. (including Fox News, CNNsEN), and the biggest cities in
Europe.

The task.of building a brand for cities and othlecps is daunting. Cities are complex.
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Their brands serve varied goals and target diftexadience segments, “which makes them
much more difficult to control than conventionabguct brands” (Kavaratzis, 2005, p. 334).
Brand images aim to provide consumers with a alederstanding of and the proper
attitudes toward the product. Kavaratzis & Ashwd&B06) say that brand image can
incorporate perceptions of quality and value ad agbrand associations and feelings. What
is the best way to achieve these goals? Is it tiraext or through visuals?

Texts and visuals have their own strengths. Woed® Iproven their power to deliver
information and transmit culture and history. Visadvertising can use vivid and dramatic
pictures to convey attitudes and emotions, a taskrhay be more difficult to achieve with
the use of plain text alone. Which of these two loatter extend or enlarge a city brand?

This study attempts to answer this question irctise of promoting Hangzhou as a
tourist destination. Will words make people undamstthe real Hangzhou and goad them to
search for more information about it? Will visuateate more of an emotional impact and
drive them to visit? This study compares the vednal visual modes of presenting
promotional information that aim to get tourist®©kking on Hangzhou's doors. Which one
will impress consumers more deeply? Which is likelyrave an emotional resonance with
potential visitors? Which of the two could sign#ittly enhance people’s intention to visit the
city?

The findings of this study are expected to askestcity of Hangzhou in formulating
strategies meant to draw more visitors to its deps The purpose is to determine the best
modes by which the city brand can be extendedhEurtore, from a long-term perspective,

the findings are expected to help the tourism itrgiia creating more effective programs to
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catch the attention of international travelers anldance the city’s competitiveness in the

global tourism market.
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CHAPTER 2
LITERATURE REVIEW AND THEORETICAL FRAMEWORK

This study aims to determine the impact of adsdhafpredominantly visual and
those that are primarily verbal in presenting mgesaimed to persuade people to visit the
city of Hangzhou. Previous studies that have exaththe relationship between the effects of
visual and verbal factors in advertisements ondedtitudes and product attribute beliefs are
reviewed in this chapter. This chapter also disesisise Dual Component Model that will be
used to assess the strength of these two modess#rding tourism information. The study’s
research questions are outlined in the final sectio
The Hierarchy of Effects Model

To explain the process of attitude formation, Feshtand Ajzen (1975) argue that a
person’s attitude is a function of his/her saliegliefs at a given point in time. These
researchers also suggest that salient beliefdrase that primarily influence people’s
attitudes and later behaviors. In advertisingai been postulated that persuasion results
when people (1) become aware of a product or sr¢&) hold positive attitudes about the
product or service, (3) intend to purchase the yeedr service, and finally, (4) buy or avail
of the products and services being promoted (Fistdrad Ajzen, 1975, p. 396).

Thus, persuasion includes the same general ctatstelof dependent variables
often found in communication effects studies. Widinying degrees of conceptual
sophistication, persuasion is usually seen asaat &efour-step process involving (1) the
building of awareness or knowledge, (2) the indusetnof attitude change, (3) motivating

individuals toward particular behaviors by genemginterest or concern, and (4) effective
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behavioral change (Lavidge and Steiner, 1961; &nemtd Thorson, 1983).

Specific to advertising, the hierarchy of effectsdal has been diagrammed using a
pyramid shown in Figure 1. In this schematic, atisers first aim to fulfill lower-level
objectives that are easier to accomplish such asemess, knowledge or comprehension.
Subsequent objectives may focus on moving audieioceigher levels to elicit desired
attitudinal (e.g., associating feelings with tharif) and behavioral responses (e.g., trial or
regular use). Thus, advertising is thought to wan#d follow a sequence whereby the
prospect is moved through a series of stages itesgon from unawareness to product

purchase (Preston and Thorson, 1983).

Purchase
Conviction

Figure 1. The hierarchy of effects model as appheadvertising (Preston and Thorson,
1983)

The model suggests that if the target audienceasvare of the object, the
communicator’s task is to build awareness (e.gneneecognition) with simple messages
repeating the product name. The knowledge stagevies making audiences know much
more: What are the brand’s specific appeals, itefis? In what way is it different from

competitors? Who is the target market? If peopieaaly know the product, how do they feel
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about it? People might like the product but nofearé to others. In this case, the
communicator must try to build consumer preferdmceromoting quality, value,
performance and other features. The communicatoclkack the campaign’s success by
measuring audience preference before and afteratigaign. A target audience might prefer
a particular product but not develop a convictibowt buying it. Thus, the communicator’s
job is to build conviction among the target audearfeinally, some members of the target
audience might have conviction, but do not quiteageund to make the purchase. They may
wait for more information or plan to act later.this case, the communicator must goad
consumers to take the final step, perhaps by affettie product at a low price, enticing
people with a premium, or letting consumers tryut so that they move closer to purchase
(Barry and Howard, 1990).

Although this sequence of events has a nice Idgiuit, even well designed and
carefully targeted advertising campaigns do notgesistent and uniform responses at each
stage. For one thing, the degree to which persnasay occur is highly dependent upon the
ways by which the product has been presented ftieaces’ evaluation.

There are different ways of presenting productsugh ads. Some of these
promotional pieces are highly textual in their feamork; others, capitalizing on the
capabilities of a medium, are primarily visual. $adéwo modes of presenting information
may produce different knowledge, attitudinal, aetidvioral impacts.

Verbal Stimuli
Previous models of persuasion (e.g., Olson andnditc1975) generally hold that

people’s attitudes and behavior are based mainth@werbal information they receive about
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a product. Mitchell and Olson (1981) suggest thatverbal stimuli in ads draw consumers’
attention and arouse beliefs. Hoegg (2006) obsehegtdverbal cues dramatically affect
preference. Ford and Smith (1987) found that verifatmation affected consumers’
inferences about and preference for a product.

Holbrook (1978) identifies two fundamental dimemsi@f verbal content crucial to
advertising: factualness and evaluativeness. Haessmemphasizes “the logical, objectively
verifiable descriptions of tangible product featirgp. 547). Evaluativeness, on the other
hand, describes “the emotional, subjective impoessof the intangible aspects of the
product” (p. 547). These two dimensions not onlgmhsalient beliefs and brand preferences
but also influence the perceived credibility of #mirce, confidence on the product and the
source, and enjoyment that can be derived fronptbduct.

Cognitive psychologists have long advanced thahtirean mind uses two primary
cognitive processing systems—the analytical andrttuitive—to know and understand and
that these cognitive systems are supported by deuof distinct intelligences (Sperry, 1973;
Levy 1974). One of these cognitive systems is ditalyin nature and relies on reason as a
means of knowing. Williams (2004) calls this théamal cognitive system, which is the basis
for mathematical and linguistic intelligences. Tdiker cognitive system is synthesistic in
nature and allows one to attain to knowledge diyedithout the need for reason. This is called
the intuitive cognitive system, which is the cogr@tbasis for visual and musical intelligences,
among others (Williams, 2004).

Holbrook and Moore (1981) claim that the verbalingdsystem was apt to be more

detailed or analytic compared to the imagery codygjem. Words have their own unigue
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strengths that, according to researchers, visuapooents cannot replace. Thus, it is said
that verbal elements dominate the rational cogmisiystem. For example, Smith (1991)
observed that inferential beliefs gained from cappear to be stronger than those derived
from pictures. According to Miniard et al. (1991h)is is because when participants are more
motivated to process information, verbal informati@as impact over and above that of
pictures. Phillips (2000) adds that appropriatedsdrelp explain complex images and
increase the liking for advertising.

Stafford (1996) found that verbal information hasignificant positive relationship
with attitudes, intention and recall when the atisarg was related to the service industry.
Such a relationship was not detected for visuarmation. This increased knowledge, then,
translates to a more positive attitude and possilglger behavioral intention to make use of
the service. That is, the verbal cues served ngttordescribe the generic service, but also
the service brand itself (Stafford, 1996). In aiddit researchers (e.g., Kaufmann and
Raaheim, 1973; Mitchell, 1986; Spears, 2006) cldiat verbal symbols can be used as
elements with which to build congruence within an\&ords perform this function well
because they have a narrower range or fewer layemsplications, which means that words
can describe and explain meanings more exactly.

In many cultures, the verbal stimuli are treatedaéignal objects; the reason why in
many contexts, books and printed journals stan@triowledge and information (Hirschman,
1986). Thus, as Hirschman (1986) suggests, consugeaerally consider all-verbal
advertising pieces as more utilitarian and ratighah all-visual advertising. Words, therefore,

are often associated with factualness and decigibty. That most information processing
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models implicitly or explicitly view human behavitw be largely based on the processing
and interpretation of verbal information attest$h® conferred primacy of the verbal
presentation.

