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ABSTRACT 

Numerous studies have examined the attachments individuals have to the places 

they visit, and that those attachments are formed through experiencing a place in person.  

This study is unique in that it examines pre-trip place attachment formation via the use of 

mobile technology and social media.  It proposes that media experienced through the use 

of a participant’s smartphone can foster the development of positive emotions, which in 

turn, facilitates greater mental imagery processing that ultimately influences pre-trip 

place attachment formation.   

An experimental design was constructed to examine how text and video on a 

destination’s Facebook page influences an individual’s emotions, mental imagery, and 

subsequently attachment to that destination.  Specifically, a 2 (narrative text vs. 

descriptive text) x 2 (short, fast-paced video vs. long, slow-paced video) between-

subjects design was used.  A total of 343 usable participant responses were included in 

the analysis.  The data was then analyzed through a two-step process using structural 

equation modeling.   

Results revealed no significant influence of textual or video media on emotions 

although the choice in text has a greater influence on emotions than choice in 

video.  Additionally, emotions had a significant impact on mental imagery.  Finally, 

mental imagery processing had a significant impact on only the social bonding dimension 

of place attachment.  In conclusion, while media had no significant impact on emotions, 

the effect of previous traveler’s retelling of personal accounts on the emotions of 

potential travelers researching a destination should be examined more closely.  Further, 

the study participants had no prior experience with the destination, yet emotions 
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influenced mental imagery, which also influenced social bonding.  Thus further research 

should be conducted to better understand how potential traveler’s image of a destination 

can be affected by the stories or others. 
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CHAPTER I 

 

INTRODUCTION 

 

Place attachment can be understood as a bond or link that exists between people 

and places (Hidalgo & Hernandez, 2001).  When people experience a place they have a 

tendency to form emotional connections to that place.  These attachments motivate them 

to return or want to return to that place again and again.  For nearly three decades, 

researchers in leisure and recreation have studied place attachment, and even though 

tourism is all about experiences (Gartner, 2004), tourism researchers have only recently 

recognized the importance of place attachment.  Only in the last decade has a handful of 

studies looked at attachment in a tourism context (Gross, Brien, & Brown, 2008; Gross & 

Brown, 2008; Hwang, Lee & Chen, 2005; Hou, Lin & Morais, 2005; Lee & Allen, 1999; 

Yuksel, Yuksel & Bilim, 2009).  Recently, tourism scholars have shown great interest in 

place attachment (Cheng, Wu, & Huang, 2012; Orth, Stöckl, Veale, et al., 2012; Prayag 

& Ryan, 2012; Seabra, Silva, & Abrantes, 2012; Silva, Kastenholz, & Abrantes, 2013; 

Tsai, 2012). This recent interest in place attachment indicates a growing recognition, 

acceptance, and importance of the concept among tourism scholars.  

Hinted at in recent literature, is the notion that visitors can develop an attachment 

with a destination before actually having visited the destination.  For example, Kyle, 

Bricker, Graefe, and Wickham (2004) suggested the possibility of recreationists forming 

emotional attachments to settings without a dependence on the setting, and indicated the 

possibility of having extensive involvement with a setting with little use history and vice 

versa.  Recent studies have concluded that identifying why visitors form attachments with 

destinations can have important implications for destination managers and marketers 
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(Gross, Brien, & Brown, 2008; Gross & Brown, 2008; Lee & Allen, 1999).  By 

extension, knowing if these attachments form pre-trip could, greatly aid marketers in the 

understanding of how tourists make their decision to visit a place and why they return. 

Mental imagery is a concept that could shed some light on the possibility of 

forming place attachments pre-trip.  Mental imagery can be understood as a way to 

process information (Lutz and Lutz, 1978).  In consumer research, mental imagery helps 

a customers’ persuasion process (Lee & Gretzel, 2012), positively influences product 

attitudes (Lee, Gretzel, & Law, 2010; Miller & Stoica, 2004, Rossiter & Percy, 1980), 

and increases product satisfaction (MacInnis & Price, 1990).  In tourism research, there is 

evidence supporting the influence of mental imagery processing on tourists' selection of 

the destination (MacInnis & Price, 1990; Miller & Stoica, 2004; Oh, Fiore, & Jeoung, 

2007; Lee et al, 2010; Lee & Gretzel, 2012).  Consumers draw on detailed imagery when 

anticipating vacation activities.  This is especially true for consumers who intend to 

invest large amounts time and money (MacInnis & Price, 1990).   

Tourism is about experiences, and experiencing places can lead to emotional 

bonds.  Mental imagery can help explain the link between experiences and emotions.  

Studies have shown that imagery could have an effect on emotions due to its ability to 

mimic real-life perceptual events (Holmes & Mathews, 2005).  Miller, Levin, Kozak, 

Cook III, McLean Jr., and Lang (1987) found imagery to be related to the stimulation of 

perceptual and emotional responses.  This link between emotions and imagery is 

important, as it can help identify why emotions may be stimulated by media, and 

subsequently transformed through mental imagery to represent attachment.  If positive 

emotions can be stimulated through media content, mental images associated with those 
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positive emotions could inherently lead to the representation of emotional bonds, or 

attachments, to the place depicted in the content. 

Narratives are often associated with imagery, as verbal stimuli and instructions to 

imagine take a narrative form.  Narratives can evoke mental imagery (Escalas, 2004a; 

Green & Brock, 2000), revealing that a reader can be transported into a narrative through 

a mental process that bonds together attention, imagery, and feelings.  Emotions can also 

be influenced by narratives, as emotional reactions, mental imagery, and a loss of access 

to real-world information are all components of narrative transportation.  Narratives, 

through the form of consumer stories, can aid potential visitors in imagining themselves 

experiencing a destination, and hence can be used to effectively promote a destination 

and influence decision-making (Tussyadiah, Park, & Fesenmaier, 2011).  Then, 

experiences can lead to place attachment when narratives influence emotions and mental 

imagery while allowing consumers to experience a destination.   

Since attachments are formed through experiences, and narratives that may help 

foster these experiences can be experienced through media, understanding how forms of 

media can also influence a tourist’s experience is important.  Tourist experiences can be 

facilitated by mobile tourist guides, virtual destinations, virtual travel agents, images, 

videos, podcasts, and blogs provided on destination and destination marketing 

organization websites (Tussyadiah & Fesenmaier, 2009).  New forms of media give 

tourists access to information about a destination in the pre-trip stage like never before.  

In particular, travel videos can mediate a tourist’s experience through narrative 

transportation, while manipulating a videos pace can increase immersive experiences 

(Bracken, Petty, Guha, & Rubenking, 2010) and facilitate a viewers’ arousal and 
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attention (Grabe, Lang, & Zhao, 2003; Lang, Bolls, Potter, & Kawahara, 1999).  Tourism 

destination marketers would be aided by a better understanding of how mobile video 

content influences the behavior of potential visitors.  In addition to examining the 

influence of narrative text, this study addresses the need to better understand mobile 

content by including video as a factor which could stimulate positive emotions, generate 

mental imagery, and lead to higher levels of attachment. 

Technology advancements are changing the way tourists experience a destination.  

Travelers are using new forms of technology to gather information about a destination 

through websites, social media, smartphone apps, etc. that includes content such as 

narratives.  In part because of this, tourism research on the use of information 

communication technology (ICT) has shifted focus from a supply side (what information 

is presented to tourists in their online search) (Xiang, Gretzel, & Fesenmaier, 2009) to a 

demand side (how people search for tourism information) (Buhalis, 2003; Kah, Vogt, & 

MacKay, 2008).  Buhalis and O’Connor (2005) argued for the development of 

technologies and business strategies that are consumer centric in order to meet the needs 

of today’s travelers who are sophisticated and experienced with these new ICTs.  

Motivations, experiences, and desires of each tourist are different; therefore tourism 

organizations need to develop personalized technology services to address individual 

needs (Buhalis & O’Connor, 2005).  Results from a study by Wang, Park, & Fesenmaier 

(2012) found that a tourists’ behavior and emotional state can be changed by the use of 

smartphones.  Sharing experiences, storing memories, and gathering information to solve 

problems can instantly and effectively be supported by smartphones.  Tourism businesses 

need to be aware of how such smartphone use is influencing the tourist experience.  
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Change in emotional states can alter the tourist experience in any phase of participation 

(Wang, Park, & Fesenmaier, 2012). 

Purpose 

This study advances the place attachment literature by examining attachment and 

its antecedents in a pre-trip, mobile context.  Specifically, positive emotions and mental 

imagery processing will be examined as antecedents of attachment.  As argued here, 

place attachments form prior to visiting a destination.  Therefore, identity antecedents 

that influence the formation of pre-trip place attachment is the goal of this study.  

Understanding what might influence pre-trip attachments will aid destination markets in 

attracting visitors to their destination by appealing to the pre-trip emotions that visitors’ 

likely associate with a destination.  Furthermore, the study intends to examine place 

attachment in a modern context.  Technology has made information about any destination 

accessible from anywhere, anytime.  Potential visitors can access content from anywhere 

using mobile technology, such as a smartphone, using interactive forms of social media, 

such as Facebook.  To better understand the influence of these information gathering 

mediums on the antecedents that can influence place attachment, participants in this study 

will use smartphones to view a destination’s content on Facebook. 

Justification 

This study addresses a lack of research analyzing antecedents which could 

influence pre-trip place attachment, specifically the influences of emotions and mental 

imagery.  It makes sense that researchers need to understand the creation of positive 

emotions in order to understand the emotional bonds people form with places.  Currently, 

a gap in the literature exists.  Research on emotions evoked through pictures and texts has 
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overlooked what specific emotions are evoked and the reason those emotions arise 

(Schneider & Stangl, 2012).  Visual and textual stimuli can evoke emotions, with 

understanding emotions being a solution to attracting potential tourists (Schneider & 

Stangl, 2012).  In addition to advancing attachment literature, mental imagery research is 

advanced by examining how viewing content on a smartphone’s smaller screen 

influences mental imagery through the stimulation of positive emotions.  Smaller screens 

can create a more immersive experience (Bracken et al., 2010).  The use of smartphones 

in this study should aid in creating an experience that stimulates emotions, mental 

imagery, and leads to greater levels of place attachment. 

Limitations 

This study used a student sample for data collection, which makes it difficult to 

generalize results.  Particularly, since students were between the ages of 18 and 22, the 

ability to generalize demographics would be impacted the most.  However, this bias was 

not expected to have a significant influence on pre-trip behaviors resulting in attachment.  

The survey instrument was only provided in the English language.  However, all 

participants attended an American university, thus a language barrier was a non-issue.  

As a part of this experimental design, this study used a destination that participants may 

have no interest in visiting.  Many participants comment that they had never heard of the 

destination and/or did not know where it was located.  This could influence the degree 

they experience emotions and attachment towards the destination.  During the pre-test, 

one student commented that he might be more interested in the destination if it was a 

place with fishing, camping, and hiking as opposed to a sun and sand island destination.  

However, the benefit of choosing this neutral location is that preconceived perceptions of 
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the destination should influence emotions, mental imagery, and place attachment to a 

lesser degree.  In this study, participants only read one text entry from a previous visitor 

as opposed to numerous entries from previous visitors and the destination itself that 

would typically be found on a destination’s Facebook page.  Last, the videos presented on 

the Facebook page did not include sound or text (other than the destination name).  This 

was done to limit the types of media to text and sound.  During a manipulation check 

participants pointed out that there was no sound.  Main study participants were informed 

prior to beginning the study that the video was a pilot video for the destination and no 

sound was included. 
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CHAPTER II 

 

REVIEW OF LITERATURE 

 

This review of literature connects the influence of media content to creation of place 

attachment.  This connection is made through a discussion of emotions, imagery, 

narrative, technology and attachment.   

Emotions 

 

Defining Emotions 

 

Emotions research over the past several decades has spanned numerous fields.  

However, no clear-cut definition exists (Frijda, 1986; Ortony, Clore, & Foss, 1987; 

Russell, 2003).  Emotions is used interchangeably with other terms such as feelings 

(Adam, Gamer, Krämer, & Weinhardt, 2011).  The complexity of emotions makes it 

difficult to maintain one general definition.  As Russell (2003) states, there are no criteria 

for what constitutes an emotion.  However, Gnoth, Zins, Lengmueller, and Boshoff 

(2000) found similarities in literature in regards to categories often involved when 

discussing emotions, including basic emotions such as joy, acceptance, surprise, fear, 

sadness, disgust, anger and expectancy (Plutchik, 1980).   

Furthermore, emotions are described as affective variables more intense than 

moods (Batson, Shaw, & Oleson, 1992), a complex set of interaction leading to affective 

experiences like feelings of pleasure and arousal (Kleinginna & Kleinginna, 1981), 

created through experiences (Barsky and Nash, 2002), with socially defined roles and 

concepts (Averill, 1982).  They can be separated into three distinct groups: immediate, 

anticipatory, and ongoing current emotional state (Rick & Loewenstein, 2007).  Bagozzi, 

Gopinath, and Nyer (1999) discussed emotions as a psychological state of preparation in 
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which actions may be taken to recognize or deal with the emotion.  Recently, emotions 

are defined as “a subjectively experienced state that can be described qualitatively and is 

accompanied by changes in feeling, physiology, and expression” (Adams et al., 2011, p. 

4).  According to Schneider and Stangl (2012), “current physical conditions of humans 

which are from a specific quality, intensity and duration” (p. 62) are characteristics of all 

emotions definitions in literature.   

Emotions research in marketing is a growing field (Smith & Bolton, 2002).  

Consumer research has found that understanding emotions is essential to providing 

customers with the best products and services (Barsky & Nash, 2002; Bigné & Andreu, 

2004; Gountas, Mavondo, Ewing, & Gountas, 2011).  Emotions are an important subject, 

as they can strongly influence consumers’ purchase decisions (Barsky & Nash, 2002) 

satisfaction, and intent to purchase again (Gountas, et al., 2011).  Consumers have the 

capability of being emotionally as well as cognitively involved with an advertisement 

(Zaichkowsky, 1994).  Organizations utilizing emotions research in their management 

and marketing practices can gain a competitive advantage (Bigné & Andreu, 2004).  

Based on these definitions of emotions, and prior consumer research, narrative text and 

video stimuli is used to generate positive emotions within potential travelers.  The media 

narrative text tells a story of group of people who had an enjoyable experience at the 

destination, while the video shows images associated with their trip.  The use of a 

smartphone in the study will further stimulate emotions experienced by creating a more 

immersive experience. 
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Emotions in Recreation & Tourism 

Emotions can influence visitors’ recreational experiences.  According to Chhetri, 

Arrowsmith, and Jackson (2004), different types of emotional response can be elicited 

based on variations in landscapes, yet those variations could lead to the same emotional 

states for different hikers.  Chhetri et al. suggest that a hiker’s knowledge of the 

landscapes historical and cultural background can influence their emotional response.  

Hull and Harvey (1989) found pleasure and arousal for suburban park visitors increased 

as the density and size of trees and understorey varied.   

Traditionally, tourism research has neglected the emotions of travelers (Gnoth et 

al., 2000; Schneider & Stangl, 2012).  As Gnoth et al. indicated, this is despite the fact 

that an identified need to travel is linked to an individual’s awareness of an emotional 

state.  Over the past decade several studies have examined and acknowledged the 

importance emotions play in tourism research.  Tourism studies have linked emotions to 

an increase in mood and motivations to travel (Gnoth et al., 2000), satisfaction (Brunner-

Sperdin, Peters, & Strobl, 2012; Chhetri et al., 2004; McMullan & O’Neill, 2010; Zins, 

2002) loyalty (Barsky & Nash, 2002; Pullman & Gross, 2004), behavioral intentions 

(Barsky & Nash, 2002, Yang & Zeng, 2010), and perceived service quality (Yang & 

Zeng, 2010).  Bigné and Andreu (2004) segmented tourists based on evoked emotions.  

After determining emotions are a reliable segmentation variable, Bigné and Andreu 

recommended that affective variables be incorporated into tourism service organizations’ 

market research.  Schneider and Stangl (2012) examined emotions and tourism websites.  

They commented that previous research on emotions evoked through pictures and texts 

has overlooked what specific emotions are evoked and the reason those emotions arise.  
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Schneider and Stangl found that visual and textual stimuli can evoke emotions and 

suggest that understanding emotions is a solution to attracting potential tourists.  

Similarly, according to Barsky and Nash (2002), fully understanding visitor experiences 

and predicting their future behavior cannot be done unless emotions are included in 

satisfaction measurements.  As discussed in the literature, appealing to the emotions of 

visitors or potential visitors can enhance their experience.  In this study, experiences are 

fostered to created place attachment.  Therefore, to understand the formation of place 

attachment in a pre-trip context, understanding the influence of emotions as an antecedent 

variable is important. 