This is perhaps why tourism promotional materiaishsas ebooks, printable PDFs,
online guides, print travel guides and other tdadnischures are rich with text despite the
need for them to show more. They tell people whétippening where and when. They
describe traditions and ethos, offer travel packaged explain why a destination suits one’s
getaway needs, among other functions.

Other researchers have posited other presentaobor§ that affect people’s attitudes
toward products. For instance, Mitchell and OIsb®8() suggest that the visual component
of an ad may be a stronger driver of consumer eviaios.

Visual Stimuli

Visual information constitutes the oldest recordhoman history, used to understand
and communicate human nature (Dondis, 1973). Syh88&3) observes that Western culture
has a long tradition of “ocular-centrism.” Indestijdies in the field of advertising have
shown that consumers recall and recognize pictug#sr than words (e.g., Singh & Formica,
2007).

Visuals, like text, can operate as framing devinesfar as they make use of various
rhetorical tools—metaphors, illustrations, symbotkat aim to capture the essence of an
issue or event graphically. Through the applicatbthese devices, a salient idea becomes
easier to understand and easier to remember thanideas (Entman, 1991). As Gamson and

Stuart (1992) argued, visuals offer “a number éedent condensing symbols that suggest
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the core frame” of the issue (p. 60). Visuals &letp render a large amount of detail into
practical frameworks that are relevant and appabt@tio people’s understanding of the
everyday world. In this sense, “visuals channatutisive possibilities for making sense of
social phenomena; they legitimize (and thus fat#if the grounds upon which some
interpretations can be favored and others impe¢feddriguez and Dimitrova, 2011, p. 51).

That visuals are potent framing devices are boyngtidies that have found them to
be one of the first items on a news page to cdteldgader’s eyes (Thorson, 1995), and may
be noticed even when the accompanying story isaamt (Miller, 1975). Given an array of
stimuli, visuals are processed faster than othexm(ne, 2003). In fact, public criticisms of
inappropriate use of photographs attest to the rtapoe consumers place to the details
found in news photos (Gordon and Lubrano, 1995)sTh stands to reason that the content
of images is as important as the stories themselves

Theoretical propositions also explain why image&erfar powerful framing tools.
Following the tenets of the elaboration likelihanddel, the most common uses of visuals
trigger peripheral rather than central informagwacessing so that audiences are more likely
to accept the visual frame without question (Pettgt Cacioppo, 1986). In fact, there is
evidence to suggest that when there is a confitéen textual and visual framing, visual
frames often win (Grabe and Bucy, 2009). This maylbe not only to the fact that visuals
such as photographs seem closer to reality, botesause they have the power to create
stronger emotional and immediate cues. After &kohically, seeing preceded the use of
language. Because of their high attraction valuages on a page, website, or television

screen often give the first impression of a stang they are readily remembered (Rodgers
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and Thorson, 2000). Thus, “how an issue is visudilgracterized in news reports can have
an influence on how it is understood by audien¢8sheufele and Tewksbury, 2007, p. 11).

Lutz & Lutz (1977) confirmed that pictures in adisements had a positive effect on
consumers’ memory and product-related beliefs. fimedings suggest that visual
information drive people to develop inferences dlasuadvertised brand. For instance, a
photo of a kitten generally communicates a sensefthess and comfort. Childers &
Houston (1984) also found that visuals were supéoitexts in enhancing memory.

Because tourism activities are primarily experiebased, photographs, pictures, or

other symbolic images are crucial in communicagrdgstination’s image (Mackay and
Fesenmaier, 1997). Indeed, those who study howamare deployed for tourism purposes
see the increasing use of visuals in the populatiares challenging conventional tourism
spaces and their associated tourist experienceg, 1990 and 1994). Kim (2011) suggests
that images and visual representations in the nmaadimow the primary ways by which
audiences come to understand and experience ¢hatlifation of others. Regardless of the
degree of authenticity and realism of these repitesens, people’s perceptions of a country,
a place, or a culture are more decisively influenog visual media exposure in the absence
of direct cultural contacts or experiences (Babatl @ean, 1983).
Destination Image

A destination image constitutes the beliefs, id@wasimpressions a person holds
about a certain place (Crompton, 1979). MacKayfeesEnmaier (1997) subscribe to a
similar definition, referring to destination imags a tourist-based image (i.e., one’s

subjective impressions of a place) rather than ketar-produced image (i.e., the promoted
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image of the destination) (Li and Vogelsong, 2006).

Most scholars agree that there are two main distmcimensions related to
destination image (DI): rational and emotional. Tatonal dimension stands for the
knowledge or beliefs existing in consumers’ braihsut a destination. Scholars have
proposed that the more knowledgeable about a fit@cperson is, the more favorable the
image in the person’s mind (Baloglu, 2001; Crompt®79). The emotional dimension
refers to consumers’ subjective view about a dastn (Engel, Blackwell and Miniard,
1986). Baloglu and MaCleary (1999) see DI as diviséic and dynamic construct, finding a
high correlation between the rational or cognitwel emotional or affective dimensions,
with cognition dominating the two elements.

Text applied to the promotion of destination imalgase been traditionally examined
using content analysis (e.g., Portia et al., 2006, 2004). Researchers have, for example,
determined the frequency of occurrence of certaitepts, words, or people in textual
materials (e.g., McNicol, 2004). Some have sorigidaords and phrases and categorized
them according to themes (e.g., Cai, 2002). Mamwge tiaken a closer look at textual data by
using qualitative techniques to identify and désethe presence of holistic, affective and
unique images (Baloglu & Love, 2005; Grosspiet&€6).

Image analysis in tourism studies is not as prenale textual analyses. However
researches, drawing from cultural studies, so@dghition and social psychology, have
benefitted from the more interpretive nature ofgery analysis. Some have used elicitation
techniques to convert participants’ responsesdoatistimuli to a scale format and

subsequently applied quantitative techniques ofjgmaeasurement and other approaches,
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including the Q-methodology (Deward et al., 20079 aollage techniques (e.g., Prebsen,
2007).

Tourism also has long been promoted through filmshis case, tourists are enticed
to visit a place as a result of it being featuradedevision, video, DVD or the cinema
(Hudson and Ritchie, 2006). Scholars suggest #stirthtions with strong, positive images
are more likely to be considered and chosen irthel decision process (Goodrich, 1978;
Woodside & Lysonski, 1989). Destination image hagaportant role in the various models
of travel decision making developed to date (Wodelst Lysonski, 1989, as sited by
Charlotte & Ritchie, 2003).

The Dual Component Model

Research on the information processing of visudharbal components of ads has
focused on the mediating role of attitude towarddld on the communicative proceBased
on Fishbein’s attitude theory (Fishbein and AjzZE9/5), attitude formation and change is
decided by belief formation and belief change. Theory states that verbal information can
create product attribute beliefs that lead to braititides. Applying this theory, Mitchell and
Olson (1981) have suggested that visual and enaitegfects of advertising may be
mediated by the consumer’s evaluation of the ad that this attitude toward the ad may
have an independent effect on attitude toward thedThey found that attitudes toward the
brand may be influenced not only by product attetoeliefs when the advertisements
contain affect-laden photographs. They observetdiffarences in attitudes created by the
advertisements were eliminated by a second corntstaititude toward the ad. Therefore,

product attribute beliefs and attitude toward theppear to affect attitudes toward the brand.
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The results of this study (Mitchell & Olson, 19&i3o0 indicated that both visual and
verbal elements contributed to the formation afwates toward the advertisement and to
product attribute beliefs both of which had anuefice on brand attitudes. For example, a
photograph of a lovely cat next to a brand of #ssway make people think the product is
softer than others of a different brand, a spegifaduct attribute belief. How the verbal and
visual element is evaluated (positively or negdyiveherefore, affects attitude toward the ad,
which subsequently influences brand attitude.

Mitchell (1986) refined this study to focus moretbe effects of visual components.
In an exploratory study, he showed subjects fouedsements for four different products.
The advertisements included a sunrise scene (regasia positive image), a photograph of a
wildcat (regarded as negative), and an abstratirgi¢regarded as neutral) paired with text
that is about 50 words in length. A fourth stimubastains only text. After the
advertisements were shown in random order, subjesits asked to respond to three
guestionnaires that measured brand attitude, @dtitoward purchasing and using the brand,
and belief strength. The subjects were also askegdluate the products and the ads.
Mitchell (1986) found that the ads with affect-ladghotographs and accompanying copy had
a significant effect on brand attitude but hadmftuence on purchase intention. The results
confirmed that the ad with the positive image addahe most favorable attitudes while the
ad with the negative photograph produced the feastrable attitudes. This finding suggests
that visual and verbal stimuli are able to différat@ brands with the same product attributes.
Mitchell observed that affect-laden photographs $igdificant effects on attitude toward the

ads.
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The researcher concluded that visual informatiawvedrpeople to develop inferences
about the advertised brand. These inferencesrnn lelp form and change beliefs about the
brands. He also posited that the same effects majgbved from the use of verbal stimuli.
This led Mitchell to propose the Dual Component Micshown in Figure 2.