Measuring Emotions 

Measuring emotions can be a tricky task.  The diversity of emotions is not fully 

covered in prior research, making it difficult to select appropriate measures for different 

products or services (Richins, 1997).  Measuring emotions is made more difficult when 

existing theory offers limited information about emotions related to a particular product 

or service (Pullman & Gross, 2004).  Emotions are utilized as both a moderating (Zins, 

2002) and mediating (Lee, Kim, Son, & Lee, 2011; Pullman & Gross, 2004) variable.  

Research frequently examines two dimensions of emotions: positive and negative 

(Watson et al., 1988), with positive emotions being fundamental to a quality leisure 

experience (Farber & Hall, 2007).   

There are numerous ways to measure emotions.  Studies have used two 

dimensional approaches of negative and positive (Chhetri et al., 2004; Shaver, Schwartz, 

Kirson, & O’Connor, 1987), and pleasure and arousal (Bigné & Andreu, 2004; Farber & 

Hall, 2007).  White and Yu (2005) and White (2005) identified emotions as a three-
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dimensional construct of positive, negative and bi-directional.  Other studies have utilized 

Mano’s (1991) emotions scale in conjunction with Watson et al.’s (1988) PANAS scale 

(Pullman & Gross, 2004; Zins, 2002).  Mano and Oliver combined the scales of Watson, 

Clark, and Tellegen (1988) and Mano (1991) to create a compilation scale that include 

positive and negative affect adjectives.  In all, the combined scale included 10 affect 

scales measuring good mood, fear, bad mood, arousal, bored, calm, surprise, guilty, quiet, 

and pleasure.  They used this scale to examine how products could evoke emotional 

reactions and influence satisfaction.  Russell’s (1980) study had participants place 28 

stimulus words into eight categories labeled arousal, excitement, pleasure, contentment, 

depression, distress, misery, and sleepiness.  Participants then placed these categories in a 

circular order with words opposite each other representing opposite feelings, and words 

closer together representing similar feelings.   

Several studies in recreation and tourism research have utilized scales from 

previous studies.  Researchers have selected emotions from several sets of emotions 

developed in previous studies (Mano & Oliver, 1993; Russell, 1980; Shaver, Schwartz, 

Kirson, & O'Connor’s, 1987).  Zins (2002) utilized nine positive and nine negative 

emotions derived from Mano and Oliver’s (1993) inventory of 43 emotional adjectives.  

Bigné and Andreu (2004) used a bidirectional approach modified from Russell’s scale 

with 12 items representing the pleasure and arousal dimensions of emotions.  Farber and 

Hall (2007) selected emotions from Shaver et al.’s (1987) set including:  pleasure, 

excitement, joy, affection, love, surprise, awe, sadness, aggravation, anxiety, 

contentment, boredom, disappointment, anger, and fear.  A five-point Likert-scale was 

used to have recreationists assess the degree to which they had experience each of the 15 
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emotions during a special experience they had.  Farber and Hall’s study identified two 

independent dimensions of positive affect: pleasantness (happiness, cheerfulness, and 

excitement) and arousal (alertness, energy, and activeness).  They found links between 

emotions and experiences involving wildlife and scenery, which were significant when 

experienced either during a recreation activity or as a part of a social group.  Yang and 

Zeng (2010) measured emotion with a four-item scale proposed by Ryu and Jang (2007).  

Items included unhappy-happy, disappointed-delighted, bored-entertained, and annoyed-

pleased.  Pullman and Gross (2004) examined two categories of positive emotions (basic 

and VIP/esteem) utilizing items from scales developed by Watson et al. (1988), Mano 

(1991) and Barsky and Nash (2002).  They found basic emotions such as “inspired”, 

“satisfied”, “excited”, “relaxed”, and “happy” mediated the relationship between design 

elements of a VIP hospitality tent and loyal behavior.  Barsky and Nash (2002) narrowed 

down a broad list of emotions to create a list of only those emotions the study site (hotel) 

at least partially caused.  This allowed them to understand the underlying dimensions of 

visitors’ emotional experiences as opposed to characterizing every emotional experience 

during their stay.  Chhetri et al. (2004) used a five-point Likert scale ranging from highly 

positive to highly negative to capture the effects of basic emotions such as joy.  White 

and Yu (2005) conceptualized emotions as a three-dimensional construct that included 

positive, negative and bi-directional (emotions towards self and service provider) 

emotions.  Zakrisson and Zillinger (2012) found that ratings of positive emotions were 

usually higher than ratings of negative emotions, suggesting that positive experiences 

produced positive feelings progressively more so than negative experiences produced 

negative feelings.  In this study, measuring emotions is particularly important.  Media 
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content (narrative text and fast-paced video) presented in this study is expected to 

positively influence emotions.  Previous literature has already made this link.  Emotions 

can be evoked in response to reading a story (Green & Dill, 2013), and video pace has the 

capability to influence viewers’ arousal (Grabe et al., 2003). 

Emotions & Imagery 

 

Schneider and Stangl (2012) made the connection that visual and textual stimuli 

can evoke emotions and suggest that understanding emotions is the solution to attracting 

potential tourists.  As discussed later on, imagery is seen as a way to process information 

(Lutz & Lutz, 1978), and is elicited through visual and textual stimuli (Paivio, 1971).  It 

would make sense that how information is processed would have an effect on an 

individual’s emotions.  However, only recently is imagery research exploring the 

influence of emotions.  Kosslyn (1994) argued for the need to address emotions in mental 

imagery research, however, little research since has done so.  Holmes and Mathews’ 

(2005) study made the connection by finding a link between imagery and anxiety.  In 

their discussion, Holmes and Mathews suggest that imagery could have emotional effects 

because of the way it mimics real-life perceptual events.  If this is the case, greater 

affective response could be linked to imagery regardless of the emotion being elicited.  

Additionally, Miller et al.’s (1987) study found that imagery ability is more related to the 

stimulation of perceptual and emotional response patterns than processing pictorial or 

modality-specific information.  Therefore, this study suggests that the stimulation of 

positive emotions will have a positive influence on the mental imagery processing of 

participants. 
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Mental Imagery 

Imagery is defined by Lutz and Lutz (1978) as “a mental event involving 

visualization of a concept or relationship” (p. 611).  Mental imagery can be seen as a way 

to process information.  Additionally, imagery is defined as “(1) a process (not a 

structure) by which (2) sensory information is represented in working memory” 

(MacInnis & Price, 1987, p. 473).  Mental imagery can be elicited through one of three 

types of strategies, or external treatment variables: pictorial stimuli, concrete verbal 

stimuli, and imagery instructions (Burns, Biswas & Babin, 1993; Miller & Stoica, 2004; 

Paivio, 1971).  Pictorial material (a picture or illustration) is any two-dimensional 

illustration in which the stimulus assortment contains at least one non-alphabetic, non-

numeric, and non-arithmetic element (Lutz & Lutz, 1978).  Concrete verbal stimulus is a 

strategy examining imagery values of words and the ease with which a word can arouse 

sensory images.  Both pictorial material and concrete verbal stimuli are types of external 

stimuli used to elicit mental imagery.  Imagery instructions are a more direct way to elicit 

mental processing by providing participants a statement that directs him or her to form a 

mental picture of the desired notion to be learned (Lutz & Lutz, 1978).  In their review of 

literature Lutz and Lutz (1978) found a general indication that pictures, concrete words, 

and mental imagery instructions aid memory and could potentially enhance attitudes 

towards ads.  The brain may be engaged more fully in the response to an ad when 

imagery is used in advertising combining both verbal and pictorial information.   

A concept derived from mental imagery is the consumption vision (Phillips, 

Olson, & Baumgartner, 1995).  Consumption vision is defined as “a visual image of 

certain product-related behaviors and their consequences” (Walker & Olson, 1994, p. 27).  
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They allow consumers to indirectly experience the outcomes of product use through 

concrete and vivid mental images.  Consumption visions are formed by consumers to 

help them select suitable alternatives, with several factors influencing the formation of 

these visions (Phillips et al., 1995).  Through projecting a “possible self” into a future 

consumption scenario, consumers create consumption visions, and mentally consume a 

product before purchase and/or try out alternatives to select the product they believe best 

satisfies their values and goals.  Many of these visions take a narrative form where the 

consumer creates a character, plot and setting within their vision.  Escalas (2004a) 

discusses how narratives structures have two important elements: chronology and 

causality.  Events within narrative stories follow a timeline (plot with beginning, middle, 

and end), and there is some goal within the story.  Consumers then form tangible 

representations of abstract goals, motives, and values, or realistic/ideal goals through 

their consumption visions.  Based on this description, travelers’ consumption visions play 

an important role in trip decision making.  Imaginative processes and their associated 

emotions may influence planning or deciding on what vacation to take (Walters, Sparks, 

& Herington, 2007).  The combination of a concrete-style picture in combination with 

textual content containing instructions to imagine can effectively evoke a tourism 

consumer’s consumption vision.  Methods for measuring consumption visions are closely 

related to those of mental imagery; therefore, this study’s foundation will be based on the 

concept of mental imagery as opposed that of consumption visions. 

Supporting Theories of Mental Imagery 

According to Lee and Gretzel (2012), mental imagery is supported by two 

theories, dual coding theory (Paivio, 1971) and multimedia learning theory (Mayer, 
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1997).  From a dual coding theory perspective, information is best represented and 

processed when presented using a combination of verbal and nonverbal stimuli.  Images 

generated by high imagery words can result in the formation of verbal and imaginal codes 

in memory (Paivio, 1971).  Unnava and Burnkrant (1991) studied the processing of 

verbal information and the role of pictures.  They looked at high versus low imagery 

words accompanied by a picture.  An example of high vs. low imagery words, as 

provided by Unnava and Burnkrant, are the words “table” and “freedom.”  Saying the 

word table more easily evokes a mental image in one’s mind than saying the word 

freedom.  Based on the dual coding model, encoding pictures as imaginal codes in 

memory and representing words as verbal codes (Paivio, 1986), they found that when low 

image verbal information is accompanied by a picture participants could recall more of 

the verbal information.  However, when high imagery verbal information was 

accompanied by a picture, participants did not see an increase in their ability to recall the 

verbal information within the advertisement.  They concluded that internally produced 

visual imagery can substitute for pictures presented externally.   

Similar to dual coding theory, multimedia learning theory presents information in 

two or more formats, and posits that content presented in both audio/verbal and 

visual/pictorial form can result in immersion into that content, in turn making it more 

meaningful (Mayer, 1997; Mayer, 2001).  According to Mayer (2001), cognitive theory 

of multimedia learning is triggered through five steps: “(a) selecting relevant words for 

processing in verbal working memory, (b) selecting relevant images for processing in 

visual working memory, (c) organizing selected words into a verbal mental model, (d) 

organizing selected images into a visual mental model, and (e) integrating verbal and 
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visual representations as well as prior knowledge” (p. 54).  As multimedia continues to 

provide richer environments for learners in a wide variety of formats, the challenge arises 

to effectively combine information that best facilitates learning (Reed, 2006).  In this 

study, the combination of narrative text and a shorter, fast-paced video will best facilitate 

the creation of emotions, mental images, and attachment. 

Mental imagery is connected to other theories, including simulation theory and 

multimedia richness theory.  Simulation theory is a theoretical approach used in 

narrative-based studies.  It was developed by Oatley (1994) to understand how narrative 

entertainment media is received.  Simulation theory posits that there are three different 

means to elicit emotional responses through simulating a story world including: (1) 

sympathy with characters is an affective experience which can lead to emotional 

reactions, (2) past experiences of readers can be reactivated by internal simulations, and 

(3) simply identifying with characters can lead to emotional reactions (Klimmt & 

Vorderer, 2003).  Furthermore, simulation theory advocates that external information is 

not exclude from mental simulations, but rather that mediated stimuli like that of a 

novel’s text are possibly filled in by memories and imagery of the user and potentially 

cognitively reshaped in order to run the simulation.  According to simulation theory, the 

reader creates the plot in their mind based on their past experiences, and stories become 

more convincing and enjoyable.  Other studies discuss simulation theory as a theory 

argue that our own mental state is used to reason and simulate what someone else might 

think or do based on what we might do (Baron-Cohen & Cross, 1992; Biocca & Harms, 

2002; Currie, 1995; Shanton & Goldman, 2010).  Accordingly, simulations could be 

adopted by individuals to represent the emotional state of others.  While not capable of 
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knowing what others think, individuals could simulate emotions of others as if they were 

in the same situation as the other person.  Currie (1995) makes a connection between 

visual imagery and simulation.  Currie suggested that visual imagery is the simulation of 

vision and a kind of imaginative projection.  With this, people have the capability of 

projecting themselves into purely hypothetical situations that they may or may not 

actually be in.  Similarly, Taylor and Schneider (1989) found that simulations can make 

events seem more real or true.  The term mental simulation was introduced into narrative 

processing research by Escalas (2004a, 2004b).  A consumer creates a cognitive assembly 

of a hypothetical scenario based on the chronology and causality of a story.  Moulton and 

Kosslyn (2009) would argue that all imagery is in fact simulation.  This literature makes a 

strong connection between mental imagery and simulations generated from narrative text, 

particularly through the elicitation of emotions; however, this study opts not to use it as 

dual coding theory and multimedia learning theory provide a better overarching 

background to this study.  Situation theory relies heavily on past experiences.  In this 

study participants may rely very little on past experience.  They are viewing content 

about a destination they have never visited and may know little or nothing about beyond 

what is presented to them in the study.   

Mental imagery has been examined in conjunction with media richness theory 

(Segovia & Bailenson, 2009).  Studies on media richness first emerged in the 1980’s to 

suggest that the matching of media characteristics to organizational information 

processing task needs could help managers improve performance (Daft & Lengel, 1986).  

Media richness theory proposes that the use of “richer” media for equivocal tasks will 

improve performance (Dennis & Kinney, 1998).  In terms of media, text can be seen as a 
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“lean” media while video is consider a “rich” media.  A description of media richness can 

be based on four criteria: ability to generate immediate feedback; capability of 

transmitting multiple cues such as graphic symbols or human gestures; greater language 

variety (conveying natural language as opposed to just numeric information); and 

capacity to personalize the message (Daft, Lengel, and Trevino, 1987).  However, media 

richness theory was developed to theorize which media should be most effective and in 

what circumstances, as opposed to theorizing how managers should choose media 

(Dennis & Valacich, 1999).  Since its inception, media richness studies have progressed 

beyond the workplace.  Media richness theory was used to examine false memories of 

children in virtual reality.  Mental imagery stimuli was found to be high in media richness 

as the stimuli can provide feedback, multiple cues, a variety of languages, and a 

personalized perspective (Segovia & Bailenson, 2009).  Additionally, media richness 

theory was used to exam web-based communication technologies such as video blogging 

on YouTube (Harley & Fitzpatrick, 2009) and micro-blogs (Twitter) (Zhoa & Rosson, 

2009).  Social media platforms can be segmented by media richness.  According to 

Kaplan and Haenlein (2010), blogs and collaborative projects such as Wikipedia score 

the lowest since they tend to be text-based.  Content communities such as YouTube and 

social networking sites like Facebook are richer, as they allow pictures, videos and other 

forms of media in addition to text-based communication.  Virtual games and social 

worlds such as World of Warcraft and SecondLife are the richest forms of social media 

as virtual environments attempt to replicate all aspects of face-to-face interactions.  

Although media richness theory was traditionally used to improve work performance, 

recent studies such as Kaplan and Haenlein’s have shown its potential outside the 
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workplace.  As the literature shows, media richness theory provides a foundation to 

understand the influence of media with varying richness, and can help put this study in 

context.  This study examines the influence of media with different degrees of richness 

using the social media platform Facebook.  The media is expected to elicit positive 

emotions and mental imagery processing.  Media richness theory shows how the varying 

richness in media affects the study.  In terms of this study, media richness theory will be 

used in conjunction with and dual-coding theory and multimedia learning theory to 

explain the relationships between emotions, imagery, and attachment in a mobile social 

media context presenting lean and rich media. 

Practical Implications of Mental Imagery 

Mental imagery is an important subject in consumer research, with multiple 

studies having looked at imagery in relation to product placement or advertisement since 

it helps the consumer persuasion process (Lee & Gretzel, 2012; Schlosser, 2003).  Mental 

imagery positively influences attitudes (Rossiter & Percy, 1980), increase satisfaction 

(MacInnis & Price, 1990), increase product attitudes (Lee, Gretzel, & Law, 2010; Miller 

& Stoica, 2004, Rossiter & Percy, 1980), and behavioral intentions (Kim, Kim, & Bolls, 

2013).  Furthermore, Rossiter and Percy (1980) discuss that both visual and auditory 

imagery are capable of increasing a consumers overall product attitude.  It was found that 

advertisements increased a consumer’s product attitude as much by visual content as by 

verbal content.  More important here is that research evidence supports the influence of 

mental imagery processing on tourists' selection of a destination (MacInnis & Price, 

1990; Miller & Stoica, 2003; Oh, Fiore, & Jeoung, 2007; Lee et al, 2010; Lee & Gretzel, 

2012).  MacInnis and Price (1990) identified low consumer experience, the degree to 
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which consumers were familiar with what they would be partaking in on vacation, of 

individuals engaging in imagery processing to be the most satisfied with their vacation.  

Greater levels of elaborated imagery resulted in satisfactory vacation outcomes, even if 

the vacation did not unfold as planned.   

Understanding how both textual and pictorial stimuli influence mental imagery is 

important in the field of tourism.  Use of elaborated imagery is a prevailing part in the 

anticipation of vacation activities, especially for consumers who intend to invest more 

time and money (MacInnis & Price, 1990).  Sensory descriptions have a positive 

influence on the extent of mental imagery experience (Lee, Gretzel, & Law, 2010), and 

extensive mental imagery leads to a greater sense of virtual presence at a destination 

resulting in stronger attitudes about the destination (Lee et al., 2010).  Furthermore, the 

mental imagery construct can be utilized to aid tourists in navigating a destination’s map 

in a virtual context (Go & Gretzel, 2010).  Mental imagery generated through virtual 

spatial experiences can be created through interactive maps which can help tourists learn 

about a destination.  Kim, Kim, and Bolls (2013) exposed study participants to high-

imagery audio and visual text destination ads.  They found visual text advertisements 

produced greater imagery processing as well as arousal, attitude, and behavioral 

intentions than audio advertisements.  Narrative texts in particular have the capability to 

evoke mental imagery (Escalas, 2004a), and thus are included as an integral part of this 

study. Additionally, research has found that mental imagery is better produced by a 

photograph than an artist’s rendering of the same image (Miller & Stoica, 2004).  A 

photograph in Miller and Stoica’s study produced more favorable attitudes towards an ad, 

the brand, and intention to visit a destinations website.  In this study, video as opposed to 
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still images is used to elicit emotions and mental imagery processing.  Goossens (2000) 

suggested that promotional stimuli can be manipulated in numerous forms of media, 

including video, to stimulate mental imagery and emotions, and better understand 

vacation behavioral intentions.     

Measuring Mental Imagery 

Based on empirical evidence that imagery can mediate cognitive and affective 

responses to advertising, Miller, Hadjimarcou, and Miciak (2000) developed a 

multidimensional scale to measure the attributes of advertisement-evoked mental 

imagery.  The developed scale measures mental imagery vividness, quantity, valence and 

sensory modality, attributes considered to be relevant to advertising research.  As defined 

in a review of literature, Miller et al. (2000) identified vividness as relating to the quality 

of imagery, from its clarity, to its intensity and distinctiveness; quantity as the number of 

images evoked by a stimulus as well as the amount of activated memory structures 

holding perceptual information; valence as indicating an individual’s understanding of 

the emotional meaning attached to concrete memories; and sensory modality referring to 

the sensory nature of the imagery, with images being visual, auditory, gustatory, olfactory 

or tactile, or a combination of these sensory stimuli.  In their study, Miller et al. (2000) 

created a 16-item scale found to be reliable in print, radio, and television advertising 

media.  More recently, Frikha and Khrouf (2013) developed a scale to measure 

commercial website customers’ mental imagery when surfing the websites.  Previously 

developed scales were designed within an ads persuasion context and an often one-sided 

sensory aspect. Frikha and Khrouf argue that since sensorial simulations differ by media 

instruments, the webs multi-sensory aspect requires a new scale.   
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Narratives 

As mentioned, mental imagery is a way to process information that can be elicited 

through pictorial stimuli, concrete verbal stimuli, and imagery instructions.  Verbal 

stimuli and instructions to imagine take a narrative form.  Understanding narratives is 

important in many research studies.  Narratives are the most effective means to 

understanding human experiences, which are best understood through understanding 

stories (Tussyadiah, Park, & Fesenmaier, 2011).  Recent studies have looked at narratives 

and how they have the means to evoke mental imagery (Escalas, 2004; Green & Brock, 

2000).  Narrative is an important means by which individuals can make sense of their 

experiences.  According to Padgett and Allen (1997), narrative is “the primary form 

through which people communicate and comprehend experience” (p. 56).  Narratives are 

used by people to understand the world around them (Wiles, Rosenberg, & Kearns, 

2005).  Pace (2008) utilized narrative analysis to examine the content people place on 

YouTube, and showed how this content can be understood as stories.  Through consumer 

generated narratives, potential visitors are able to imagine themselves experiencing a 

destination, thus making narratives an effective promotional tool for influencing their 

decision-making process (Tussyadiah, Park, & Fesenmaier, 2011).   

Recent studies have looked at narratives and how they have the means to evoke 

mental imagery utilizing transportation theory (Green & Brock, 2000).  The concept of 

transportation is similar to that of the consumption vision discussed prior as consumer 

consumption visions often take a narrative form (Phillips et al., 1995).  The idea of 

transportation was initially introduced by Gerrig (1993).  Gerrig described transportation 

as:  
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Someone ("the traveler") is transported, by some means of transportation, as a 

result of performing certain actions. The traveler goes some distance from his or 

her world of origin, which makes some aspects of the world of origin 

inaccessible. The traveler returns to the world of origin, somewhat changed by the 

journey (p 10-11). 

 

Narrative transportation is a mental process in which attention, imagery, and feelings are 

bonded (Green & Brock, 2000).  When individuals read stories, either fiction or 

nonfiction, they may become transported into a narrative world.  Transportation is 

conceived as a convergent process, in which events in the narrative become the primary 

focus of all mental functions.  Readers who experience narrative transportation can 

experience emotions in response to the story they read (Green & Dill, 2013).  In fact, 

emotional reactions, mental imagery, and a loss of access to real-world information are 

all components of transportation.  Media presentations, even fictional narratives, have the 

ability to foster narrative transportation and subsequently influence the beliefs, attitudes, 

and behaviors of individuals (Green & Clark, 2012; Green & Dill, 2013).  In this study, 

presenting a narrative version of a previous visitor’s trip experience to study participants 

will create an emotional reaction, and subsequently stimulate mental imagery processing. 

Transportation is not limited to written material (Green & Brock, 2000).  Within a 

narrative world, listeners, viewers, or any recipient of narrative information can be 

interpreted as the “reader.”  Transportation is an immersion into a text in which negative 

cognitive responding can be reduced.  During transportation readers may be less likely to 

dispute the story claims, hence influencing their beliefs.  The experiences within the 

narrative may seem more like a real experience, and the beliefs of a character within a 

narrative may have a greater influence on readers’ own beliefs.  In sum, narratives are an 

important component of mental imagery research, and understanding the ability of 
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narratives to transport readers can help identify how content on a destination’s Facebook 

page could influence potential visitors.  Given this, some focus on narrative 

transportation follows. 

Green and Brock (2000) utilized Gerrig’s (1993) description of transportation to 

develop a scale measuring its dimensions, including emotional involvement in and 

cognitive attention to the story, feelings of suspense, lack of awareness of surroundings, 

and mental imagery.  A 15 item scale consisting of 11 general question items to measure 

cognitive engagement and affective reactions as well as 4 items to evaluate mental 

imagery was created and measured on a seven-point scale ranging from very much to not 

at all.  Transportation was found to be an instrument in which narratives have the ability 

to change beliefs.  Furthermore, highly transported participants consistently reported 

greater liking for central characters within the story.  Since its inception, several studies 

have incorporated Green and Brock’s (2000) transportation scale into their research 

(Phillips & McQuarrie, 2010; Rozier-Rich & Santos, 2011).  Narrative transportation as a 

route to persuasion can intensify brand experience (Phillips & McQuarrie, 2010), and 

transportation by promotional travel narratives can vary by demographics and be 

negatively affected by skepticism towards the travel narrative (Rozier-Rich & Santos, 

2011).  As an important implication for destination promoters, overall persuasiveness of 

the promotional messages could be negatively influenced by a lack of narrative 

transportation.  Since this study will already incorporate a more elaborate mental imagery 

scale, the narrative transportation scale will not be included in the analysis.  The primary 

rationale for understanding narrative transportation here is to identify the qualities of 

narrative text that are necessary to stimulate emotional reactions and mental imagery. 
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Thus, when using narratives, properly formatting the text is important (Adaval & 

Wyers, 1998; Escalas, 2004a, 2004b; Escalas, Moore, & Britton, 2004; Green & Brock, 

2000; Mattila, 2002; Rozier-Rich & Santos, 2011; Slater & Rouner, 2002; Stafford & 

Day, 1995).  The way in which reader’s process information presented is influenced by 

the format in which a narrative is written, which in turn influences the overall 

persuasiveness of the message.  This can be particularly important within the travel and 

tourism industry.  Travel narratives are an important source of information for tourist 

consumers, and with the increasing number of outlets from which tourists can consume 

travel narratives, destination marketers and managers need to be aware of how narratives 

can affect a potential visitor’s image.  Travel narratives can be found in numerous media 

outlets today, including: print media (e.g., travel guidebooks), television (The Travel 

Channel), radio (travel talk shows), podcasts, in-flight magazines, and an endless array of 

websites (e.g., Travelocity.com, Expedia.com, and Orbitz.com).  Currently there is a lack 

of research pertaining to how consumers process and perceive different types of travel 

narratives (Rozier-Rich & Santos, 2011).   

Narrative marketing plays a significant role in the field of tourism and hospitality 

as products within the field are characterized with their experiential values (Tussyadiah et 

al., 2011).  Tussyadiah and Fesenmaier (2009) advanced the literature on narrative, 

specifically in tourism, by examining the role online travel videos played as mediators of 

tourist experiences.  An increase in the development and advancement of technology-

based mediators such as the internet, smartphones, and digital cameras, make studies like 

that of Tussyadiah and Fesenmaier (2009) possible and relevant.  These mediators have 

an influence on the tourism industry.  Tourist experiences can be facilitated by mobile 
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tourist guides, virtual destinations, virtual travel agents, and images, videos, podcasts, 

and blogs provided on destination and destination marketing organization websites.  New 

multimedia features such as text, images, video streaming, and virtual reality benefit 

users by enhancing and adding value to their tourism experience (Tussyadiah et al., 

2011).  New consumer-generated media, online content created by online users 

themselves, allows the sharing of tourism experiences through social media and social 

networking sites.  Using all videos containing tourism activities in New York City on 

YouTube.com, Tussyadiah and Fesenmaier (2009) showed that videos aided participants 

in recalling past travel memories, provide mental pleasure by stimulating fantasies and 

daydreams, and acted as narrative transportation.  Participants felt so immersed in the 

narratives of the videos that they felt transported.  Potential tourists can benefit from the 

process of information sharing while also having their interest to travel to a destination 

intensified through videos.  It was found that viewing an attraction in a video can lead to 

viewers adding the attraction to their itinerary.  Tourists visiting attractions in a video can 

signify that the attraction is worth viewing (Tussyadiah et al., 2011).   

Several studies have examined how narratives impact a tourism destination 

(Guthrie & Anderson, 2010; Tussyadiah et al., 2011).  According to Guthrie and 

Anderson (2010), most research on narratives has tended to focus on post experience 

narratives, capturing narratives sometime after an event or experience has occurred.  This 

potentially leads to narratives that may be unconsciously manipulated by various post 

visit images or a distortion of memory.  They argue that capturing narratives “on the 

spot” can better capture an experience before this manipulation occurs, providing a better 

understanding of how visitors understand and talk about a destination.  Narratives can 
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have the ability to develop a better understanding about the attraction of existing tourist 

destinations and potential attraction of new destinations (Guthrie & Anderson, 2010).  

Karapanos, Barreto, Nisi, and Niforatos (2012) examined how people at locations 

depicted in videos could have an immersive experience when accessing location aware 

narratives through mobile computing.  They found that location aware narratives 

significantly influenced immersion into the story and mental imagery when participants 

were at the location as opposed to a location that looked similar.  In this study, it is 

argued that visitor narratives can influence a visitors experience prior to their visit, as 

narratives have the ability to stimulate emotions (Green & Dill, 2013) in addition to 

stimulating mental imagery (Green & Brock, 2000).  The remaining literature review 

discusses place attachment, how creating emotions and stimulating mental imagery 

processing can influence attachment, and the role that technology and media plays. 

Place Attachment 

Place research began in the 1970s with the research of two geographers, Tuan 

(1975, 1977) and Relph (1976).  Tuan (1977) argued that an undistinguished space 

becomes a place through personal experiences.  A place could be conceptualized as a 

geographic location, made of material form, which has meaning and value (Gieryn, 

2000).  Trentelman (2009) discussed that scholars have used two overarching concepts 

when discussing place, “sense of place” and “place attachment.”  Sense of place is an 

inclusive concept with “a personal orientation toward place, in which one’s 

understanding of place and one’s feelings about place become fused in the context of 

environmental meaning” (Hummon, 1992, p. 262).  Meanings of a place can be captured 

by how attached an individual is to that place (Williams, Patterson & Roggenbuck, 1992).  
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Dissimilar from sense of place, attachment implies a positive relationship with a place 

(Trentelman).  Place attachment is a multi-dimensional concept that can be understood as 

a bond or link that exists between people and places, and is generally understood to form 

after an individual has experienced a place (Hidalgo & Hernandez, 2001).  Two of these 

dimensions, place identity and place dependence, described by Williams and Roggenbuck 

(1989), appear most frequently in the literature (Bricker & Kerstetter, 2000; Moore & 

Graefe, 1994; Warzecha & Lime, 2001, Williams & Vaske, 2003).  Place dependence, 

refers to the ability of a place to fulfill a functional need given other alternatives 

(Williams et al., 1992).  In other words, a place may be valued because an individual 

depends on it for its unique ability to aid certain needs and desires.  The second 

dimension, place identity describes the deep connection between a place and an 

individual’s personal identity (Proshansky, 1978).  Place identity is defined as “a sub-

structure of the self-identity of the person consisting of broadly conceived cognitions 

about the physical world in which the individual lives” (Proshansky, Fabian & Kaminoff, 

1983, p. 59).  In other words, places allow for individuals to express and affirm their 

identities (Kyle, Graefe, & Manning, 2005).  The focus here is on how place contributes 

to the psychological construct of identity.  The two-dimensional model of place 

attachment was shown to be valid and generalizable across several settings by Williams 

and Vaske (2003).   

While most studies focus on place dependence and place identity, Kyle et al., 

2005) introduced social bonding as a third dimension of place attachment.  This third 

dimension was derived from an interactionist-based theory of place attachment, which 

states that past, current, and future interactions with a setting are likely to lead to meaning 
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development of social relationships and ultimately place attachment.  According to Kyle 

et al. (2005), if meaningful social relationships occur and are maintained in specific 

settings, then those settings should share some of the meaning given that they provide the 

opportunity for these relationships and shared experiences to occur.  In other words, the 

meanings associated with a setting do not result only from the physical characteristics or 

attributes of the setting but also from the social relationships it supports.  In some 

instances, social bonding can be the primary source of meaning. 

Hammitt, Backlund, and Bixler (2006) developed a five dimensional model of 

place attachment.  This model incorporated the conventional two dimensions of place 

dependence and place identity, as well as three additional dimensions - familiarity, 

belongingness, and rootedness.  Place familiarity included memories, cognitions and 

environmental images that result from acquaintances and remembrances associated with 

places (Hammitt et al., 2006) and parallels social bonding described by Kyle et al. (2005).  

Place belongingness was described as a feeling of membership or connection with a place 

(Mesch and Manor, 1998; Milligan, 1998).  Finally, place rootedness was described as a 

very strong and focused bond that can be compared to the feeling of fully being at home 

(Hammitt et al.).  While interesting to note these additional dimensions of place 

attachment, this study is exploratory in nature.  Therefore, the primary focus here is on 

the place dependence, place identity, and social bonding dimensions. 

Kyle et al. tested three variations of the place attachment model using the 

dimensions of place dependence, place identity, and social bonding, including: (1) a 

single factor model in which the three constructs of place identity, place dependence, and 

social bonding were loaded onto one factor of place attachment, (2) a first order, three 
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factor correlated model allowing the dimensions to differ, and (3) a second order model 

where the three constructs of place attachment were first order factors loading onto a one 

second order factor, place attachment.  Both of the first two models were supported in 

their study; however, based on their review of literature they opted to keep the first order, 

three factor correlated model that allowed place identity, place dependence, and social 

bonding to differ within individuals.  Previous literature suggested similar responses are 

not elicited by place identity and place dependence in association with other variables.  