Although the model assigns important roles to Visuaerbal stimuli, it does not
explain the differential effects of visual and v@rbactors on brand building. In the case of
destination branding, do people find ads that ptenagplace more persuasive when they are
presented in visual or in textual ways? In the fafcémited resources, should destination
managers invest more on promotional products ttealoav in visuals and high in textual
narratives? Do ads that visually display the placee likely to entice people to visit a
non-traditional destination than an ad that offefsrmation mainly by using text? This study

addresses these pragmatic concerns.

EFFECTS OF VISUAL AND VERBAL COMPONENTS OF ADVERTISEMENTS ON BRAND

ATTITUDES
Visual Component Attitude Toward
of Advertisement the Advertisement
Brand
Attitudes
Verbal Component Product Attribute
of Advertisement Beliefs

Figure 2. A conceptual framework of the Dual ComgratrModel (Mitchell, 1986)
Research Questions
Considering the foregoing literature, this studggmthe following hypotheses:
H1: Those exposed to the highly visual ad and tleepesed to the primarily verbal
ad will differ in their attitudes toward the ad.

H2: Those exposed to the highly visual ad and tleapesed to the primarily verbal
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ad will differ in their attribute beliefs about Hgzhou as a tourist destination.

H3: Those exposed to the highly visual ad and tleapesed to the primarily verbal
ad will differ in their knowledge about Hangzhouaatourist destination.

H4: Those exposed to the highly visual ad and tleapesed to the primarily verbal
ad will differ in their attitudes toward Hangzhosi @ tourist destination.

H5: Those exposed to the highly visual ad and tleepesed to the primarily verbal
ad will differ in terms of their intention to se&rtor more information about Hangzhou.

H6: Those exposed to the highly visual ad and tleagesed to the primarily verbal

ad will differ in their intention to visit Hangzhou
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CHAPTER 3
METHOD

This study aims to test the ability of two modepsenting destination tourism
information (verbal vs. visual) to enhance peopdtgudes toward the ad, their attribute
beliefs about Hangzhou as a tourist destinatiod their knowledge, attitudes toward, and
intention learn more about and visit Hangzhou sdme

To gather data, an online experiment using a ranskmmple of lowa State University
students as participants was conducted. This metlasdselected because (1) the study
required a sizeable sample given the variablesrundestigation; (2) the online system had
high image-carrying capacity that enables the egolution presentation of the
experimental stimuli (a video clip and an audip)l(3) the self-administered questionnaire
the participants completed after exposure to tineusitgave them the flexibility to take some
time to watch or hear and internalize the expertaléreatment, (4) and young people had
constantly shown a preference for messages detiverine.
The Sample

The study population was composed of non-Chinestests officially registered in
the university during the 2012 fall semester. Gulstudents were selected as the sample
because their exposure to courses that offer iatiemal and multicultural perspectives might
have made them curious about places to visit, @eduse of their willingness to travel so as
to be exposed to different cultures. As shown enliferature review, Hangzhou had
identified the goal of attracting foreign touristisus, the study solicited the evaluations of

students who are not from China. Only those whaevl& years old or older were asked to
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participate in the study.

Given these parameters, a random sample of studedtsheir email addresses were
obtained from the Registrar’s Office. The seleatdents received an alert email describing
the study and its purpose, and asking for theitiggpation. One week after sending the alert
email, an introductory email was distributed, timse with a link to the survey website that
houses the questionnaire. The email provided thémam informed consent document that
details their rights as experiment participantsiuding the right to withdraw from the study
at any point without negative consequences, the t@refuse to answer questions that made
them feel uncomfortable, and the right to be infednof the study’s results. They were told
that their answers and any personal informatiog grevided would be kept confidential and
would be used only for reporting purposes.

The study planned to recruit 200 participants (fld@ach condition). To encourage
participation, the names of those who returned ttwnpleted questionnaire were included
in a drawing for an authentic gift from China. Ednh respondents were randomly selected to
receive this incentive.

The study made use of Opinio 6.6, a web-based g@ixstem that allowed multi-user
support and random branding. Therefore, those wieaddd to do the survey were
automatically randomly assigned to one of the twmeeimental conditions—a group that
received the video ad, and a group that was exposaderbal ad about the city of
Hangzhou.

Experimental Stimuli

Information about Hangzhou as a tourist destinaties provided in two ways: the
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visual mode and the verbal modéwe visual mode of presenting tourism informaticasw
represented by a video titled “Come to Hangzhou-e@®isr the mystery of China”
essentially an advertising piece that enjoined [getapvisit Hangzhou. The ad, which had
been broadcast over major TV networks in the Un8.the biggest cities in Europe,
introduced Hangzhou as a tourist destination. Bssile natural beauty and historic
attractions such as the Grand Canal and the arteieies, the one-minute-long video also
emphasized Hangzhou'’s rich arts and cultures, dietutraditional painting, calligraphy,
opera, fairs, and medicine. It can be retrievethftbe website

http://www.youtube.com/watch?v=sfLQVHwknLRepresentative still photographs from the

video are shown in Appendix A.

The verbal mode of presenting tourism informatiaswepresented by a
predominantly verbal ad that features what Hang#tasuto offer. Like the video, it was
highly descriptiveof the city’s history, people, and major attractioh was one and half
minutes in length. This audio script for the veradlis reproduced in Appendix B.

After exposure to one of the two stimuli, participgwere asked to complete a
questionnaire that was divided into seven parts.firat part aimed to measure peoples’
attitudes toward the advertisement they had juet sising semantic differential scales. The
second part aimed to ascertain the participartibate beliefs about Hangzhou as a tourist
destination after exposure to the stimulus alsadigg semantic differential scales. The third
part aimed to tap people’s knowledge about Hang#ii@u exposure to the video or verbal
ad. The fourth part measured their attitudes abamigzhou. The fifth part tapped their

behavioral intentions, specifically their intentitmvisit the city in the future and their
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intention to search for more information aboutdfig. The sixth part measured if participants
could recognize the right images/statements that sleown or mentioned in the ad to which
they were exposed. Part seven of the questionoalilected basic demographic information
(age, gender, race, and educational level).

Pretest

The experimental stimuli and the questionnaire vpeetested on a convenience
sample of 30 American college students. The ohjestof the pretest were to (1) determine
the reliability of the indices developed, (2) siblguggestions for questionnaire organization
and wording, (3) determine whether respondentsrmstmtzd the instructions and what were
being asked, and (4) ascertain how long it tootoimplete the questionnaire.

Dependent Variables and their Measure

This study had six dependent variables. These (#¢rttitude toward the ad, (2)
attribute beliefs about Hangzhou, (3) knowledgeuglbtangzhou, (4) attitude toward
Hangzhou, (5) intention to seek for more informatédbout Hangzhou, and (6) intention to
visit the city.

Attitude toward the advertisement was measured by asking participants to rate the
advertising piece they had just seen on five seimdifferential scales with response options
ranging from 1 to 7. These items were anchorederbipolar adjectives (1) bad/good, (2)
dislike/like, (3) poor technical quality /good tedtal quality, (4) not useful/useful to
potential tourists, and (5) offers no new informathighly informative. The responses to
these items were summed and averaged as a me&tiuearalex attitude toward the ad.

High scores indicated high evaluation of the ac fidliability and internal consistency of
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this and the other succeeding indices developéusrstudy were determined by computing
for Cronbach’s alpha.

2. Attribute beliefs refer to a person’s notions or beliefs about geails
characteristics. In this case, the referent ofdlastude beliefs is the city of Hangzhou. This
variable was measured by asking participants ®Haingzhou as a tourist destination based
on ten semantic differential scales with respor®ns ranging from 1 to 7. These items
were anchored on the bipolar adjectives (1) happly/&) cheerful/gloomy, (3)
active/tranquil, (4) pleasant/unpleasant, (5) dlaetl, (6) modern/traditional, (7)
attractive/boring, (8) natural/artificial, (9) Opand flexible social structure/closadd rigid
social structure, and (10) unique/general. Theaesps to these items were summed and
averaged as a measure of the index attribute bell@ut Hangzhou. High scores indicated
high intensity of attribute beliefs.

To cross-check attribute belief, participants wasked to open-endedly write about
what they learned about Hangzhou from the ad tle fust seen.