Based on Kyle et al.’s study and previous literature, this study will utilize a first order, 

three factor correlated model to examine the dimensions of place identity, place 

dependence, and social bonding. 

Place attachment and tourism 

Several studies have explored place attachment in a recreation context (Bricker & 

Kerstetter, 2000; Moore & Graefe, 1994; Williams & Roggenbuck, 1989), but this 

concept was only recently applied in a tourism context.  Traditionally, tourism studies 

have focused on characteristics of a destination’s setting and facilities, not attachment 

(Hu & Ritchie, 1993).  Previously only a handful of studies had looked at a tourists’ 

destination attachment (Gross, Brien, & Brown, 2008; Gross & Brown, 2008; Hwang, 

Lee & Chen, 2005; Hou, Lin & Morais, 2005; Lee, 2001; Lee & Allen, 1999; Yuksel, 

Yuksel, & Bilim, 2009), but studies on tourists and attachment have become more 

prevalent recently (Prayag & Ryan, 2012; Seabra, Silva, & Abrantes, 2012, Silva, 

Kastenholz, & Abrantes, 2013; Tsai, 2012).  Studies on tourists and attachment have 

concluded that identifying why visitors form attachments with destinations can have 

important implications for destination managers and marketers (Gross et al., 2008; Gross 
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& Brown, 2008; Lee & Allen, 1999).  Because of its ability to drive high revisit 

frequency, place attachment is a distinctive strength of tourism marketing (Tsai, 2012).  

Attachment research can capture the emotional meaning that tourists associate with the 

places they visit and experience; with tourists attaching symbolic meanings to the 

destinations they visit (Lee & Allen, 1999).  Attachment to a destination is related to 

travel-related variables like destination loyalty (Prayag & Ryan, 2012), involvement 

(Gross & Brown, 2008; Seabra et al., 2012), destination attractiveness, and perceptions of 

visiting a destination as a family tradition (Lee & Allen, 1999).   

An important component in creating place, place meaning, and place attachment 

as just discussed, is social interaction (Manzo, 2008; Stokowski, 2002; Stokowski, 2008; 

Williams, 2008).  Places are not mere geographic locations, but rather fluid and variable 

contexts of social interaction and meaning (Stokowski, 2002).  A social sense of place 

relies on the intersection of social relationships, interactions, and contexts; with language 

playing an essential role in the development of place meanings (Stokowski, 2008).  When 

created through language practices, sense of place is seen as imaginative social 

productions.  Language can be seen as an integral part of place and place meaning 

creation, as people use language to talk about places and speak or act them into existence.  

Myth-making, argumentation, visual symbolism, and other narrative used to remember a 

place, are examples of how language can be utilized to create places and their meanings.   

Shared experiences, stories, and broad cultural narratives are important in 

creating, altering, and passing on place meanings within a specific population (Williams, 

2008).  Manzo’s (2008) review of literature discusses the importance of social 

dimensions of place attachment (Clark & Stein, 2003; Hummon, 1992; Stewart, Liebert, 
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& Larkin, 2003).  Place meanings develop through social processes regardless of whether 

or not there is any agreement on what a place means (Manzo, 2008).  Kyle and Johnson’s 

(2008) review of literature found that the interactions individuals have with a place can 

shape the personal meanings they ascribe to them and their setting preferences 

(Eisenhaurer, Krannich, & Blahna, 2000; Hammitt, Backlund, & Bixler, 2004; Milligan, 

1998; Tuan, 1977; Vorkinn & Riese, 2001).  Places carry meaning and relevance when a 

personal connection is made to the place either through personal experiences, cultural 

heritage, or both (Kyle & Johnson, 2008). 

 Research by Kyle, Bricker, Graefe, and Wickham (2004) used a sample of hikers, 

boaters, and anglers while examining the relationship between activity involvement and 

place attachment.  Their findings suggest the possibility for recreationists to form 

emotional attachments to settings without being dependent on the setting.  The authors 

also indicate it could be possible to have extensive involvement with a setting with little 

use history and vice versa.  These findings are significant for this study as they highlight 

the ability to become attached to a place with little in person experience.  Furthermore, 

Kyle, Mowen, and Tarrant (2004) have provided theoretical support that place 

attachments can form prior to visiting a place.  The authors argue that positive 

psychological, social, and physiological outcomes experienced as a result of viewing 

images of natural environments can result in attachments forming over time to those 

settings.  This study will attempt to gauge attachments in a similar manner.  Participants 

will be exposed to media content in order to generate positive emotions and greater 

mental imagery processing, resulting in a positive increase in place attachment. 
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Linking Emotions to Place Attachment 

According to Pullman and Gross (2004), experiences we have are inherently 

emotional.  Likewise, emotional bonds people create with a place are created through 

experiences and referred to as attachments (Hidalgo & Hernandez, 2001).  Magai (1999) 

compared Bowlby’s (1969) attachment theory to Tomkins (1984) affect theory in a 

review of theories of human development, noting the similarities they share with respect 

to the importance of emotions and feelings.  In a review of the theories, Magai 

highlighted that emotions are primarily facial expressions and other behaviors in 

Tomkins’s theory, while Bowlby sees these expressions as part of a set of attachment 

signals.  When studying attachment, emotions experienced during the development of 

attachments need to better understood.  The understanding of emotions can aid 

destination managers and marketers in improving planning decisions and more fully 

understanding consumers’ views of potential or existing offers (White, 2005).  As an 

emotional state is by definition an integral part of place attachment, this study will look to 

capture positive emotions as the antecedent of forming an emotional bonds (attachment).  

This relationship is expected to be mediated by mental imagery processing. 

Place scholars have identified a variety of factors that influence place attachment.  

Research has shown that as the importance and pleasure obtained from a recreational 

activity increases, so too does participants’ emotional bond with the setting (Kyle, 

Graefe, Manning, & Bacon, 2003).  Similarly, in Kyle et al.’s (2003) study participants’ 

emotional bond with the setting, along with their dependence on the setting to provide 

specific experiences, also increases as their perceived self-expressive value of the activity 

increased.  In recreation research, it was found that experience use history positively 
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influences place identity (Moore & Graefe, 1994).  Autonomy, an individual’s need for 

isolation and solitude, can not only increase outdoor recreation participation, but place 

identity as well (Kyle, Bricker et al., 2004).  Place dependence is positively influenced by 

the distance between a natural setting and the users home (Moore & Graefe, 1994) and 

the health benefits an natural setting can provide (Kyle, Mowen, & Tarrant, 2004).  

Providing leisure activities for groups in a natural setting can influence the development 

of social bonds to a setting (Kyle, Mowen et al., 2004).  Level of activity specialization 

can influence place attachment (Bricker & Kerstetter, 2000), as can personal commitment 

to an activity (Moore & Scott, 2003).  Participants with high specialization in Bricker and 

Kerstetter’s study identified more with a place than participants with low specialization.  

In a tourism context, involvement with a setting (Gross & Brown, 2008), family trips 

(Lee, 2001), destination attractiveness (Hou et al., 2005), and service quality (Alexandris, 

Kouthouris, & Meligdis, 2006). 

Linking Mental Imagery to Place Attachment 

While not directly discussed in research to this point, mental imagery can be 

understood as an important concept in place attachment research.  When people 

experience a place they develop a sense of what that place means to them, and therefore 

have a tendency to form emotional connections to that place.  Meanings of a place can be 

captured by how attached an individual is to that place (Williams, Patterson & 

Roggenbuck, 1992).  Place attachment can be understood as a bond or link that exists 

between people and places (Hidalgo & Hernandez, 2001).  These attachments motivate 

them to return or desire to return to that place again.  By definition, visitors who have 

experienced a place have formed mental representations of the destination.  Knowledge 
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of what factors of a destination result in the formation of attachments can be utilized by 

destination marketing organizations.  For example, if destinations marketers promote 

their destination using images of a particular resource within that destination visitors are 

known to depend on and are attached to, then those images could evoke mental imagery 

and subsequent feelings of attachment that result in them wanting to make a return visit.  

Further, mental imagery could aid place attachment research by stimulating the formation 

of attachment prior to a visitor traveling to the destination for the first time through social 

interaction as discussed by Stokowski (2002).  Williams (2008) further discussed the 

importance of social interactions by stressing the importance of shared experiences, 

stories, and broad cultural narratives in creating, altering, and passing on place meanings 

within a specific population.   

Literature has discussed the ability to experience places before visiting them.  The 

concept of consumption vision is derived from mental imagery (Phillips, Olson, & 

Baumgartner, 1995), and these visions are formed by consumers to help them select 

suitable alternatives, with several factors influencing the formation of these visions.  The 

formation of consumption visions allow consumers to mentally “try out” alternatives and 

select the one believed to provide the most satisfaction for achieving values and goals.  

Through literature suggesting places can be experience through imagery such as 

consumption visions, and social interaction, the importance of understand imagery in the 

context of place attachment becomes evident.  This study examines the influence of 

mental imagery on place identity, place dependence, and social bonding as a mediator 

between positive emotions and the three constructs of place attachment.  As previously 

discussed, using media content to generate positive emotions is expected to stimulate 
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increased mental imagery processing.  The increased mental imagery processing will 

strengthen the emotional bonds participants feel towards a place, thus allowing them to 

more strongly identify with that place.  Mental imagery processing is not expected to 

influence place dependence.  Since place dependence is based on a functional needed, the 

increase in mental imagery processing that is expected to strengthen emotional ties to the 

place will not influence the participants’ perceptions on the destinations ability to meet a 

functional need.  The media content in this study provides more of an overview of what a 

destination has to offer.  If the content focused on a specific activity, participant would 

have a greater chance of seeing the destination as meeting a functional need.  Last, an 

increase in mental imagery processing is expected to positively influence social bonding.  

The narrative text in combination with the video is expected to increase to ability, 

quantity, and vividness of imagery visualized by participants.  The narrative is written in 

a social context (“My friends and I…”), thus the images generated by participates are 

expected to include social interactions at the destination.  The next section discusses 

technology, and its ability to make these connections possible prior to visiting a 

destination. 

Mobile Technology & Social Media 

 

The way people recreate and travel is changing with advancements in technology.  

Information communication technologies (ICTs) have advanced rapidly over the past 

several decades.  We have seen advances in terms of the desktop computer to laptops and 

tablets, and the mobile phone to smartphones.  Advances in ICT are important in tourism.  

In the 1990s it was argued that in the future people would no longer be constrained by 

desktops, and a hand-held device will provide tourists with everything they need to know 
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about where they are in real-time (Abowd, Atkeson, Hong, Long, Kooper, & Pinkerton, 

1997).  Fast-forward to today and handheld devices such as smartphones or tablets can be 

found everywhere, capable of doing anything a desktop can do, maybe more.  Third 

generation (3G) mobile services allow for the sharing of multimedia (picture, video) on 

mobile devices (Buhalis & O’Connor, 2005), and now we have 4G.   

ICT and Mobile Technology Use in Tourism 

ICTs play an important role in tourism.  Tourism websites are often the first place 

tourists go to for information when researching a destination (Schneider & Stangl, 2012), 

while tourism organization and destination competitiveness is becoming more and more 

defined by use of ICTs (Buhalis & O’Connor, 2005).  Recently tourism research has 

shifted focus from a supply side use of ICT (Xiang, Gretzel, & Fesenmaier, 2009) to a 

demand side (Buhalis, 2003; Kah, Vogt, & MacKay, 2008).  Understanding the process 

of how tourists gather information online is now more important than understanding what 

information is presented to them when they search for it online.  MacKay and Vogt’s 

(2012) review of literature further highlights the shift.  Buhalis and O’Connor (2005) 

argued for the development of technologies and business strategies that are consumer 

centric in order to meet the needs of today’s sophisticated and experienced travelers.  

Motivations, experiences and desires of each tourist is different, therefore tourism 

organizations need to develop personalized technology services to address individual 

needs.   

Technology and Experience 

New forms of ICT are affecting the way a tourist experiences a destination.  An 

effective design of information gathering technologies for tourism allows tourists to be 
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more efficient and provides them with a more enjoyable experience (Brown & Chalmers, 

2003).  Numerous studies have examined how ICTs influence the tourist experience 

(Hyun, Lee, & Hu, 2009; Tussyadiah & Fesenmaier, 2009; Wang, Park, & Fesenmaier, 

2011, 2012; Wang & Xiang, 2012).  Tussyadiah and Fesenmaier (2009) discussed how 

online travel videos that represent an experience of a place can mediate the tourist 

experience.  Their study found that online travel videos can act as narrative 

transportation.  This allows a tourist to experience a destination as if they were the 

traveler in the video.  In addition, the videos stimulate fantasies and daydreams, 

providing mental pleasure to viewers.  In a discussion on how popular media influences a 

tourist’s experience, Kim (2012) stated that tourism “is a visual encounter with a place 

that is coded as distant, both spatially and temporally.  When one visits an actual place, 

he or she might therefore feel that the place seems strangely familiar even though he or 

she has never previously visited” (p. 388).  This highlights the possibility of a tourist 

experiencing a place before having visited it.   

Mobile technologies provide a new way for tourists to experience a destination 

(Hyun et al, 2009; Wang, Park, & Fesenmaier, 2011, 2012; Wang & Xiang, 2012).  

Smartphones specifically have received a lot of attention.  Wang, Park, and Fesenmaier 

(2012) posited that smartphones could mediate the tourist experience through storytelling 

customer reviews.  Results from their study found that a tourists’ behavior and emotional 

state can be changed by the use of smartphones.  Sharing experiences, storing memories, 

and gathering information to solve problems can instantly and effectively be supported by 

smartphones.  Tourism businesses need to be aware of how such smartphone use is 

influencing the tourist experience.  As Wang et al.’s (2012) model shows, change in 
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emotional states can alter the tourist experience in any phase of participation (see Figure 

1). 

 

Figure 1. Model by Wang et al. (2012): Mediation mechanism of smartphones in the 

touristic experience. 

The nature of travel has particularly changed by the advancement of mobile 

technologies (Wang & Xiang, 2012).  Mobile technologies allow people to access 

customized service to meet their needs (Katsura & Sheldon, 2008).  The mobile 

applications (apps) market is one of the fastest growing media outlets ever in consumer 

technology (Newark-French, 2011).  According to Murdock (2011), some of the most 

popular travel apps are not travel apps at all, but rather apps for Facebook, Twitter, Skype 

and Google.  In an analysis of apps Kennedy-Eden and Gretzel (2012) identified 7 

categories travel-related apps fall under: navigation, social, marketing, entertainment, 
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security/emergency, transactional, and informational.  While at the destination, mobile 

devices can provide tourists access to numerous travel-related services (Schmidt-Belz, 

Nick, Poslad, & Zipf, 2002).  DMOs can utilize stimuli generated by mobile 

communications to generate greater destination involvement by mobile tourists.  Mobile 

technologies such as smartphones can connect tourists or potential tourists to destinations 

at any time, from anywhere.   

Hyun, Lee, and Hu (2009) examined how virtual tourism experiences can be 

facilitated by mobile applications through mobile narratives and mobile text chats.  A 

virtual experience can be defined as “an experience in a virtual environment using a 

computer-mediated environment and is based upon the concept of ‘telepresence’” (Cho, 

Wang, & Fesenmaier, 2002, p. 3).  According to Hyun et al. (2009), travelers become 

immersed in a destination through real-time virtual experiences.  Mobile technologies are 

at the cutting edge of providing virtual tourism experiences, providing tourists with the 

ability to share experiences through face-to-face communications and video 

instantaneously.  In the pre-trip phase, virtual environments can help tourists gain an 

awareness of a destination through promotional messages and downloading photos and 

videos, and even take virtual tours when comparing destinations that can provide 

potential visitor with a taste of what the destination will offer.  Smartphones will continue 

to play an increased role in shaping visitor behavior with travelers potentially relying 

even more on mobile technology (Wang et al., 2012).  

As the literature shows, technology, and in particular videos, have a prevalent 

impact on the tourist experience.  In fact, all marketers, not just tourism marketers 

recognize the potential value and importance of technology, including the use of videos.  
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According to eMarketer (2012, April 23), North American markets spent $40.2 billion in 

2011 on the production and distribution of content marketing.  Of that, $11.4 billion was 

spent on electronic marketing (websites, email, etc.), while traditional print accounted for 

the majority of the spending ($23.6 billion), and “other” accounted for $5.2 billion.  

Eighty-two percent of North American companies now use websites, following the 

increasing use of digital media by their consumers.  A noteworthy growing segment of 

content marketing is video, used by 52% of the North American companies surveyed.  

While 35% of the companies surveyed plan on investing more in website content in 2012, 

54% plan to increase investments in video.  With the increasing popularity of marketing 

through websites and video, marketers need to understand how videos online can 

influence consumer behavior, particularly as it becomes increasingly easy and popular to 

view video content on mobile devices.  In 2012, eMarketer (2012, April 17) estimated 

37.8 million travels would use mobile internet or app services to research travel options, 

with that number expected to increase to 74.3 million in 2016.   

Social Media 

Social media is a popular ICT that includes a vast amount of video content.  

Social media has become a popular way for consumers to communicate with one another, 

but social media use is also becoming popular with tourism organizations (Dwivedi, 

Yadav, & Venkatesh, 2012; Milano, Baggio, & Piatrelli, 2011).  According to Dwivedi, 

et al. (2012) the most popular social media platforms being used by National Tourism 

Organizations (NTOs) are Facebook, Twitter, YouTube, and Flickr.  Increased social 

media use has led to a move away from traditional forms of advertising (Wright, Khanfar, 

Harrington, & Kizer, 2010).  According to Wright et al. (2010), we are seeing an increase 
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in social media advertising as marketers continue to try to establish more personal 

relationships with customers.  The fluidity of social media allows marketers to stay in 

direct contact with their customers 24 hours a day (Wright et al., 2010).  In their study 

looking at online users and holiday travel, Parra-Lopez, Gutiérrez-Taño, Díaz-Armas, & 

Bulchand-Gidumal (2012) concluded that destinations looking to utilize social media 

platforms as a tool need to increase the users’ benefits, including: fun derived from using 

the tools, better knowledge of the destination, and cost savings.   

The growth in types, uses, and popularity of social media has become extensively 

incorporated into tourism.  Social media needs to be an integral part of a destination’s 

marketing strategy (Guarente, 2010).  Beyond advertising to potential visitors, sites like 

TripAdvisor or other discussion and forum boards give consumers both the opportunity to 

post and review comments on destinations they have visited or are considering visiting.  

The world consumers live in is a narrative one where consumers are not only told stories, 

they write their own (Pace, 2008).  Tourists don’t just use technology to gather 

information and aid with travel decisions; they enjoy the interaction with others through 

engaging in online social relationships, browsing user-generated content, and posting 

their own material (Chung & Buhalis, 2008).  Consumers can gather information about a 

destination from previous with just a click of the button (or tapping of the screen).  

Guarente (2010) highlighted the convergence of social media with smartphones, such as 

instant reviews, twitter and foursquare, as the next major technological trend impacting 

the tourism industry.  This technology allows consumers to access destination specific 

information for anywhere in the world at any time.   
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Within social media, travel blogs have become a means of both expressing views 

towards a destination previously visited and researching a destination for a future trip 

(Gretzel & Yoo, 2008).  Travel and tourism blogs can be a powerful source of both 

positive and negative word of mouth, and come in a variety of forms, including: 

individual, collaborative, corporate, and traditional media (Thevenot, 2007).  They can be 

informative, entertaining, useful in social networking, and credible as sources of 

information (Tan & Chen, 2012), while influencing the decision making process of 

prospective tourists by containing recommendations and future intentions to visit (Volo, 

2010). 

While evidence exists showing the importance of social media in tourism, Xiang 

and Gretzel (2010) identified a lack of existing literature addressing the role of social 

media in online travel information search.  Social media provides a variety of sources that 

allow consumers to share their experiences in different ways.  Parra-López, Bulchand-

Gidumal, Gutiérrez-Taño, and Díaz-Armas (2011) examined how intentions to use social 

media technologies could impact a tourist’s trip organization.  Results of their study 

found that of the 89% of travelers who took photographs, 41% of them posted trip 

photographs online; primarily to SNSs (most popular), instant messaging, online photo 

albums, and personal blogs.  More than half of the participants posted their photos on 

more than one online media outlet.  Gretzel and Yoo’s (2008) study found travel reviews 

are used to inform accommodation decisions, narrow down choices, get inspired at the 

beginning of a trip and confirm decisions, but not so much to inform decisions during a 

trip.  Reviews helped participants increase their confidence and help reduce risk through 

allowing them to image what the destination will be like.   
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Kaplan and Haenlein (2010) differentiated ‘social media’ from concepts such as 

Web 2.0 and user-generated content (UGC), and divided applications currently coined 

social media into several more specific categories:  collaborative projects, blogs, content 

communities, social networking sites (SNSs), virtual game worlds, and virtual social 

worlds.  They identified social media as internet-based applications advanced from the 

premises of Web 2.0 which allow UGC to be created and exchanged.  Boyd and Ellison 

(2008) define SNSs as “web‐based services that allow individuals to (1) construct a 

public or semi‐public profile within a bounded system, (2) articulate a list of other users 

with whom they share a connection, and (3) view and traverse their list of connections 

and those made by others within the system” (p. 211).  The main feature of SNSs is 

visible user profiles that display a list of friends.  Boyd and Ellison discuss that SNSs 

differ from previous online communities in that they focus on people as opposed to 

interests, with users at the center of their own community.  People often join and use 

SNSs to foster connections with others and for their entertainment value (Lin & Lu, 

2011; Shin, 2010). 

Narrative constitutes the majority of social media content.  Tussyadiah and 

Fesenmaier (2009) advanced the literature on narrative within social media and tourism 

by examining the role online travel videos play as mediators of the tourist experience.  

Their study is the result of the increased development of technology-based mediators, and 

the influence those mediators are having in tourism, including: the internet, smartphones, 

and tablets.  Tourist experiences can be facilitated by mobile tourist guides, virtual 

destinations, virtual travel agents, and images, videos, podcasts, and blogs provided on 

destination and destination marketing organization websites.  As Tussyadiah and 
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Fesenmaier (2009) indicate, new multimedia features such as text, images, video 

streaming, and virtual reality benefit users by enhancing and adding value to their tourism 

experience.  New consumer-generated media, online content created by online users 

themselves, allows the sharing of tourism experiences through social media and SNSs.  

Using all videos containing tourism activities in New York City on YouTube.com, results 

of a content analysis showed the videos aided participants in recalling past travel 

memories, provide mental pleasure by stimulating fantasies and daydreams, and acted as 

narrative transportation (Tussyadiah & Fesenmaier, 2009).  In their study participants felt 

so immersed in the narratives of the videos that they felt transported.  Potential tourists 

can benefit from the process of information sharing while also having their interest to 

travel to a destination intensified through videos.  In fact, as Tussyadiah and Fesenmaier 

state, “After watching the videos, viewers planning to visit the city may include the 

attractions portrayed on the videos, whether the attraction is the Empire State Building or 

the subway, in their itineraries.  The videos can signify that a particular sight is worth 

viewing, as it is portrayed to be gazed at by other tourists” (p. 35). 

Viewed from a social psychological perspective, Wang and Fesenmaier (2004) 

found social and hedonic benefits were the primary drivers of participation in online 

travel communities, while levels of active contribution are based on various incentives 

participants may receive.  Qu and Lee’s (2011) found that active participation in an 

online travel community reinforced participants’ sense of belonging to that community, 

which in turn led to strengthened support for the community through positive member 

behaviors.  Increased interaction also produced a strong sense of identity within the 

community.  Members who participated passively in community activities, by being a 
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part of the community but not actively communicating, had an intensified community 

attachment to the online travel community.   

Literature references the ability to experience a place without physically being at 

that place.  Stokowski (2008) concluded her piece by suggesting “virtual” spaces could 

be a useful topic for future analysis in relation to the social construction of place, sense of 

place, and place meanings.  She posits the question, “What techniques of language use 

and conversational practice create senses of place in these settings, and what are the 

implications of these settings for social interaction?” (p 56).  Through literature 

suggesting places can be experienced through media content by stimulating emotions, 

generating mental imagery processing, particularly through narrative; this study 

demonstrates how visitors to a destination can become attached to that destination before 

an actual trip takes place.  A combination of media (text and video) was presented to 

participants in order to stimulated positive emotions.  Experiencing greater positive 

emotions was expected to stimulate greater mental imagery, with increased mental 

imagery leading to higher levels of place identity and social bonding.  Based on the 

literature, the current study aims to further explore the influence of technology on 

dimensions of place attachment.  To do so, this study will examine the impact of viewing 

media content on a destination’s Facebook page using a smartphone.  Understanding the 

influence of mobile technology such as smartphones has become increasingly important 

as people are no longer accessing destination content strictly from the confines of their 

homes.  Literature has shown that smartphones can mediate the tourist experience (Wang, 

Park, & Fesenmaier, 2011, 2012; Wang & Xiang, 2012).  Here, how smartphones can 



49 

mediate the tourist experience in a pre-trip context and influence place attachment is 

examined. 

Based on a review of literature, this study hypothesizes that participants presented 

with a narrative story and fast-paced video posted on the Facebook page of an island 

destination are expected to experience greater positive emotions.  Further, participants 

who experience greater positive emotions are expected to generate more elaborative 

mental images of the destination.  The creation of these mental images will lead to higher 

levels of attachment for the dimensions of place identity and social bonding (see Figure 

2).  No significant relationship is expected between mental imagery and place 

dependence.  As discussed, place dependence is a functional dependence on a place 

(Williams et al., 1992), not contingent upon a visitor’s emotional state, but rather the 

place is valued for its ability to fulfill a utilitarian need.  Because of this, mental imagery 

process is not expected to mediate the relationship between emotions and place 

dependence.  Therefore, the following hypotheses are proposed: 

Hypotheses 

H1: Emotions will be positively influenced by narrative text read on the destination’s 

Facebook page accessed using a smartphone. 

H2: Emotions will be positively influenced by the presence of a video viewed on the 

destination’s Facebook page accessed using a smartphone. 

H2a:  Positive emotions will be greater when narrative text and a fast-paced video are 

present. 

H3: Emotions will mediate the relationship between the destination’s Facebook page 

characteristics (text and video) and mental imagery processing. 
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H3a: Increased levels of positive emotions will positively influence mental imagery 

processing. 

H4a: Place identity will positively increase through increased mental imagery processing. 

H4b: Mental imagery processing will have no significant influence on place dependence. 

H4c: Social bonding will positively increase through increased mental imagery 

processing. 

Figure 2. Conceptual Model. 
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CHAPTER III 

 

METHODS 

 

The preceding literature review makes a strong connection between emotions, mental 

imagery, and place attachment, and the current need in tourism research to better 

understand the influence of mobile technology and social media on these constructs.  This 

study builds on previous literature by examining the relationship between emotions, 

mental imagery, and place attachment through the use of social media on smartphones.  

The following section will discuss the methods used in this study. 

Experimental Design 

As argued here, understanding visitors’ pre-trip experiences is important.  

Knowing how destination videos influence the experience is particularly important.  

Travelers who have had less experience with a particular destination tend to explore more 

video-included information compared to travelers who prefer a combination of text and 

photo information (Lee and Tussyadiah, 2011).  As Lee and Tussyadiah (2011) note, 

video can contain visual, textual, and oral information simultaneously.  Similar to their 

study, this study will consider video visual information to differentiate the format from 

text.  As text and audio will be excluded from videos viewed by participants, this format 

is fitting.   

A 2 (narrative vs. descriptive) x 2 (fast-paced video vs. slow-paced video) 

between-subjects design was used to identify the influence of narrative and video on 

emotions, and subsequently mental imagery processing and place attachment.  For the 

purpose of this experiment a Facebook page was designed to represent an island 

destination.  The island depicted is an existing island located in the southern Caribbean 
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Sea.  It was shown as a sun and sand tourism destination offering numerous sandy 

beaches and water activities.  The study contained four experimental conditions (fast-

paced video/narrative text, fast-paced video/descriptive text, slow-paced video/narrative 

text, slow-paced video/descriptive text).  Four different versions of the same destination’s 

Facebook page represented the four conditions.  All four versions of Facebook page 

showed the same profile pictures and cover photos to control for the effect of still images.  

Links to the destinations ‘About’ section and photos were left active.  Only the pages 

cover photo and profile photo could be found in the ‘Photos’ link.   

The Facebook page presented participants with a fictitious text entry from a 

previous visitor in either descriptive or narrative format: 

Narrative Text: 

My friends and I got back last night from our first trip to [destination]! Wow! 

[destination]is stunningly beautiful!  When we arrived at the airport our cab driver 

took us to a guesthouse located on one of its gorgeous beaches. We spent our 

entire first day at the beach.  Sandy trails surrounded by dense tree cover lead us 

to secluded beaches.  I couldn’t get enough of the endless turquoise water, pink 

tinted sand and dark rock formations along the coast.  On day two we decided to 

go scuba diving.  We hired a local tour provider to take us out on the water.  We 

dove on a shipwreck, saw vibrant reef coral, and colorful fish.  I would definitely 

recommend this to anyone.  Afterwards, we toured a crystal cave with glistening 

formations.  On our last day I ran down to the beach for one last swim before 

heading back to the airport.  [Destination] is a special place.  I absolutely loved it 

and hope to return! ~ Brittany G., [destination] Trip March 5-11, 2013 

Descriptive Text: 

Visitors planning a trip to [destination] for the first time can prepare for a 

relaxing, but adventurous experience.  The island offers quick access to the beach 

as guests can take advantage of one of a dozen beaches.  The island is known for 

its sandy beaches, turquoise water, and amazing views.  For visitors looking to 

escape, the secluded beaches offer fewer crowds and are equally as stunning.  The 

island offers a variety of activities for everyone to enjoy.  For those looking to 

explore, guests can embark on a scuba diving expedition to an offshore reef.  The 

island is surrounded by coral and underwater rock formations.  If you have some 

time and want to partake in a land-based activity, take a tour of one of the islands 
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pristine caves.  However, the islands main attraction is certainly the beaches and 

beautiful ocean waters.  Visitors of all ages will enjoy taking advantage of the 

beaches.  [Destination] provides an experience that will leave you wanting to 

return. ~ Brittany G., [destination] Trip March 5-11, 2013 

As shown, each text entry is similar in length, written by the same person for the same 

time period, and discussed the same destination features.  As discussed, the difference 

lies in how the destination features are presented. 

Increased video pace can facilitate a viewers’ arousal and attention (Grabe et al., 

2003; Lang et al., 1999).  As Bracken, Petty, Guha, & Rubenking (2010) discussed, 

studies often manipulate pace by presenting stimuli in fast-pace and slow-pace versions.  

In Bracken et al.’s study comparing screen size and pace, the highest level of immersion 

was reported by participants in the fast-paced, small screen condition.  In addition, they 

found telepresence can also be induced by small screens.  Video clips chosen for the 

study were based on the criteria of length, speed of motion, and the content representing 

the destination.  Both versions of the video depicted the same scenes with the short video 

showing each scene for approximately half the time.  On a smartphone, videos showed up 

to participants on the main Facebook wall underneath the text written by a previous 

visitor.  Appendix C includes screenshots of all the scenes shown to participants.  The 

following discusses the measures necessary to carry out the purpose of this study. 

Measures 

Emotions.  In this study, emotions are examined as a mediating variable between 

the media content presented on the Facebook page and mental imagery processing.  As 

discussed in the literature, emotions have been measured using numerous scales.  Here, a 

seven-point Likert scale ranging from 1 (not at all) to 7 (very much), utilizing items from 

Mano and Oliver’s (1993) inventory of 40 emotional adjectives to encompass negative 
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and positive emotions generated from participants’ mental images, was used to measure 

emotions.  The inventory includes: enthusiastic, proud, alert, inspired, determined, 

attentive, active, aroused, astonished, surprised, elated, pleased, satisfied, happy, in a 

good mood, calm, at rest, relaxed, quiet, still, quiescent, distressed, upset, guilty, scared, 

hostile, irritable, ashamed, jittery, afraid, sleepy, sluggish, drowsy, unhappy, sad, blue, in 

a bad mood, anxious, fearful and nervous.  For the main study included eight emotion.  

However, the pre-test included all 40 items.  First, the media content in this study was 

designed to elicit positive emotions; however, the initial stages of the study included 

negative emotions to ensure the media content indeed generated positive emotions.  

Second, including too many items in a study can result in participants becoming bored 

(Martin & Eroglu, 1993).  Items were retained with the goal of unidimensionality (Clark 

& Watson, 1995).  According to Clark and Watson, unidimensionality should take 

precedence over internal consistency, with all interitem correlations moderate in 

magnitude.  The number of positive emotions included in the study was reduced to eight 

based on evidence of unidimensionality as well as internal consistency. 