3. Knowledge refers to a person’s acquaintance or familiaritthidangzhou gained
from exposure to one of the two ad versions. Tosuesthis variable, participants were
asked to indicate their level of agreement withdtatement: | learned a lot about this city
after seeing the ad. The response options totdns ianged from 1 (strongly disagree) to 5
(strongly agree).

To cross-check or validate knowledge, participavdse asked some recall questions
to see if they could remember what they had justse

4. Attitude toward Hangzhou refers to people’s evaluation or judgment of Hargeh
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worth or value as a tourist destination. Resporsdeete asked the extent to which they
agreed with the statement, “I feel positively todvétuis city.” Here, the response options also
ranged from 1 (strongly disagree) to 5 (stronglseay

5. Intention to search for more information about Hangzhou refers to people’s
propensity to look for other information sourcesgarn more about Hangzhou. Respondents
were asked the extent to which they agree witlsthiement, “I would search for more
information about this city” to which the resporg®ions ranged from 1 (strongly disagree)
to 5 (strongly agree).

6. Intention to visit Hangzhou refers to people’s inclination to vikistcity some day.
Respondents were asked the extent to which theeamgith the statement, “I would like to
visit this city some day.” Again, the response apsi ranged from 1 (strongly disagree) to 5

(strongly agree).
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CHAPTER 4
RESULTS AND DISCUSSION

This study tests the effects of predominantly veaa predominantly visual
advertisements on consumers’ attitude toward théhad attribute beliefs about the city of
Hangzhou, and their knowledge of, attitudes toward intentions to search for more
information about and to visit Hangzhou in the fatdfo gather data, an online experiment
was conducted using a random sample of non-Chsteslents at lowa State University as
participants.

A total of 217 participants who were randomly aseijto one of the two groups
returned their completed questionnaire. One hundnelsix saw the visual or video ad while
111 were exposed to its verbal or audio counterpart

Table 2 summarizes the participants’ demographecatieristics. As expected of a
college student sample, most were 18 to 30 yedrsabhost evenly split between males and
females. A large majority were Caucasian studemtsying bachelor’s degrees. For both
groups, the proportional distribution of age, gendece and education level were just about
the same.

Participants were asked if they knew a lot aboutdddou before seeing any of the
two ad versions. The results, shown in Table 3catd that they were not very aware of and
knew very little about the city prior to exposucethhe ad. Specifically, 70.27% of those who
saw the visual ad strongly disagreed they knew adout Hangzhou before seeing it;
71.31% of those exposed to the verbal ad saidaime s

Asked how they evaluated the ad they saw, thosesahothe visual ad rated it higher
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in terms of attractiveness, quality, and usefulrf@able 3). The verbal ad, however, was seen
as more informative.

Table 2. The demographic characteristics of thepgam

Primarily verbal (audio) Primarily visual (video)
(n=111) (n=106)
Frequency % Frequency %
Age
18-30 104 95.41 99 94.29
over 30 5 4.59 6 5.71
Gender
Female 55 49.55 53 50.96
Male 56 50.45 51 49.04
Race
White 95 86.36 91 85.85
Black or African American 1 0.91 1 0.94
Asian 9 8.18 5 4.72
Hawaiian or other Pacific Islander 1 0.91 0 0.00
Native American 0 0.00 0 0.00
Latino/Latina 1 0.91 6 5.66
Other 3 2.73 3 2.83
Education
Some high school 0 0.00 0 0.00
High school graduate 5 4.50 5 4.72
Some college 72 64.86 68 64.15
College graduate 17 15.32 15 14.5
Vocational school graduate 0 0.00 2 1.89
Post graduate 17 15.32 16 15.09
Table 3. Evaluation of the ad
Predominantly verbal n Mean Std. dev.
Bad/Good 135 3.90 1.384
Dislike/Like 135 3.87 1.318
Poor quality/Good quality 135 3.55 1.320
Not useful/Useful 136 4.24 1.431
Offers no new information/ Highly informative 135 5.50 1.292
Predominantly visual N Mean Std. dev.
Bad/Good 118 5.53 1.138
Dislike/Like 117 5.44 1.235
Poor quality/Good quality 117 5.80 1.139
Not useful/Useful 116 4.42 1.280
Offers no new information/ Highly informative 117 3.69 1.511
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The semantic differential scales were anchoredhemdsponse options 1=lowest to
7=highest

Testing the Attitude, Knowledge and Behavioral Intation Effects

Attitude toward the ad. The first hypothesis posits that those exposebadighly
visual ad and those exposed to the primarily vegpbedentation would differ in their attitude
toward the ad. To measure the latter, five semaidiffierential scales were used with response
options ranging from 1 (the most negative rating} {the most positive rating). These items
were anchored on the bipolar adjectives (1) baalg() dislike/like, (3) poor quality/good
guality, (4) not useful/useful, and (5) offers remninformation/highly informative. The
responses to these items were averaged sepa@tdefverbal and visual stimuli. The
computed indices demonstrated high reliabilitieo(bach’s alpha visual=.785; Cronbach’s
alpha verbal=.716).

The results of an independent samples t-test stiggggnificant difference between
the two groups (t= -6.19; df=248; p=.000) in temhiparticipants’ attitude toward the ad.
That is, as shown in Table 4, a more positiveuattittoward the ad resulted from exposure to
the visual stimulus (M=4.99; SD=.93) than to theba presentation (M=4.21; SD=1.05).
Thus, H1 was supported.

Attribute beliefs about Hangzhou. The second hypothesis tested the difference
between the two groups in terms of attribute bglasfveloped about Hangzhou. Fishbein
(1963) define attribute beliefs as the knowledgemsumer holds about objects, their
attributes, and their benefits. To measure attilbadiefs, ten semantic differential scales
were used with response options ranging from 1rftbet negative rating) to 7 (the most

positive rating). The responses were anchored®bitholar adjectives (1) sad/happy, (2)
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gloomy /cheerful, (3) tranquil/ active, (4) unplaat pleasant, (5) loud/ quiet, (6) traditional/
modern, (7) boring/ attractive, (8) artificial/ nal, (9) closed and rigid social structure/ open
and flexible social structure, and (10) generaifue. The responses were averaged to form
verbal and visual attribute belief indices (Crortia@lpha visual=.789; Cronbach’s alpha
verbal=.836) and the difference between the twaggsamn this variable was tested using
independent samples t-test.

The results (Table 4) show a significant differebeénveen the two groups in terms
of attribute beliefs (t=-6.039; df=233; p=.000).afls, the predominantly visual presentation
(M=4.98; SD=.78) produced more positive and strorgeibute beliefs about Hangzhou
than its predominantly verbal counterpart (M=4.85=.81). Thus, H2 was supported.

To validate attribute beliefs, participants werkeasto write down what specifically
they had learned about Hangzhou from the ad they®aey were asked: What unique
characteristics of Hangzhou (that were differeatrfithose of Beijing and Shanghai) did you
learn from the ad? For both ads, most generallyghbHangzhou was historical, traditional,
peaceful, and rural. Many who saw the verbal agidedl general ideas about the place (e.g.,
“It has a lot of history”), but also listed detafisg., “It is one of the seven ancient capitals of
China,” “It was made important by trade of silkoiy, and jade.” “There are many traditional
aspects about it, such as Buddhism, tea farmsthenarts”). This suggests that the verbal ad
provided more information that audience memberswabie to process and recall later. On
the other hand, the video ad showed mostly gezexhkcenes, allowing people to arrive at
the conclusion that the city has experiences agtdsto offer that are far different from

those of the conventional tourist destinationshi ¢ountry (i.e., Beijing and Shanghai). Thus,
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it can be said that although the verbal stimulasadbetter job of implanting specific attribute
beliefs about Hangzhou, the visual ad produceagéoattribute beliefs.

Knowledge about Hangzhou. The third hypothesis aims to determine the difieee
between the two groups in terms of perceived kndgdegain. Knowledge gain was
measured by a single Likert-scale item: | learnéat about this city after seeing the ad. The
response options to the item ranged from 1 (styodiglagree) to 5 (strongly agree).

The results of another independent samples tdlstyn in Table 4, suggest that the
verbal ad (M=3.23; SD=.85) produced more knowleglgia than the video ad (M=2.29;
SD=.91). The influence of the verbal stimulus oowledge gain is thus greater than that of
the visual stimulus (t=8.018; df=221; p=.000). Thd8 was supported.

To validate the knowledge measure, a separatd gpesdtion asked the participants if
they could remember the facts and/or images tithbkean said and/or shown in the ad to
which they were exposed. For those who saw theaVeaidy the relative frequency of
choosing the correct facts ranged from 25.4% t85%. Many correctly recalled the fact
that “Hangzhou, one of China’s oldest cities, wettlesd about 5,000 years ago,” and that
“Hangzhou’s traditional medicines and its architieetare a national treasure.” Seventy-nine
of the 108 participants who were exposed to thbalead correctly remembered these two
statements of fact. Thirteen incorrectly said thay recalled hearing the statement
“Hangzhou is the economic hub of eastern Chinahg@es because the verbal ad mentioned
that “the Grand Canal that used to connect Hangahn®eijing made the city a hub of
communications.”

For those who saw the visual ad, the relative feegy of choosing the correct images
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ranged from 30.5% to 34.4%, which was higher tienrate of correct recall by verbal ad
viewers. The image showing Hangzhou’s most reveregble was recalled the most (by 97
of 105 participants who saw the visual ad). Manyenable to correctly remember three
images shown in the visual stimulus. Seven inctigr@éecollected having seen the fourth
image, shown in Figure 3; only one erroneously ratvered the fifth. Thus, the error rate for
the very visual ad was smaller than that of thdakad, suggesting that although audience

members learned more from the verbal ad, theyleztalctures better than they did words.

Figure 3. The most erroneously recalled image.

Attitude toward Hangzhou. The fourth hypothesis posits a difference betwbertwo
groups in terms of their attitude toward Hangzhaliofving exposure to the ad. To measure
attitude toward the city, a Likert-scale item waked: | feel positively toward this city. The
response options to the item ranged from 1 (styodiglagree) to 5 (strongly agree).

The results of another independent samples testrsin Table 4 indicate a
significant difference between the two groups wéhpect to the attitude they formed about
Hangzhou (t= -4.504; df=220; p=.000). Again, thad® saw the visual stimulus

demonstrated a more positive attitude toward tbgidation city (M=3.94; SD =.61) than
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those who saw the verbal ad (M=3.54; SD =.68).tHdrefore, was supported.

I ntention to search for more information. Did exposure to the two types of ad
produce differences in participants’ intention éach for more information about Hangzhou
as proposed in H5? The participants were askedxtemt to which they agree that they
“would search for more information about this Citylere, the response options ranged from
1 (strongly disagree) to 5 (strongly agree).

The t-test results (Table 4) suggest that thosewadtohed the visual ad
demonstrated a higher propensity to search for iméoemation about Hangzhou compared
to those who were exposed to the verbal ad. Adgtbnywas supported.

Intention to visit. The last hypothesis aims to determine whetheetisea difference
between the two groups in terms of intention tat Wgngzhou in the future. The participants
were asked the extent to which they agree that‘theyld like to visit this city some day”
using response options ranging from 1 (stronglgagtise) to 5 (strongly agree).

The t-test results outlined on Table 4 (t= -2.887%225.471; p=.004) indicate that
those who saw the visual ad reported a higher mipeto visit Hangzhou (M=3.68; SD=.85)
compared to those who saw the predominantly veitbgM=3.32; SD=1.05), and that this

difference was significant.
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Table 4. Summary of results of independent samgiests comparing the two groups in
terms of the six dependent variables

Sig. Mean Std. error
T df |(2-tailed)| difference | difference
1. Attitude toward the ad -6.190D 248 .000 -. 78093 12615
2. Attribute beliefs about -6.039 | 233 .000 -.63080 .10445
Hangzhou
3. Knowledge about Hangzho| 8.018 | 221 .000 .94385 11772
4. Attitude toward Hangzhc -4.50¢ 22( .00C -.4765" .0869¢
5. Intention to search for more -3.578 | 227 .000 -.44243 12365
information
6. Intention to visit -2.887 225 .004 -.36190 1253

Testing the Dual Component Model
In the dual component model proposed by MitchéB@), attitudes about the brand

formed through advertising are hypothesized asngatwwo determinants: (1) the product
attribute beliefs the ads developed among consymeds(2) consumers’ attitude toward the
advertisement. Thus, according to this model, iiddials may form inferences about the
advertised brand, which lead to the attitudes tiag about the ad and the beliefs about the
attributes of the advertised product based on Vi@ verbal information presented. These
inferences may result in the formation or changesadiefs about the advertised brand. These
propositions follow those of Mitchell and Olson 819 who suggested that attitudes toward a
brand are mediated by an individuals’ attitude tathe advertisement and the product
attribute beliefs developed after exposure to an ad

Thus, for both groups, the influence of attitudedod the ad and attribute beliefs on
attitude toward Hangzhou was ascertained by comdusimple regression tests. The
findings, shown in Table 5, indicate that attittdeard the verbal ad fiR.147, F(1,
109)=18.813, p=.000] and attribute beliefs resglfiom exposure to the same ad§mB42,

F(1,109)=56.594, p=.000] had a significant influen attitude toward Hangzhou as a
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potential city to visit. On the other hand, attieudward the visual ad fR.121
F(1,103)=14.192, p=.000] and attribute beliefs dmved after seeing the visual ad$RL35,
F(1,106)=16.480, p=.000] also were significant prexds of attitude toward Hangzhou as a
destination city. The results, therefore, indidhate capability of both verbal and visual
components to generate attitudes toward the a@trloute beliefs that have a substantial

bearing on attitude toward the brand (i.e., Hangzho

Table 5. The influence of attitude toward the ad attribute beliefs about Hangzhou on
attitude toward Hangzhou

Independent variable R R Std. errorof | F Sig.
square | the estimate

Attitude toward the verbal ad .384 147 .63519 18.8.000

Attribute beliefs (Verbal) .585 342 .55755 56.59000

Attitude toward the visual ad| .348 121 57976 92.1.000

Attribute beliefs (Visual) .367 135 .57536 16.48M00

Additional Analysis: Influence on Behavioral Intentions

Extending the dual component model, the presedysiiso set out to determine
whether attitude toward the ad and attribute belefve a bearing on behavioral intentions.
The results of simple regression tests show thdbate beliefs generated by the verbal ad
[R?=.161, F(1,103) =19.733, p=.000] and the visugiRfe¢.138, F(1,107) =17.070, p=.000]
significantly influenced intention to visit. Didtabute beliefs affect intention to seek for
more information? The results show that attribwgkelis developed from exposure to the
verbal ad [R=.084, F(1,112) =10.214, p=.002] also had a sigaift impact on intention to
search for more information. This influence on iien to look for more information,
however, was not detected among those who sawighahad [F32.030, F(1,106) =3.273,

p=.073].
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The regression results also show that attitude rbwee verbal ad [f.112,
F(1,116)=14.614, p=.000] had a significant effatimention to search for more information
about Hangzhou. The same, however, was not obsabaat the effect of attitude toward the
visual ad [R=.021, F(1,105) =2.304, p=.132] when it comesgarifluence on intention to
search for more information. This finding suggektspower of the verbal stimulus to
influence cognitions, including people’s motivatsaio learn more about this destination city.
Indeed, the verbal presentation created more attribeliefs and helped participants develop
an attitude toward the ad that seemed to have gedypeople with greater incentives to find
out more about the place.

The results also show that attitude toward theale[R?:O??, F(1,103)=8.536,
p=.004] and the visual ad fR 078, F(1,105) =8.828, p=.004] heightened peojiheention
to visit Hangzhou in the future, a finding that eek the influence of attribute beliefs. This
suggests that although the visual stimulus mayhawé compelled people to learn more
about Hangzhou, they were successfully in enharttieig desire to see the place some day.

A summary of the results of this extended analgstsshown on Table 6.
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Table 6. The influence of attitude toward the au$ attribute beliefs on behavioral intentions

Independent Dependent R R Std. error F Sig.
variable variable square | of the
estimate

Attribute belief
(Verbal) Intention to visit
Attribute beliefs
(Visual)

401 161 84217 19.733 .000

371 .138 79513 17.070 .000

Attribute belief |Intention to seek
(Verbal) for more
information

.289 .084 87787 10.214 .002

Attribute belief
(Visual)
Attitude toward

173 .030 .86914  3.273 .073

Intention to .334 112 93257 14.614 .000
the verbal ad
Attitude toward search for more

information 147 .021 .88605 2.304 132

the visual ad
Attitude toward
the verbal ad | Intention to visit
Attitude toward
the visual ad

277 077 .87926 8.536 .004

278 .078 .81470 8.828 .004

Extending the dual component model to take intcsm®ration the impact of attitude
toward Hangzhou (the brand) on behavioral intestitwvo simple regression tests were
conducted. The results, shown in Table 7, suggestor those who watched the
predominantly verbal ad, attitude toward Hangzhigaiicantly predicted intention to search
for more information [R=.074, F(1,104) =8.252, p=.005] and intention &itjiR?=.240,
F(1,98) =30.887, p=.000]. However, among those s&w the predominantly visual ad,
attitude toward Hangzhou had a significant impacintention to visit [R=.147, F(1,108)
=18.622, p=.000], but not on intention to searatnfore information [R=.006, F(1,107)
=.645, p=.424].