Mental Imagery. The mental imagery construct was measured through an 

adaptation of a scale utilized by Go and Gretzel (2010).  Go and Gretzel utilized items 

from Vorderer, Wirth, Gouveia, Biocca, Saari, Jäncke, et al.’s (2004) special presence 

questionnaire and Blajenkova, Kozevnikov, & Motes (2006) mental imagery 

questionnaire to create their mental imagery scale.  The scale consists of three dimensions 

representing 15-items, including: 1) seven items to measure ease of mental imagery, 2) 

three items to measure quantity of mental imagery, and 3) five items to measure 

vividness (Table 1).  Ease of mental imagery and quantity of mental imagery were 
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measured on a seven-point scale ranging from 1 (strongly disagree) to 7 (strongly agree).  

Vividness was measured on a seven-point semantic differential scale.  The statement 

“The mental imagery I experienced was…” preceded vividness items. 

Table 1 

 

Mental Imagery 

Ease of Mental Imagery 

In my mind’s eye, I was able to clearly see the arrangement of the 

destination described 

I was easily able to imagine being at the destination 

It was easy for me to navigate around the destination in my mind 

without actually being there. 

I had a precisely detailed image of the described surroundings in my 

mind’s eye. 

I could easily imagine the layout of the destination described 

I could picture the destination as though I were actually there 

It was very easy for me to imagine the destination clearly 

Quantity of Mental Imagery 

While looking at the destinations Facebook page, many images came to 

my mind 

While looking at the destinations Facebook page, very few images 

came to my mind 

While looking at the destinations Facebook page, a lot of images came 

to my mind 

Vividness of Mental Imagery 

Vivid:Vague 

Clear:Unclear 

Sharp:Dull 

Intense:Weak 

Well-defined:Fuzzy 
Note: Ease of use and quantity items measured along a 7-point scale where 1 = Strongly 

disagree and 7 = Strongly agree; Vividness measured on a 7-point semantic scale. 

 

Place Attachment. To measure attachment, this study adapted a scale utilized by 

Kyle, Graefe, and Manning (2005).  The scale includes three dimensions, with four items 

to measure place identity, four items for place dependence, and four items for social 

bonding.  The 12-item scale was measured on a seven-point Likert-scale ranging from 1 

(strongly disagree) to (strongly agree) (Table 2).  The dimensions of place identity and 
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place dependence are at the foundation of place attachment research, and reliably and 

validly measure how attached an individual is to a place.  The dimension of social 

bonding has received comparatively less attention.  Due to the social means by which 

participants are expected to be obtaining information about a destination when planning 

their trip, this study aimed to capture the socially derived attachments that may be 

formed. 

Table 2 

 

Place Attachment 

Identity 

The destination means a lot to me 

I am very attached to this destination 

I identify strongly with this destination 

I feel no commitment to this destination (R) 

Dependence 

I would enjoy planning my trip to/traveling to this destination more 

than any other destination 

I would get more satisfaction out of  visiting this destination than from 

visiting any other destination 

Traveling to this destination is more important than traveling to any 

other destination 

I wouldn’t substitute any other destination for the type of activities I 

could do at this destination 

Social Bonding 

I have a lot of fond memories about this destination 

I have a special connection to this destination and the people who 

visit/live there 

I wouldn't tell many people about this destination (R) 

I would bring my friends to [the destination] 
Note: Items measured along a 7-point scale where 1 = strongly disagree and 7 = 

strongly agree. 

R. Reverse coded 

 

Pre-tests 

A pre-test was conducted to test scale validity and reliability using a combination 

of 20 graduate students and students from the same subject pool as the main study.  

Pretest subjects filled out the questionnaire while noting any grammatical errors or 
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confusion in statement wording.  The pre-test data was analyzed to test scale reliability 

using Cronbach’s alpha, and manipulation checks to assess validity.   

Cronbach’s alpha is still one of the mostly popular ways to measure reliability 

despite recent criticism (Sijtsma, 2009).  Here Cronbach’s alpha was used to access the 

internal consistency of items in the constructs of emotions, mental imagery, and place 

identity, place dependence, and social bonding.  As a rule of thumb, alpha levels above 

0.70 were considered acceptable (Nunnally, 1978).  After conducting the pre-test it 

became evident that very few participants would experience any negative emotions.  This 

makes sense, and was expected, since the two forms of text and videos were constructed 

to elicit positive emotions.  Therefore, items measuring negative emotions were removed 

following the pre-test.  The main study retained eight positive emotions.  As previously 

discussed, the interitem correlations of these eight were significant in magnitude, 

providing support for unidimensionality.  For positive emotions using eight items, 

Cronbach’s alpha was 0.945 respectively.  During the pre-test, several participants noted 

that the statement, In my mind’s eye, I was able to clearly see the arrangement of the 

destination described, was confusing and also similar to the statement, I could easily 

imagine the layout of the destination described.  Therefore, based on the pre-test the latter 

was removed from the scale.  Cronbach’s alpha values for the mental imagery construct 

consisting of ease of use (after removing statement one), quantity, and vividness were 

0.947, 0.661 and 0.755 respectively.  Participants also noted that “many” and “a lot” were 

too similar in the quantity construct, thus, “a lot” was changed to “a variety.”  The place 

attachment construct consisting of place dependence, place identity, and social bonding 

generated Cronbach alpha values of 0.820, 0.899, and 0.310 respectively.  All constructs 
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except social bonding had acceptable Cronbach alphas.  Previous literature has discussed 

the low internal reliability tendency of social bonding (Budruk, 2010; Kyle et al., 2005).  

Due to the low sample size of the pre-test and previous having documented the reliability 

issues with social bonding, the construct was retained for the main study.  Mean and 

standard deviation for each item in the pre-test and the Cronbach alpha value for each 

scale are presented in Table 3. 

Table 3  

Descriptive Statistics for Constructs in Pre-Test 

 Scale Items   
Internal 

Consistency 

Construct 

Name 
Item Text Mean SD 

Cronbach’s 

Alpha 

Ease of Use 

I was easily able to imagine being at the destination 5.25 1.56 

.947 

It was easy for me to navigate around the destination in 

my mind without actually being there. 
4.45 1.76 

I had a precisely detailed image of the described 

surroundings in my mind’s eye. 
4.60 1.90 

I could easily imagine the layout of the destination 

described 
4.47 1.74 

I could picture the destination as though I were actually 

there 
5.05 1.70 

It was very easy for me to imagine the destination 

clearly 
5.28 1.45 

Quantity 

While looking at the destinations Facebook page, many 

images came to my mind 
5.40 1.39 

.661 
While looking at the destinations Facebook page, very 

few images came to my mind (R) 
5.65 1.87 

While looking at the destinations Facebook page, a lot 

of images came to my mind 
5.10 1.55 

Vividness 

Vivid:Vague 2.65 1.27 

.755 

Clear:Unclear 2.45 0.95 

Sharp:Dull 3.00 0.97 

Intense:Weak 3.25 1.16 

Well-defined:Fuzzy 3.10 1.37 
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Note: Ease of use, Quantity, place identity, place dependence, and social bonding items measured along a 

7-point scale where 1 = Strongly disagree and 7 = Strongly agree; Vividness measured on a 7-point 

semantic scale. 

 

Pre-test Manipulation Checks 

The study required several manipulation checks during the pre-test.  Ten students 

from the same subject pool as the main study were recruited to conduct a series of 

manipulation checks prior to the pre-tests.  First, manipulation checks were conducted to 

assess whether subjects could recognize a difference between the pace of the two videos 

and a difference between the narrative and descriptive text.  Second, the realism of the 

destinations Facebook page was assessed, including: the profile and cover photo, 

description of the destination in the about section, and the overall layout of the page.  In 

Table 3 Continued    

     

Positive 

Emotions 

Interested 4.79 1.65 

.945 

Excited 4.37 1.38 

Enthusiastic 4.42 1.68 

Inspired 4.63 1.83 

Attentive 4.11 1.66 

Happy 4.79 1.75 

In a good mood 5.11 1.66 

Calm 5.42 1.81 

Place 

Identity 

The destination means a lot to me 2.60 1.50 

.820 
I am very attached to this destination 2.60 1.67 

I identify strongly with this destination 2.55 1.85 

I feel no commitment to this destination (R) 2.55 1.82 

Place 

Dependence 

I would enjoy planning my trip to/traveling to this 

destination more than any other destination 
3.85 1.84 

.899 

I would get more satisfaction out of  visiting this 

destination than from visiting any other destination 
3.00 1.78 

Traveling to this destination is more important than 

traveling to any other destination 
2.50 1.64 

I wouldn’t substitute any other destination for the type 

of activities I could do at this destination 
2.35 1.66 

Social 

Bonding 

I have a lot of fond memories about this destination 2.10 1.52 

.310 

I have a special connection to this destination and the 

people who visit/live there 
1.70 1.30 

I wouldn't tell many people about this destination (R) 3.50 1.85 

I would bring my friends to the destination 4.45 1.40 
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addition, manipulation checks were used to determine if the amount of time it took to 

read the text and watch the video was reasonable.  After conducting the manipulation 

checks, the texts were slightly altered and shortened to make them more realistic, and 

scenes were added to the videos for the same reason.  Overall, the participants indicated 

the Facebook page appeared real.  As a manipulation check during the main study, 

participants were asked if they watched the video, read the text, and if they had 

previously visited the destination depicted in the study.   

Participants 

As the intent of the study was to test the proposed theoretical model using an 

experimental design, a student sample was considered sufficient.  Participants were 

recruited through primarily recreation and tourism classes, one business class, and from 

communal areas at a large southwestern university.  As an incentive, participating 

students were entered into a drawing to win one of four $20 gift cards.  Overall, 417 

students out of 452 (92.3%) participated in the study.  Some classes were sampled at the 

end of the class period.  This resulted in a loss of some participants who could not stay 

after class to participate.  Fourteen classes were used to collect the data.  Classes were 

randomly assigned to one of the four conditions in three cycles.  At the end of the study 

two conditions had fewer participants.  Therefore, two additional classes were randomly 

assigned to one of the two conditions in order to achieve a more equal sample across all 

conditions.  To avoid confusion experienced by participants during the manipulation 

check, participants in the main study were informed that the current video on the page did 

not include audio.  Despite being provide with instructions to read a post from a previous 

visitor describing their trip and then to watch the video, 55 participants indicated on their 
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questionnaire that they either did not read the entry or did not watch the video.  Their 

responses were excluded from the study.  In addition, 13 participants indicated they had 

previously visited the destination and hence their responses were excluded, and another 

cases were removed during a missing data analysis.  In total, 343 responses were usable 

for the analysis.  In total there were 87 participants in condition 1; 81 in condition 2; 82 

in condition 3; and 93 participants in condition 4 after conducting the manipulation 

checks and assessing the missing data. 

Procedure 

All participants were randomly assigned to view one of the four versions of the 

destination’s Facebook page and asked to explore the page for approximately 3 minutes.  

Participants were asked to open the Facebook app on their smartphone and use the search 

feature to find the destination.  A thumbnail image of the destinations profile picture was 

included on the first page of the survey along with instructions for finding the page to 

help participants access it quickly.  During the search, subjects were informed that the 

main wall of the Facebook page currently highlighted a trip review from a previous 

visitor and a video featuring the islands attractions.  Upon accessing the destinations 

page, subjects were then asked to view the contents of the page.  After reading the trip 

review and watching the video, subjects were provided with a paper questionnaire to fill 

out.   

Data Analysis 

Prior to analyzing the model, the data will be cleaned and assessed for normality 

and homogeneity of variance.  Missing data will be dealt with using regression 

estimation.  Normality is assessed by analyzing skewness and kurtosis, while Levene’s 
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test will be used to determine homogeneity of variance.  Descriptive analysis was utilized 

to report the statistics of items measured in the study.  The hypothesized relationships 

between media content, positive emotions, mental imagery processing, and the place 

attachment constructs of place identity, place dependence and social bonding were tested 

by means of structural equation modeling (SEM) using AMOS 20.0.  AMOS 20.0 has the 

advantage of being part of the SPSS 21.0 package, allowing for convenient analysis of 

this study’s collected data.  The process used for constructing and analyzing the structural 

equation model is outlined below. 

Structural Equation Modeling Process 

 

Structural equation modeling was used in this study to test the hypotheses of the 

proposed model.  SEM is a statistical technique that establishes measurement models as 

well as structural models (Nusair & Hua, 2010).  SEM is a combination of factor analysis 

and path analysis.  SEM is still a relatively new statistical technique that is growing in 

popularity in tourism research (Chi & Qu, 2008; Gross & Brown; Lee & Gretzel, 2012; 

Mehmetoglu, 2012; Nusair & Hua, 2010).  Nusair and Hua (2010) discuss SEM as a 

potential tool to advance tourism research by providing a better option to examine 

relationships between latent variables in a study. Structural equation modeling allows 

researchers a comprehensive way to assess, modify, and further theoretical models and 

theory development (Anderson & Gerbing, 1988).  The advantage of SEM is its ability to 

measure latent constructs and evaluate the paths of the hypothesized relationships 

between those constructs (Klem, 2000).  Overall, SEM provides the advantage of 

estimating a series of multiple regression equations simultaneously with one 
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comprehensive model, integrating latent variables into the analysis while accounting for 

measurement errors in the estimation process (Hair, Anderson, Tatham, & Black, 1998).   

Anderson and Gerbing (1988) advocated for a two-step approach to structural 

equation modeling using nested models and sequential chi-square difference steps as 

opposed to a one-step approach in which a measurement model and structural submodels 

are estimated simultaneously.  The measurement model should be estimated prior to this 

simultaneous estimation.  The assessment of the measurement model lets the researcher 

examine whether the constructs have been measured accurately, while the ensuing 

assessment of the structural model allows for the examination of the model’s explanatory 

power (Cool, Dierickx, & Jemison, 1989).  This two-phase approach in which the 

measurement model was assessed prior to the structural model was used in this study.  

Parceling 

Prior to assessing the measurement model, this study incorporated parcels into the 

model for measuring the mental imagery construct.  Numerous studies across multiple 

disciplines have used parceling in the building of structural equation models (Anderson & 

Gerbing, 1984; Bandalos, 2002; Ding, Velicer, & Harlow, 1995; Hall, Snell, & Foust, 

1999; Lee et al., 2012).  Item parceling was originally presented by Cattell (1956).  

Parceling is a process in which item responses are combined into subscales before the 

analysis, usually done by averaging or summing items scores into parcel scores (Meade 

& Kroustalis, 2005).  Several studies have used theoretical and empirical reasons to 

combine item-level responses into parcels, which can be used as indicators in structural 

equation models (Hall et al., 1999).  These parcels reflect a factor dimension or latent 

construct.  More accurate parameter estimates are produced by parceling (Hall et al., 
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1999), improve model fit (Bandalos, 2002), deal with problems associated with needing 

large sample sizes, address nonnormal measured items (Bagozzi & Heatherton, 1994), 

and problems of unreliability (Cattell & Burdsal, 1975).  Further research has suggested 

that as the number of indicators per factor increase, the value of several commonly used 

fit indices can decrease (Anderson & Gerbing, 1984; Ding et al., 1995).  This problem 

can be avoided by reducing the indicator/factor ratio (Bagozzi & Edwards, 1998).  An 

increased number of indicators also results in more free parameters, requiring an increase 

in sample size (Hall et al., 1999).  Parceling becomes attractive since parceling items 

reduces the number of indicators, thus reduce the sample size requirements, while also 

resolving issues with nonnormal data.  When using item parcels in confirmatory factor 

analysis (CFA), model estimates and fit can be improved (Meade & Kroustalis (2005).  

Ultimately, the appropriateness of sample size in SEM is linked to the size of the model 

to be estimated, and more specifically to the number of parameters estimated in the 

model (Tanaka, 1987). 

Research on parceling has shown that some guidelines should be followed when 

using parceling.  Bagozzi and Edwards (1998) found item parcels may actually best 

represent some multifaceted scales, but suggested that parceled items be unidimensional, 

while indicating that parceling rules should also require that items parceled be at the same 

level of specificity and be independent observations from items in other parcels.  

Parceling should also be based on a strategy as opposed to being done just for the sake of 

the model.  Hall, Snell, & Foust (1999) parceled items with shared uniqueness based on 

the concept of external consistency.  The parceling strategy worked when the unmodeled 

secondary influence was related to indicators of only one latent construct.  The “content 
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oriented strategy” is an approach to parceling in which items are assigned to parceling 

based on existing theory and rational judgment, and is the recommended strategy for 

creating parcels from multidimensional scales where subsets of items measure a unique 

construct. (Hallak, Assaker, & O’Connor, 2012; Landis, Beal, & Tesluk, 2000).  In this 

study, the content oriented strategy was used to parcel items within the multidimensional 

scale of mental imagery.  Three parcels were created representing three unique 

constructs: ease of use, quantity, and vividness.  When parceling items, parceled items 

should be unidimensional, with an exploratory factor analysis (EFA) showing the items 

have strong factor loading on a single-factor (Hall et al., 1999).   

It should be noted that several studies have identified problems with parceling, 

ranging from erroneously indicating measurement invariance (Meade & Kroustalis, 

2005), parceling together items influenced by different factors and distributions can 

created parameter estimate bias (Bandalos, 2008), and masking rather than correcting 

model misfit (Bandalos, 2002; Hall et al., 1999).  Ding et al. (1995) found that improper 

solutions in SEM decreased when N increased, while improper solutions occurred more 

frequently when p/r =2 and N was less than 100.  Ding et al. recommend using a 

minimum of three indicators per factor and a sample size of at least 100 in SEM.  

However, their finding for improper solutions when p/r=2 sample sizes less than 100.  In 

this study, the content oriented strategy was used to avoid common pitfalls of parceling.  

In addition, this study’s sample was much greater than 100 (N=343).   

Measurement Model 

As mentioned, SEM is a two-step process.  Before assessing the SEM, the 

adequacy of the measurement model is measured using confirmatory factor analysis 
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(CFA).  CFA was done in this study using AMOS 20.0.  A CFA model identifies the 

hypothesized relations of the observed variables to the primary constructs, with the 

constructs being allowed to intercorrelate freely (Anderson & Gerbing, 1988).  

Relationships among observed variables and latent variables are analyzed and identified 

in the measurement model (Nusair & Hua, 2010).  Modeling is often considered a four 

stage process involving model specification, model estimation, model evaluation, and 

model modification (Ullman & Bentler, 2001).  In the CFA process the research must 

first specify the model by identifying which relationships among variables will be 

examined, and how they will be specified in the model based on theoretical or empirical 

support (Nusair & Hua, 2010).   

Once the CFA model is specified, model modifications are then made if 

necessary.  Finally, the measurement model is established and assessed for overall model 

fit using several measures of goodness-of-fit indices.  Choosing the proper goodness-of-

fit measures depends on the parameter estimation method used.  The most widely used 

estimation method is Maximum Likelihood Estimation (ML), and is often the default 

estimator on most software programs (Schermelleh-Engel, Moosbrugger, & Müller, 

2003).  Consequently, this study employed ML as the parameter estimation method. 

Goodness of Fit Indices 

SEM uses numerous measures of goodness-of-fit, including: 
2
, 

2
/   ratio, 

comparative fit index (CFI), normed fit index (NFI), root mean-square error of 

approximation (RMSEA), and incremental fit index (IFI).  Since no single statistical 

significance text exists in SEM that can pinpoint a correct model given the sample data, 

multiple goodness-of-fit indices are provide to assess the consistency of the model with 
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the empirical data (Browne & Cudeck, 1993; Hu & Bentler, 1999; Schermelleh-Engel, 

Moosbrugger, & Müller, 2003).  Only the 
2
 test is an inferential statistic with a 

subsequent significance test from which conclusions can be drawn.  A significant 
2
 in an 

indication of an inadequate fit, but its value is influenced by sample size (Bollen, 1989).  

Other measures of fit are descriptive, but necessary to account for the drawbacks of 
2
 

(Fan et al., 1999; Schermelleh-Engel et al., 2003).  Iacobucci (2010) also points out that 

researchers tend to agree that chi-squared (
2
), the standardized root mean square residual 

(SRMR), and the comparative fit index (CFI) should be reported.  According to 

Schermelleh-Engel et al. (2003), CFI, normal fit index (NFI), goodness-of-fit index 

(GFI), and the adjusted goodness-of-fit index (AGFI) are measures often used based on 

model comparison.  In this study, criteria including GFI ≥ 0.95 (Kline, 1998), AGFI ≥ 

0.90 (Jöreskog and Sörbom, 1993), IFI ≥ 0.95, NFI ≥ 0.95 (Kaplan, 2000), CFI ≥ 0.95 

(Hu & Bentler, 1998), and RMSEA < 0.05 (Brown & Cudeck, 1993) was used to define 

good fit.  Then, parameters of the specified model are estimated.  After assessing the 

measurement model, the structural model is assessed.   

Dummy Variable Coding 

 In this study, the independent variables are media content (text and video).  These 

variables were unobserved in the study, and thus dummy coded variables need to be 

created in order to observe their effects.  Dummy coding requires assigning numbers to 

indicate group membership within a category.  In this study there are two categories, text 

and video, with two groups in each category.  Therefore, two new variables were created 

to represent text (1=narrative, 0=descriptive) and video (1=short/fast-paced, 0=long/slow-

paced).  The codes of 1’s and 0’s were used to represent group membership within the 
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new variables.  A third variable was created to represent the interaction of these two 

dummy variables by multiplying them by each other (text × video).  Narrative and the 

short video were both coded 1 for the purpose of interpreting the results.  If the dummy 

variables have significant positive correlation with the mediating variable of emotions, or 

even directly with mental imagery processing, based on this coding it will be an 

indication that narrative text, the short video, or the interaction of the two significantly 

influences participants.   
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CHAPTER IV 

 

RESULTS 

 

This study’s results present the hypothesized overall relationships between the influence 

of media content (e.g., narrative text and video) on positive emotions, mental imagery 

processing, and ultimately on attachment to a destination.  It was posited that positive 

emotions could be effectively evoked by media content viewed on a destinations 

Facebook page using a smartphone.  This in turn would generate more elaborative 

(greater) mental imagery processing, significantly influencing levels of place 

attachments.  

First Steps 

 As previously mentioned, 68 cases were removed based on the inclusion of these 

manipulation checks.  Students were provided specific instructions to read the text and 

watch the video.  It may be possible that they did indeed read the text and watched the 

video, and erroneously checked these boxes; but regardless, these cases were removed to 

maintain the integrity of the study.  Upon completing the data collection and removing 

cases based on the manipulation check, a missing data analysis was conducted.  Thanks 

in part to being able to sample a captive audience, there was very little missing data.  

Only seven cases were removed in which participants did not respond to multiple items.  

Missing data for the remaining cases was replaced using the regression estimation 

technique.  It should be noted that with how little missing data there was, all techniques 

for replacing missing data using SPSS produced the same results.   

 After replacing the missing data, assumptions of normality and homogeneity of 

variance were examined.  Table 4 presents the means, standard deviations, skewness, and 
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kurtosis of all variables examined in the study.  Skewness and kurtosis were quite low for 

all variables.  Kline (1998) suggested that in order to assume normality, skewness and 

kurtosis should be cutoff at values not exceeding 3.0 and 8.0 respectively.  In this study, 

univariate skeweness ranged from -.906 to .611 while kurtosis ranged from -.900 to .484 

for all variables.  No skewness or kurtosis values surpassed -1 or 1.  To further ensure the 

data is normally distributed, Levene’s test is used to examine homogeneity of variance 

(Levene, 1960).  Levene’s test is powerful and robust test to nonnormality, and a popular 

tool for checking the homogeneity of variance (Gastwirth, Gel, & Miao, 2009).  When 

used for analysis, a significant result would indicate that the variances are not equal.  In 

this study, Levene’s test for homogeneity of variance on all variables was not statistically 

significant.  Based on these results, the analysis proceeded under the assumption that the 

data is normally distributed and the scores are roughly similar. 

Examining the means in Table 4 provides some insight on the anticipated results.  

The means for emotions were fairly high, ranging from 4.34 to 5.27 on a seven-point 

Likert scale.  Similarly, the means of all items with the mental imagery constructs were 

high, ranging from 4.68 to 5.43.  These results show that participants were likely to 

experience positive emotions while viewing the Facebook page, and were able to easily 

generate both many and a variety of vivid images in their mind.  Overall, items related to 

place attachment had lower means compared to emotions and imagery.  Within place 

identity and place attachment, not item had a mean greater than 3.49.  Based on the scale 

used in this study, these findings would suggest that participants were indifferent about 

their attachment to the destination.  The means of social bonding tell a different story.  

Only one item, social bonding 2, had a low mean (2.61).  The means of the other three 
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items were 4.34, 4.76, and 5.28.  These results suggest that while viewing the Facebook 

page was not likely to create any meaning for the individual on a personal level, the 

destination was likely to support socially derived meanings.  The following will now 

analyze the measurement model and SEM to further explore the relationships of the 

variables in this study. 

Table 4  

 

Descriptive Statistics for Main Study 

 

 Construct 

Name 
Item Mean SD Skewness Kurtosis 

Cronbach’s 

Alpha 

 

Emotions 
Positive 

Emotions 

Em1 5.01 1.49 -.446 -.501 

.942 

 

Em2 4.45 1.58 -.005 -.766  

Em3 4.34 1.61 -.019 -.760  

Em4 4.36 1.67 -.161 -.814  

Em5 4.41 1.54 -.125 -.446  

Em6 5.02 1.38 -.443 -.220  

Em7 5.17 1.39 -.636 .159  

Em8 5.27 1.37 -.669 .279  

Mental 

Imagery 

Ease of 

Imagery 

Ease1 5.39 1.49 -.906 .409 

.938 

 

Ease2 4.68 1.51 -.138 -.707  

Ease3 5.06 1.45 -.387 -.542  

Ease4 4.84 1.52 -.316 -.679  

Ease5 5.03 1.53 -.415 -.567  

Ease6 5.21 1.45 -.531 -.504  

Quantity 

Quan1 4.80 1.66 -.409 -.816 

.791 

 

Quan2 5.10 1.82 -.721 -.732  

Quan3 4.69 1.49 -.329 -.606  

Vividness 

Viv1 5.40 1.46 -.856 .127 

.929 

 

Viv2 5.43 1.32 -.741 .004  

Viv3 5.24 1.42 -.582 -.349  

Viv4 4.69 1.58 -.160 -.818  

Viv5 5.16 1.46 -.501 -.427  
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Note: Ease of use, Quantity, place identity, place dependence, and social bonding items measured along a 

7-point scale where 1 = Strongly disagree and 7 = Strongly agree; Vividness measured on a 7-point 

semantic scale. 

 

As mentioned, this study used parceling to reduce the number of items in the 

mental imagery construct.  Previously literature suggested that items parceled by on the 

same level, with an EFA showing the items load strongly one factor.  An EFA of the 

mental imagery constructs in this study revealed items indeed loaded strongly on their 

respective constructs.  Cronbach’s alpha values for the mental imagery construct 

consisting of ease of use, quantity, and vividness were 0.938, 0.791 and 0.929 

respectively (see Table 4).  Made apparent by the reliability of the constructs in Table 4, 

the factor loadings of the items onto their respective constructs provide evidence of 

convergent validity.  However, similar to the pre-test an EFA revealed the reliability of 

the social bonding construct to be low (.553), however Cronbach’s alpha was vastly 

improved since the pre-test (.310).  Low reliability scores is common theme in studies 

using the social bonding construct (Budruk, 2010; Kyle et al., 2005).  Due to a 

consistently low reliability score, further research may be needed to refine the items 

Table 4 Continued       

         

Place 

Attachment 

Place 

Identity 

PL_ID1 3.38 1.51 .129 -.613 

.699 

 

PL_ID2 2.77 1.57 .742 -.289  

PL_ID3 3.06 1.40 .271 -.619  

PL_ID4 3.43 1.58 .354 -.364  

Place 

Dependence 

PL_Dep1 3.49 1.48 -.076 -.700 

.879 

 

PL_Dep2 3.28 1.44 .092 -.662  

PL_Dep3 2.79 1.38 .303 -.900  

PL_Dep4 2.85 1.48 .522 -.472  

Social 

Bonding 

Soc_Bond1 4.34 1.54 -.393 -.400 

.553 

 

Soc_Bond2 2.61 1.34 .611 -.370  

Soc_Bond3 4.76 1.47 -.234 -.653  

Soc_Bond4 5.28 1.44 -.848 .484  
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included in the social bonding construct.  As Kyle et al. kept the social bonding factor in 

their study based on Cortina’s (1993) .60 threshold, social bonding will be kept in this 

study and assessed in the measurement model. 

The results provided in Table 5 suggest that overall there is a strong correlation 

among the variables.  All emotions and mental imagery are significantly correlated.  

However, as probably already hinted at by the means in Table 4, some place attachment 

variables are not correlated with several other variables.  Particularly, several place 

identity and place dependence variables are not correlated with multiple mental imagery 

variables.  These results suggest that the variables of mental imagery are not related to 

those of place identity or place dependence.  Similar results can be seen for the 

relationship between mental imagery and social bonding; however, many of the mental 

imagery variables and social bonding variables are significantly correlated. 

While Table 5 presents the correlations of all variables, not all mental imagery 

variables are being used in this analysis as they were parceled into three items labeled 

‘Ease’, ‘Quantity’, and ‘Vividness’ to reduce the number of indicators in the mental 

imagery construct.  Table 6 presents the correlation of all variables with the items 

parceled for mental imagery.  All variables are significantly correlated with a few 

exceptions involving Emotions 8 and Social Bonding 3.  Based on these results, there is 

justification for removing several of these items if necessary when analyzing the 

measurement model.   
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Table 5  

 

Intercorrelations Among Proposed Indicators 
 1 2 3 4 5 6 7 8 9 10 11 12 13 

1              

2 .79**             

3 .75** .89** -           

4 .68** .73** .73** -          

5 .71** .69** .70** .67** -         

6 .69** .73** .74** .68** .69** -        

7 .70** .71** .70** .66** .64** .90** -       

8 .52** .44** .40** .45** .54** .60** .67** -      

9 .46** .43** .39** .41** .43** .40** .41** .35** -     

10 .43** .48** .46** .41** .40** .42** .41** .30** .68** -    

11 .42** .44** .43** .38** .41** .38** .39** .29** .67** .74** -   

12 .37** .42** .43** .38** .37** .40** .41** .29** .63** .71** .73** -  

13 .46** .45** .40** .41** .46** .43** .43** .38** .72** .69** .74** .72** - 

14 .47** .47** .43** .42** .47** .45** .43** .36** .72** .69** .78** .71** .83** 

15 .35** .41** .36** .33** .38** .32** .31** .24** .54** .53** .57** .56** .61** 

16 .26** .27** .22** .22** .25** .22** .20** .14** .43** .30** .33** .34** .38** 

17 .35** .37** .35** .34** .35** .33** .31** .27** .44** .39** .48** .40** .50** 

18 .47** .50** .46** .42** .45** .44** .40** .32** .49** .49** .53** .47** .52** 

19 .47** .51** .48** .45** .46** .48** .47** .34** .47** .55** .56** .54** .51** 

20 .36** .45** .44** .39** .40** .45** .42** .30** .42** .45** .43** .42** .47** 

21 .38** .46** .47** .42** .39** .37** .35** .21** .45** .43** .41** .41** .48** 

22 .40** .48** .46** .40** .42** .44** .44** .31** .43** .51** .48** .47** .49** 

23 .39** .51** .47** .44** .38** .41** .38** .21** .21** .27** .23** .24** .22** 

24 .30** .36** .39** .37** .34** .27** .23** .14** .09 .16** .14** .17** .10* 

25 .29** .34** .34** .31** .24** .30** .29** .18** .17** .18** .15** .15** .10* 

26 .30** .38** .32** .31** .28** .29** .24** .11* .13** .17** .12* .17** .16** 

27 .34** .39** .40** .36** .29** .30** .25** .17** .14** .23** .18** .22** .19** 

28 .34** .40** .42** .37** .33** .32** .28** .19** .15** .25** .22** .22** .19** 

29 .37** .45** .45** .37** .35** .31** .28** .19** .11* .24** .18** .19** .15** 

30 .26** .31** .33** .30** .27** .19** .15** .08 .11* .14** .11* .14** .05 

31 .44** .45** .42** .41** .35** .38** .35** .21** .26** .26** .25** .26** .22** 

32 .20** .32** .34** .30** .24** .25** .20** .09* .10* .15** .06 .12* .09* 

33 .22** .26** .21** .17** .10* .17** .18** .07 .12* .18** .17** .22** .17** 

34 .42** .42** .37** .36** .32** .38** .39** .27** .32** .34** .34** .35** .32** 

Note. N = 343. 1 = Emotion1, 2 = Emotion2, 3 = Emotion3, 4 = Emotion4, 5 = Emotion5, 6 = Emotion6, 7 

= Emotion7, 8 = Emotion8, 9 = MI_Ease1, 10 = MI_Ease2, 11 = MI_Ease3, 12 = MI_Ease4, 13 = 

MI_Ease5, 14 = MI_Ease6, 15 = MI_Quantity1, 16 = MI_Quantity2, 17 = MI_Quantity3, 18 = MI_Vivid1, 