The results with respect to the influence of atiéttoward Hangzhou between those
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who viewed the verbal and those who saw the visdalere almost identical to the impact of

attribute beliefs and attitude toward the ad onttlebehavioral intentions. For all three

constructs, the visual ad failed to show a sigaiftdmpact on intention to search for more

information.

Table 7. The influence of attitude toward the Hdrmyzgenerated by exposure to the two

types of ad on behavioral intentions

Independent Dependent R R Std. error F Sig.
variable variable square | of the
estimate
Intention to
Attitude toward |search for more 271 .074 87783 8.252 .005
Hangzhou information
(Verbal) Intention to Vst | ya0| 240 79685 30.887  .000
Intention to
Attitude toward |search for more 077 .006 .89516 .645 424
Hangzhou information
Visual : —
(Visual) Intentionto Visit | 459 1471 78765 18.622  .000

Summary of Results

In summary, the results of the t-tests suggestviiwdital and visual elements have

different functions in advertising. In this caserbal elements seemed to have a greater

influence on the acquisition of knowledge or restlin greater cognition, helping people

recall more specific information about the placeberomoted. However, the visual

stimulus was more effective in producing more pesiattribute beliefs and attitudes about

the ad. The visual was also more successful iitiicmore positive attitudes about

Hangzhou. Based on the t-test results, compargsl verbal counterpart, the predominantly

visual ad also produced higher intentions to semchore information about this relatively

lesser-known tourist destination and greater iearb visit the city some day.
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A series of simple regression tests was conductedrfirm the proposition of the
dual component model that attitude toward the ablatmibute beliefs have a bearing on
attitude toward the brand or, in this case, the @itHangzhou. The findings indicate that
attitude toward the verbal ad and attribute beliefsilting from exposure to the visual ad had
significantly affected attitude toward Hangzhowgsotential city to visit. attitude toward the
visual ad and attribute beliefs developed aftemgethe visual ad also were significant
predictors of attitude toward Hangzhou as a detstinaity. The results provide support to
the dual component model, which posits that vealnal visual components generate attitudes
toward the ad and attribute beliefs about a prothatthave a substantial bearing on attitude
toward the brand.

Extending the dual component model to determinethdrdbehavioral intentions were
affected by attitudes developed toward Hangzhaurekults indicate that exposure to the
more verbal ad produced significant changes imiida to look for more information about
the city and to visit it some day. The predominarisual influenced intention to visit

Hangzhou, but not people’s desire to search foenmdormation about the city.
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CHAPTER 5
CONCLUSIONS

This study compares the predominantly verbal aedgminantly visual modes of
promoting the city of Hangzhou as a destinationiritgrnational tourists. Testing the impact
of the two treatments on the usual roster of paieabmmunication effects, the results
indicate that the verbal ad had a stronger effedtrmwledge gained about the city among an
audience of college students. In short, the vesbedentation was more successful in
enhancing cognitions. However, the visual ad shaavetbre robust influence on attribute
beliefs about the city, attitude toward the adtuate toward Hangzhou. The visual ad also
demonstrated greater sway on two behavioral irgastiintention to search for more
information and intention to visit the city. In ethwords, the visual stimuli more strongly
influenced attitudes and behavioral intentions;vial ad had a greater impact on
cognitions.

It can be said, therefore, that the verbal ad piexvimore information and greater
detail that enhanced participants’ understandinfp@target city. However, the
predominantly visual ad heightened audience merhbxenissity about this relatively
unfamiliar city, thereby creating more positiveiatite beliefs and attitudes that subsequently
enhanced intentions to learn more about it andsiothe city some day. In short, the findings
indicate that the visual stimuli were more persumsThis may be partly attributed to the fact
that the participants recalled pictures better thards, echoing the findings of Singh &
Formica (2007).

The Dual Component Model suggests that both venbdlvisual ad components are
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likely to lead to more favorable attitudes toward &d and in promoting product attribute
beliefs. Consequently, these two outcomes are ¢aghéa result in more positive attitudes
toward the brand being promoted (in this casecityeof Hangzhou). Testing these
hypotheses, the findings suggest that the partitipattitude toward both ads had a
significant impact on attitude toward Hangzhou hvattitude toward the verbal ad and
attitude toward the visual ad contributing 15% a@6b of the variance in attitude toward the
city, respectively.

Attribute beliefs resulting from exposure to thettypes of ads also had a significant
effect on attitude toward Hangzhou, with verbalilatite beliefs contributing 34% and visual
attribute beliefs accounting for 14% of the variamt attitude toward the destination city.
Thus, the findings offer additional evidence th#tlaute beliefs and attitude toward the ad
are significant predictors of attitude toward tltg cegardless of the way the ad has been
presented. It is important to note that the vepoasentation produced attribute beliefs that
contributed more toward the shaping of participaattgude toward Hangzhou compared to
the visual ad.

Implication of the Findings to Theory

Fishbein's attitude theo(y963)posits that attribute beliefs are the only medmtuir
attitude formation and change. The findings of ghigly echo those of Mitchell and Olson
(1981) who, after exposing subjects to simple aibamnents that contained either a verbal
claim or visual information, observed that prodaittibute beliefs mediated attitude
formation. These authors also found that anotheabie, attitude toward the advertisement,

also mediated brand attitudes and purchase intentio
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Further analyses were conducted to determine freraee impact of attribute beliefs
and attitude toward the ad on behavioral intentid@ihe results show that attribute beliefs and
attitude toward the ad developed following expogarieoth types of ad significantly
influenced intention to visit. Attribute beliefslimwving exposure to the verbal ad and attitude
toward the verbal ad also significantly predictetdntion to search for more information.

The same result was not detected, however fomtipact of attribute beliefs and attitude
toward the visual ad on intention to learn moreuwalbe city of Hangzhou. This provides
more evidence about the power of the verbal compuicioeenhance knowledge gain,
including people’s motivations to search for marrmation about a destination city.

Did attitude toward Hangzhou affect behavioral mtiens? The findings show that
exposure to the verbal ad produced significant gésain intention to find out more about the
city and to visit it some day. The visual presaatainfluenced intention to visit Hangzhou,
but not intention to search for more informatiohus, an expanded dual component model
that takes behavioral intentions into consideratian be proposed in Figure 4. Future studies

should be able to validate these results.

Figure 4. The proposed expanded dual componentinmdelude influence of attitude
toward Hangzhou on behavioral intentions
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Implications of the Findings to Professional Practie

The results pertaining to the potential hierarchgftects suggest that verbal and
visual elements offer different advantages to aikiag audiences. That the verbal
component expands knowledge and cognitions whidevibual component influences
attitudes and behavioral intentions suggest theirtipact of an ad can be considerably
improved by determining the optimum combinatiorvefbal and visual elements. The
findings suggest that visual components attraen#itin more, making them more capable of
influencing attitudes toward the ad itself and todvéhe product that is being promoted.

In pragmatic terms, the results suggest that aidirgtcampaigns especially made to
entice more tourists to visit a relatively unknodestination can be launched through the
electronic media first (e.g., television and theeinet) to generate interest and develop
positive perceptions toward a city destinationtliA$ stage, the objective is to bring to
people’s attention an alternative place to visi icountry that normally draws in visitors to
the economic hub, Shanghai, and to the historivdlpolitical seat, Beijing. In the second
stage of the campaign, the print media such aspegvess, brochures and magazines, and the
electronic media such as radio and online postiagsbe used for spots that will offer more
information to potential visitors. At this stagketobjective is to enhance audiences’
cognitions about the place and develop attitudesrédble enough for them to want to know
more about the tourist destination. For examplaaad website can carry more information.
The same is true for brochures, flyers, and othet pupplements. Thus, good advertising
campaigns can capitalize on the synergy of theselitacrete components by pacing a

campaign, identifying the best multi-media and arasual mix at each stage, and
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integrating their application within the campaignaawhole.

Recently, CNN Travel reported that the HangzhouiSou Commission is willing to
pay people US$5,000 to be “Dr. Hangzhou,” a tougsnbassador of sorts who will promote
the city through videos, photos and feeds to varemcial media platforms like Twitter and
Facebook. In short, Dr. Hangzhou is envisionedetthie city’s overseas tourism promotional
advisor. This suggests that the city is adoptinguéti-dimensional promotional strategy that
will involve the increasing use of verbal and vism@ssages across all media, but especially
the social networking sites. A phased campaignlshmei able to capitalize on the findings of
this study to arrive at the optimum combinatiorvefbal and visual messages for destination
branding.

Limitations of the Study and Suggestions for Furthe Research

There are some limitations that curtail the exterwhich the findings can be applied
in some situations. First, the participants welstaldents on a limited budget who may not
be too keen on traveling as a leisure activity.sTiheir behavioral intentions may not
necessarily reflect, and may not significantly etate with, actual behavioral outcom&ke
sample’s demographic characteristics were quitedgameous in terms of age and,
presumably, foreign travel experience. Future stsidhould test the same research questions
on a more heterogeneous population.

Second, the two presentations were not the saneenrs of technical quality. Indeed,
some participants volunteered open-ended remarkst &ie predominantly verbal ad, saying
that, “Higher audio quality would have pulled memiich more” and “Some visuals appear

distorted.” This may have somehow affected thei@petnts’ evaluations of and attitude
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toward the verbal ad, and consequently, theiuagitoward Hangzhou.

Third, some indices (e.g., attribute beliefs ablldaibgzhou) had a limited number of
items, which may not be sufficient to capture athensions of multi-faceted concepts.
Although the study followed measures employed iviptes studies, a single item used to
measure several variables (e.g., intention to bdaranore information and intention to
visit) is vulnerable to reliability risk.

Deeper insights about the independent and/or cadlimfluence of verbal and visual
elements can be gleaned from open-ended, unpropgtddnore free wheeling responses
that can be gathered through in-depth intervievdsather qualitative research approaches.

Given the consistency of results, the finding tiéitude toward the visual ad and
attitude toward Hangzhou among those exposed teishal ad did not have a significant
bearing on intention to search for more informatioay be an artifact of the measurement
instrument. Further studies using more stringerdasuees should be able to elucidate this
finding of non-significance.

In this field experiment, participants could haeeb easily distracted by factors
within the natural environment (e.g., noise anceogtimuli) that could have competed for
their attention. To the extent that such distraxgibad an impact on the evaluation of the ads,
then this also could be considered a study lingitatControlled laboratory conditions would
have guaranteed participants’ concentration oreXperimental stimuli.

The study also failed to account for the impadhef participants’ level of
involvement and/or interest in China, which mayéa\bearing on the desire to learn more

about a city that is not as well known as Beijimgl &hanghai.
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APPENDIX A

VISUAL MODE—STILL SHOTS FROM THE VIDEO

“‘COME TO HANGZHOU—DISCOVER THE MYSTERY OF CHINA”

HanSzhou
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APPENDIX B.

VERBAL MODE — AUDIO SCRIPT

HANGZHOU—DISCOVER THE MYSTERY OF CHINA

Behind the modern city of Hangzhou is close to 8,98ars of history that has
imbued it with a sense of mystery. Settled 4,70fryago, the place gave birth to the
Liangzhu civilization that flourished on jade, sdkd ivory. One of the seven ancient
capitals of China, Hangzhou boasts of colorfulungl$ that have left a rich historical
heritage, architecture and unique attractionsrtieede it “the most splendid and luxurious

city in the world,” according to Marco Polo.

The Grand Canal that used to connect Hangzhouiijm@enade the city a hub of
communications. Buddhism, the main religion, expmsple to live in harmony with nature.
At the height of the tea picking season in Aprigitors enjoy the spring-scented air while
sipping the imperial infusion. Traditional paintecalligraphers and engravers make

Hangzhou the home to all arts.

China is also known for herbal cures. In Hangzlioe,Hu Qing Yu Tang Museum
lies at the foot of Wushan hill. Its antique arebture and its traditional medicines are a

national treasure.

Come to Hangzhou. Discover the mystery of China.
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APPENDIX C.
INFORMED CONSENT DOCUMENT AND SURVEY QUESTIONNAIRE
VISUAL AND VERBAL MODES OF PRESENTING HANGZHOU AS A
TOURIST DESTINATION

We seek your voluntary participation in this stuldgt aims to evaluate the effects of
a promotional piece about the city of Hangzhouomtleastern China. Would you please take
the time to complete the online questionnaire thlidws? You may skip questions or items
to which you may feel uncomfortable responding.
Benefits

If you decide to participate in this study, theraynbe no direct benefit to you. The
findings are expected to enhance scholars’ undetstg of how to better promote a city.
Risks

There are no foreseeable ricks from participatinthis study.
Costs and compensation

You will incur no cost from participating in thisusly. The email addresses of those
who returned their completed questionnaire wilebéred into a drawing for a gift from
China. Fifteen participants will be awarded thiger If you are selected, you will be asked
to sign a Research Participant Receipt Form fromal8tate University to receive your gift.
Participants’ rights

Your participation in this study should be completeluntary. You may refuse to

participate or leave the survey at any time withmertalty or negative consequences.
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Confidentiality

Your responses will be kept confidential and no o@nts will be attributed to you
or any respondent in any reports produced by tieysHowever, we do ask you to provide
your name and email address so we can monitoresponse rate and inform you of the
results of the lottery drawing.

To ensure confidentiality to the extent permittgddw, the following measures will
be taken: Once data are collected, the materidlestored in a secure server. Your email
address will be erased when data collection islied. If the results are published, your
identity will remain confidential.

Contact information

If you need further information about this studggse contact Yiren Zhou, graduate

student, Greenlee School of Journalism and Comratiait, lowa State University; Tel:

(515)708-4877; E-mail: yiren@iastate.etlulu Rodriguez, research supervisor, Greenlee

School of Journalism and Mass Communication, lov@deSJniversity; Tel: (515)294-0484;

E-mail: lulurod@iastate.edif you have any questions about the rights céaesh subjects

or research-related injury, please contact the ISta&e Institutional Review Board (IRB)

Administrator, (515)294-4566, IRB@iastate.eduthe Director, Office of Research

Assurances, (515)294-3115, 1138 Pearson Hall, ArAés)011. If you would like a copy of

the informed consent, you can print a copy for yeaords.
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IOWA STATE UNIVERSITY Institutional Review Board

OF SCIENCE AND TECHNOLOGY e s
Vice President for Research
1138 Pearson Hall
Ames, lowa 50011-2207
515 294-4566
FAX 515 294-4267
Date: 12/6/2012
To: Yiren Zhou CC: Dr. Lulu Rodriguez
144 University Village Unit F 214 Hamilton Hall
Ames, A 50010
From: Office for Responsible Research
Title: Video vs. Text as Modes of Promoting Tourist Destinations: The Case of Hangzhou, China
IRB ID: 12-582

Study Review Date: 12/5/2012

"

The p'rojec.t referenced above has been declared exempt from the requirements of the human subject protections regulations as
described in 45 CFR 46.101(b) because it meets the following federal requirements for exemption:

¢ (2) Research involving the use of educational tests (cognitive, diagnostic, aptitude, achievement), surey or interview
procedures with adults or observation of public behavior where
o Information obtained is recorded in such a manner that human subjects cannot be identified directly or through
identifiers linked to the subjects; or
o Any disclosure of the human subjects' responses outside the research could not reasonably place the subject at
risk of criminal or civil liability or be damaging to their financial standing, employability, or reputation.

The determination of exemption means that:
¢ You do not need to submit an application for annual continuing review.

o You must carry out the research as described in the IRB application. Review by IRB staff is required prior to
implementing modifications that may change the exempt status of the research. In general, review is required for any
modifications to the research procedures (e.g., method of data collection, nature or scope of information to be collected,
changes in confidentiality measures, etc.), modifications that result in the inclusion of participants from winerable
populations, and/or any change that may increase the risk or discomfort to participants. Changes to key personnel must
also be approved. The purpose of review is to determine if the project still meets the federal criteria for exemption.

Non-exempt research is subject to many regulatory requirements that must be addressed prior to implementation of the
study. Conducting non-exempt research without IRB review and approval may constitute non-compliance with federal
regulations and/or academic misconduct according to ISU policy.

Detailed information about requirements for submission of modifications can be found on the Exempt Study
Modification Form. A Personnel Change Form may be submitted when the only modification involves changes in study
staff, Ifit is determined that exemption is no longer warranted, then an Application for Approval of Research Involving
Humans Form will need to be submitted and approved before proceeding with data collection.

Please note that you must submit all research involving human participants for review. Only the IRB or designees may make
the determination of exemption, even if you conduct a study in the future that is exactly like this study.

Please be aware that approval from other entities may also be needed. For example, access to data from private records
(e.g. student, medical, or employment records, etc.) that are protected by FERPA, HIPAA, or other confidentiality policies
requires pemission from the holders of those records. Similarly, for research conducted in institutions other than ISU (e.g.,
schools, other colleges or universities, medical facilities, companies, etc.), investigators must obtain permission from the
institution(s) as required by their policies. An IRB determination of exemption in no way implies or guarantees that
permission from these other entities will be granted.
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SURVEY QUESTIONNAIRE
VISUAL AND VERBAL MODES OF PRESENTING HANGZHOU

AS ATOURIST DESTINATION

1. How do you evaluate the ad you have just sead?r@lease circle the number that comes
closest to your evaluation. For example, if youmkhihe ad was good, circle the number 7 on
the scale. For each item, please circle only omebmau.

Bad 1 2 3 4 5 6 7 Good

Dislike 1 2 3 4 5 6 7 .Like

Poor quality 1 2 3 4 5 6 7 Goodaquality
Not useful 1 2 3 4 5 6 7 Useful

Offers no new information 1 2 3 4 5 6 7 Highly infuative

2. What do you think about Hangzhou as a touristidation? Please circle the number that
comes closest to the your evaluation. For each ipdease circle only one number.

Sad 1 2 3 4 5 6 7 Happy
Gloomy 1 2 3 4 5 6 7 Cheerful
Tranquil 1 2 3 4 5 6 7 Actve
Unpleasant 1 2 3 4 5 6 7 Pleasant
Loud 1 2 3 4 5 6 7 Quiet
Traditional/ Historical 1 2 3 4 5 6 7 Modern
Boring 1 2 3 4 5 6 7 Attractive
Artificial 1 2 3 4 5 6 7 Natural
Closed and rigid 1 2 3 4 5 6 7 Openanxible
social structure sbsitrucure
General 1 2 3 4 5 6 7 Unique

3. Please indicate your level of agreement withftlewing statements:

a. | knew a lot about this city before seeing/regdhe ad.

Strongly disagree[ ] Disagree[ ] Neutral] Agree[ ] Strongly agree[ ]
b. I learned a lot about this city after seeingdte

Strongly disagree [ ] Disagree|[ ] Neutral] Agree[ ] Strongly agree[ ]
c. In general, | feel positively toward this city.

Strongly disagree[ ] Disagree|[ ] Neutral]] Agree[ ] Strongly agree[ ]
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d. | would search for more information about thtg.c
Strongly disagree[ ]| Disagree|[ ] Neutral]] Agree[ ] Strongly agree[ ]
e. | would like to visit this city some day.

Strongly disagree [ ] Disagree|[ ] Neutral]] Agree[ ] Strongly agree[ ]

4. What, specifically, have you learned about Hangzfrom the ad you have just seen/read?

5. What unique characteristics of Hangzhou did igaun from the ad?

6. 6. Of the following images, which ones were shawthe ad that you saw? Please put a
check mark next to the images you remember seeing.
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7. Of the following statements, which ones were tioeed in the ad that you saw? Please put
a check mark next to the statements you recalirgar

[

] a. Hangzhou, one of China’s oldest cities, watled about 5,000 years ago.

] b. Hundreds of hills flank the Hangzhou shorel

] c. Hangzhou's traditional medicines and itshatecture are a national treasure.
] d. Hangzhou is the economic hub of easterm&hi

] e. Hangzhou is the home for traditional paistealligraphers and engravers.

] f. Hangzhou is a multi-faith society.

Please tell us a little about you.

8. What is your age? years

9. What is your gender?
Female Male
10. Which one of these groups would you say bgsesents your race?

] White

] Black or African American

] Asian

] Hawaiian or other Pacific Islander
] Native American

] Latino/Latina

—r—————
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[ ]Other

11. What is the highest educational level you hetteined?

] Some high school

] High school graduate

] Some college

] College graduate

] Vocational school graduate
] Post graduate education

—r—————

Thank you very much for participating in this survey!

www.manharaa.com




55

APPENDI

XD

STUDY CODEBOOK

No.

Variable
name

Variable label

Coding

Missing
value

ID

Enter 3-digit number

la

BadGood

Evaluation the ad have jus
seen/read

t 1=extremely bad
2=quite bad
3=slightly bad
4=neutral
5=slightly good
6=quite good
7=extremely good

1b

DisLike

Evaluation the ad have just
seen/read

1=extremely dislike
2=quite dislike
3=slightly dislike
4=neutral
5=slightly like
6=quite like
7=extremely like

1c

PrGd

Evaluation the ad have just
seen/read

1=extremely poor
quality

2=quite poor quality
3=slightly poor quality
4=neutral

5=slightly good quality
6=quite good quality
7=extremely good
quality

1d

Useful

Evaluation the ad have just
seen/read

1=extremely not useful
2=quite not useful
3=slightly not useful
4=neutral

5=slightly useful
6=quite useful
7=extremely useful

le

Info

Evaluation the ad have just
seen/read

1=extremely no new
information

2=quite no new
information
3=slightly no new
information
4=neutral

5=slightly informative
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6=quite informative
7=extremely
informative

2a

SadHy

Evaluation Hangzhou as a
tourist destination

1=extremely sad
2=quite sad
3=slightly sad
4=neutral
5=slightly happy
6=quite happy
7=extremely happy

2b

GlmyChr

Evaluation Hangzhou as a
tourist destination

1=extremely gloomy
2=quite gloomy
3=slightly gloomy
4=neutral

5=slightly cheerful
6=quite cheerful
7=extremely cheerful

2c

ActTraq

Evaluation Hangzhou as a
tourist destination

1=extremely tranquil
2=quite tranquil
3=slightly tranquil
4=neutral

5=slightly active
6=quite active
7=extremely active

2d

Pleasant

Evaluation Hangzhou as a
tourist destination

1=extremely unpleasan
2=quite unpleasant
3=slightly unpleasant
4=neutral

5=slightly pleasant
6=quite pleasant
7=extremely pleasant

—

2e

QuitLoud

Evaluation Hangzhou as a
tourist destination

1=extremely loud
2=quite loud
3=slightly loud
4=neutral
5=slightly quiet
6=quite quiet
7=extremely quiet

2f

ModTrad

Evaluation Hangzhou as a
tourist destination

1=extremely traditional
2=quite traditional
3=slightly traditional
4=neutral

5=slightly modern

6=quite modern
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7=extremely modern

29

BorAttrc

Evaluation Hangzhou as a
tourist destination

1=extremely boring
2=quite boring
3=slightly boring
4=neutral

5=slightly attractive
6=quite attractive
7=extremely attractive

2h

NatArti

Evaluation Hangzhou as a
tourist destination

1=extremely artificial
2=quite artificial
3=slightly artificial
4=neutral

5=slightly natural
6=quite natural
7=extremely natural

2i

CloseOper

Evaluation Hangzhou as a
tourist destination

15

1=extremely closed an(
rigid social structure
2=quite closed and rigi(
social structure
3=slightly closed and
rigid social structure
4=neutral

5=slightly open and
flexible social structure
6=quite open and
flexible social structure
7=extremely open and
flexible social structure

15

2j

GenUniq

Evaluation Hangzhou as a
tourist destination

1=extremely general
2=quite general
3=slightly general
4=neutral

5=slightly unique
6=quite unique
7=extremely unique

3a

Before

Knowing a lot about this cit
before seeing/reading the a

y

| ==

3b

Know

Learning a lot about
Hangzhou after seeing/
reading the ad

1=strongly disagree
2=disagree

3c

positive

Feeling positively toward
Hangzhou

3=neutral
4=agree

3d

Search

| would search for more
information about Hangzhou

5=strongly agree
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3e | Visit I would like to visit this city
some day
4 WhLearn | What have you learned aboupen-ended string
Hangzhou after the ad?
5 UniCha What unique characteristics Open-ended string
of Hangzhou
6a | Temple which ones were shown in
the ad that you saw
6b | Shanghai | which ones were shown in
the ad that you saw
6¢c | Opera which ones were shown in| 1=right
the ad that you saw 2=wrong
6d | Boat which ones were shown in | 99=missing
the ad that you saw
6e | Medi which ones were shown in
the ad that you saw
6f | Yunnan which ones were shown in
the ad that you saw
7a | Oldest which ones were mentioned
in the ad that you saw
7b | Hills which ones were mentioneg
in the ad that you saw
7c | MediArchi| which ones were mentioned 1=right
in the ad that you saw 2=wrong
7d | Economic| which ones were mentioned99=missing
in the ad that you saw
7e | Art which ones were mentioneq
in the ad that you saw
7f | Multifaith | which ones were mentioned
in the ad that you saw
8 Age Age on last birthday 99=missing, don't
know, no response
9 Gender 1=male
2=female
9=missing, don’t know,
no response
10 | Race Race group 1=White
2=Black or African
3=American
4=Asian

5=Hawaiian or other
Pacific Islander
6=Native American

7=Latino/Latina
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8=0ther

11

Edu

Highest Educational level

1=Some high schoo
2=High school graduats
3=Some college
4=College graduate
5=Vocational school
graduate
6=Post graduate
education

1%
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