19 = MI_Vivid2, 20 = MI_Vivid3, 21 = MI_Vivid4, 22 = MI_Vivid5, 23 = PL_ID1, 24 = PL_ID2, 25 = 

PL_ID3, 26 = PL_ID4, 27 = PL_Dep1, 28 = PL_Dep2, 29 = PL_Dep3, 30 = PL_Dep4, 31 = Soc_Bond1, 

32 = Soc_Bond2, 33 = Soc_Bond3, 34 = Soc_Bond4 

* p < .05. ** p < .01 
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 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33 34 

                      

15 .63** -                    

16 .42** .63** -                   

17 .55** .64** .42**                   

18 .54** .49** .41** .46** -                 

19 .58** .51** .40** .45** .81** -                

20 .50** .45** .37** .42** .74** .78** -               

21 .48** .45** .35** .44** .69** .62** .69** -              

22 .52** .49** .39** .40** .73** .78** .76** .69** -             

23 .25** .22** .14** .20** .26** .32** .26** .29** .29** -            

24 .14** .11* -.03 .12* .15** .14** .07 .16** .12* .43** -           

25 .10* .13** .01 .09 .22** .22** .17** .19** .24** .46** .46** -          

26 .14** .19** .20** .10* .18** .17** .12* .22** .18** .34** .30** .24** -         

27 .19** .24** .07 .17** .23** .21** .18** .22** .22** .46** .52** .45** .26** -        

28 .17** .21** .03 .12* .20** .19** .13** .20** .18** .42** .56** .52** .29** .82** -       

29 .14** .18** .02 .14** .20** .19** .14** .19** .23** .66** .55** .51** .34** .68** .67** -      

30 .08 .12* .03 .10* .14** .12* .06 .11* .13** .48** .63** .48** .26** .53** .60** .57** -     

31 .25** .28** .18** .20** .21** .23** .18** .21** .19** .36** .36** .39** .21** .37** .42** .42** .35** -    

32 .10* .10* -.04 .03 .15** .15** .12* .20** .18** .46** .57** .56** .30** .48** .52** .55** .59** .39** -   

33 .15** .15** .16** .13** .14** .16** .12* .17** .15** .11* .09* .08 .29** .11* .12* .11* .04 .23** .00 -  

34 .35** .30** .22** .27** .32** .34** .30** .27** .28** .31** .18** .26** .16** .37** .33** .30** .16** .36** .13** .29** - 

Note. N = 343. 1 = Emotion1, 2 = Emotion2, 3 = Emotion3, 4 = Emotion4, 5 = Emotion5, 6 = Emotion6, 7 = Emotion7, 8 = Emotion8, 9 = MI_Ease1, 10 = 

MI_Ease2, 11 = MI_Ease3, 12 = MI_Ease4, 13 = MI_Ease5, 14 = MI_Ease6, 15 = MI_Quantity1, 16 = MI_Quantity2, 17 = MI_Quantity3, 18 = MI_Vivid1, 19 

= MI_Vivid2, 20 = MI_Vivid3, 21 = MI_Vivid4, 22 = MI_Vivid5, 23 = PL_ID1, 24 = PL_ID2, 25 = PL_ID3, 26 = PL_ID4, 27 = PL_Dep1, 28 = PL_Dep2, 29 = 

PL_Dep3, 30 = PL_Dep4, 31 = Soc_Bond1, 32 = Soc_Bond2, 33 = Soc_Bond3, 34 = Soc_Bond4 

* p < .05. ** p < .01 
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Table 6 

 

Intercorrelations Among Proposed Indicators with Parcels 
  1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 

1. Em1 -                       

2. Em2 .79** -                      

3. Em3 .75** .89** -                     

4. Em4 .68** .73** .73** -                    

5. Em5 .72** .69** .70** .67** -                   

6. Em6 .69** .73** .74** .68** .69** -                  

7. Em7 .70** .71** .70** .66** .65** .90** -                 

8. Em8 .52** .44** .40** .45** .54** .60** .67** -                

9. Ease .51** .52** .49** .47** .50** .48** .48** .38** -               

10. Quantity .42** .47** .42** .39** .44** .39** .38** .29** .79** -              

11. Vividness .49** .55** .53** .48** .50** .51** .49** .36** .70** .68** -             

12. PL_ID1 .39** .51** .47** .44** .38** .41** .38** .21** .28** .26** .32** -            

13. PL_ID2 .31** .36** .39** .37** .34** .27** .24** .14** .15** .12* .15** .43** -           

14. PL_ID3 .29** .34** .34** .31** .24** .30** .29** .18** .16** .14** .24** .46** .46** -          

15. PL_ID4 .30** .38** .32** .31** .28** .29** .24** .11** .18** .20** .20** .34** .30** .24** -         

16. PL_Dep1 .34** .39** .40** .36** .29** .30** .25** .18** .22** .24** .24** .46** .52** .45** .26** -        

17. PL_Dep2 .34** .40** .42** .38** .33** .32** .28** .19** .23** .21** .21** .42** .56** .52** .29** .82** -       

18. PL_Dep3 .37** .45** .45** .37** .35** .31** .28** .19** .19** .19** .22** .66** .55** .51** .34** .68** .67** -      

19. PL_Dep4 .26** .31** .33** .30** .27** .19** .15** .08 .12* .13* .13** .48** .63** .48** .26** .53** .60** .57** -     

20. Soc_Bond1 .44** .45** .42** .41** .35** .38** .35** .21** .29** .30** .24** .36** .36** .39** .21** .37** .42** .42** .35** -    

21. Soc_Bond2 .20** .32** .34** .30** .24** .25** .20** .09* .12* .09* .17** .46** .57** .56** .30** .48** .52** .55** .59** .39** -   

22. Soc_Bond3 .22** .26** .21** .17** .10** .17** .18** .07 .19** .18** .17** .11* .09* .08 .29** .11* .12* .11* .04 .23** .00 -  

23. Soc_Bond4 .42** .42** .37** .37** .32** .38** .39** .27** .39** .34** .36** .31** .18** .26** .16** .37** .33** .30** .16** .36** .13** .29** - 

Note. N = 343. Emotion1, 2 = Emotion2, 3 = Emotion3, 4 = Emotion4, 5 = Emotion5, 6 = Emotion6, 7 = Emotion7, 8 = Emotion8, 9 = Ease, 10 = Quantity, 11 = 

Vividness, 12 = PL_ID1, 13 = PL_ID2, 14 = PL_ID3, 15 = PL_ID4, 16 = PL_Dep1, 17 = PL_Dep2, 18 = PL_Dep3, 19 = PL_Dep4, 20 = Soc_Bond1, 21 = 

Soc_Bond2, 22 = Soc_Bond3, 23 = Soc_Bond4 

* p < .05. ** p < .01 
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Original Measurement Model 

The original measurement model containing five latent constructs of emotions, 

mental imagery, place identity, place dependence, and social bonding.  The model also 

contained all of the 23 observed and parceled variables listed in Table 6.  Initially all 

variables were kept since tests of reliability and validity were passed, with the possible 

exception of social bonding.  As discussed in the analysis procedures, the model was 

estimated using a maximum-likelihood estimation method in AMOS 20.0.  The initial 

measurement model was rejected as not admissible.  During the EFA the four social 

bonding items were not loading properly onto one latent variable, but based on previous 

literature (Kyle et al., 2005) the social bonding factor was left in for assessing the 

measurement model.  In turn, item 2 in social bonding caused a covariance matrix that 

was not positive definite, and therefore not admissible.  The removal of social bonding 

item 2 allowed the model to be admissible, but did not indicate good fit based on 

previously mentioned standards: Chi-Square = 841.9, Chi-Square/df = 4.2, GFI = .81, 

AGFI = .75, IFI = .88, NFI = .85, CFI = .88, and the RMSEA = .10.  Steps were taken to 

create an alternative measurement model with a better model fit. 

Alternative Measurement Model 

 

In an alternative measurement model, items from the emotions latent variable 

were removed.  Emotions item 8 and social bonding 3 were removed based on the prior 

assessment of the correlations (Table 6).  While significant, they were the weakest 

indicators in terms of measuring their corresponding construct.  It was also deemed 

appropriate to remove additional emotions variables based on previous literature which 

discussed that too many items within a construct can decrease the model fit (Anderson & 
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Gerbing, 1984; Ding et al., 1995).  Items were also removed in which the latent variable 

explained less variance in, and thus had a weaker relationship to the hypothesized factor.  

An alternative measurement model is shown in Figure 3 below.  The overall model fit 

was greatly improved from the original model: Chi-Square = 124.9, Chi-Square/df = 2.3, 

GFI = .95, AGFI = .91, IFI = .98, NFI = .96, CFI = .98, and the RMSEA = .061.  In 

addition to an improved model fit, the correlations between latent factors were not too 

high.  As Brown (2006) suggested, problematic discriminant validity occurs when factor 

correlations equal or exceed .85.  A comparison of the original and alternative 

measurement models can be seen in Table 8.  All fit indices were improved while 
2
/   

was reduced from 4.2 to 2.3. 

Table 7 

 

Alternative Measurement Model Factor Loadings and Construct Reliability 

Latent Variable Indicators Factor Loadings 
Construct 

Reliability 

Emotions 

Emotions 1 .82 

.93 Emotions 2 .97 

Emotions 3 .92 

Mental Imagery 

Ease .91 

.88 Quantity .86 

Vividness .79 

Place Identity 

PL_ID1 .66 

.71 PL_ID2 .69 

PL_ID3 .66 

Place Dependence 
PL_PD1 .89 

.90 
PL_PD2 .92 

Social Bonding 
SOC_BOND1 .63 

.53 
SOC_BOND4 .58 
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Figure 3. Measurement Model  
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Table 8 

 

Summary of Measurement Model Fit Statistics 

Model Fit 

Statistics 


2
    

2
/   GFI AGFI IFI NFI CFI RMSEA 

Initial CFA 841.9 199 4.2 .81 .75 .88 .85 .88 .10 

Final CFA 124.9 55 2.3 .95 .91 .98 .96 .98 .061 

 

In addition to the improved model fit, the correlations between the latent factors meets 

Brown’s (2006) standard of not exceeding .85 (see Figure 3), which helps avoid problems 

of discriminant validity. 

Structural Model 

Following the two step process of structural equation modeling, after assessment 

of the measurement model through CFA, the structural model is examined.  SEM makes 

the observation of hypothesized theoretical relationships among the latent variables 

possible.  As a part of this study, the dummy coded independent variables for media 

content are included in the structural model.  SEM shows the influence of narrative text, 

fast-paced video, and the interaction of the text and video on the latent construct of 

emotions in the model through the estimated regression paths. 

Calculations of the overall model fit of the structural model produced a good fit to 

the data (see Table 9), despite a significant chi-square statistic (
2
 = 164.3, df = 91).  

Large sample sizes have frequently resulted in significant chi-square statistics when 

evaluating structural equation models, therefore, the model fit indices are used to more 

accurately determine model fit (Anderson & Gerbing, 1988).  The model fit may be 

determined better by the normalized chi-square statistic.  Normalized chi-square statistics 

below 2 can indicate a good fit (Kline, 2011).  As shown in Table 9, the normalized chi-
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square statistic is 1.80, with other fit statistics such as CFI = .98 and RMSEA =.049 also 

indicating a good model fit. 

Table 9 

 

Model Fit Indices for Structural Model 

Model Fit 

Statistics 


2
    

2
/   GFI AGFI IFI NFI CFI RMSEA 

 164.3 91 1.80 .94 .92 .98 .95 .98 .049 

 

Utilizing the squared multiple correlation coefficients (R
2
), an understanding of 

how well the model explains the latent constructs can be gained.  The squared multiple 

correlation coefficients for the respective construct were: emotions (R
2
 =.02), mental 

imagery (R
2
 =.37), place identity (R

2
 =.39), place dependence (R

2
 =.21), and social 

bonding R
2
 =.60) (see Figure 4).  As can be seen, the model does not explain emotions, 

modestly explains mental imagery, place identity, and place dependence, but explains a 

fairly large portion of the social bonding construct. 

In addition to explaining the constructs, the structural model presents the results 

of the hypothesized structural model paths.  Two paths between the latent construct were 

significant: the path between emotions and mental imagery, and the path between mental 

imagery and social bonding (see Figure 4).  The paths between mental imagery and the 

two place attachment constructs of place identity and place dependence were not 

significant.  In addition, this study hypothesized that media content, specifically the 

interaction between text and video, would influence positive emotions.  However, the 

results showed no significant relationship between either form of media or the interaction 

of media on the emotions construct.  



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4. Hypothesized Structural Equation Model 

 

 

 

 

 

 
 

 

 

 

 

 

 d 

d 

d 

d 

d 

 

 

 

 

 

 

  

 

 

 

  

e 

e e 

Text 

Video 

Text X Video  

Emotion

s

Mental Imagery 

Place Identity 

Place Dependence 

Social Bonding 

e 

e e 

e 

e 

e 

e 

e 

e 

e 

V E Q 

 PI1 

 PI2 

 PI3 

 SB1 

 PD2 

 PD1 

 SB4 

EM1 EM2 EM3 

.07(ns) 

.79** 

-.01(ns) 

.92** 
.12(ns) 

.97** .82** 

.91** .86** 

.00(ns) 

-.08(ns) 

.24** 

.69** 

.66** 

.61** 

R
2
=.60 

.89** 

.66** 

.58** 

.63** 

.92** 

R
2
=.21 

R
2
=.39 

R
2
=.37 

R
2
=.02 

8
2
 



83 

Therefore, this structural model did not support hypotheses 1, 1a, or 2.  Hypothesis 4 was 

partially supported as mental imagery had a significant influence on social bonding 

(β=.24, p < .01), but not place identity or place dependence.  Hypothesis 3 will be 

discussed in the next section. 

Testing Mediation 

In this study, it was hypothesized that positive emotions would mediate the 

relationship between the effects of media content and mental imagery processing 

(hypothesis 3).  However, as discussed in regards to Figure 4, the independent variables 

have no significant influence on the mediating variable of emotions.  Thus, as can be seen 

in Figure 5, emotions had no significant mediation effect on media content and mental 

imagery.  The overall model fit of this model differed slightly from the original structural 

model (see Table 10).  While the results still produced a good model fit, fit indices either 

stayed rough the same or worsened slightly. 

Table 10 

 

Model Fit Indices for Mediated Structural Model 

Model Fit 

Statistics 


2
    

2
/   GFI AGFI IFI NFI CFI RMSEA 

 162.8 88 1.85 .94 .91 .98 .95 .98 .050 

 

Summary of Results 

In sum, the results did not support the majority of the hypotheses.  For hypothesis 

H1, H2, and H2a, no significant relationship was found between media content and 

positive emotions, including between the interactions of the text and video.  Similarly, 

and partially as a consequence of hypothesis 1, hypothesis 3 in witch emotions was 

expected to mediate the relationship between the influences of media content and mental 
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imagery processing was not supported.  However, the model does show a significant 

relationship between the emotions construct and mental imagery construct.  Finally, 

hypothesis 4 was partially supported.  No significant relationship was found between 

mental imagery processing and place identity (H4a).  No significant relationship was 

found between mental imagery processing and place dependence, which supports 

hypothesis 4b.  Last, hypothesis 4c was supported as the model showed a significant 

relationship between mental imagery and social bonding.



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5. Mediated Structural Model 
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CHAPTER V 

 

DISCUSSION & CONCLUSION 

 

Theoretically, place attachment can form without having visited a place (Kyle, Mowen et 

al., 2004).  Then, such attachments to symbolic places conceivably form in the pre-trip 

phases of visiting a destination.  This study was designed to better grasp how media 

content about a destination can influence a potential visitor’s positive emotions and 

mental imagery processing, and subsequently influence levels of pre-trip attachment to 

that destination.  It was posited that the combination of text from a previous visitor and a 

video of a destination posted on the destinations Facebook page would stimulate mental 

imagery processing through positive emotions when viewing the page.  A smartphone 

was used to present the media information.  The generation of positive emotions and 

increased mental imagery processing would result in higher levels of place attachment.  

The following presents the contributions and limitations of the results of this study along 

with recommendations for future research. 

Theoretical Contributions 

Previous research on place attachment has examined attachment and it’s 

antecedents after visitors have had a chance to experience the destination in person 

(Bricker & Kerstetter, 2000; Gross & Brown, 2008; Hidalgo & Hernandez, 2001).  As 

attachment is the formation of a person’s emotional bond with a place, it stands to reason 

that visiting the place will subsequently result in attachment.  However, technology is 

rapidly changing the way we experience a place.  Conceptual evidence exists suggesting 

people can become attached to places they have never visited (Plunkett, 2011).  Plunkett 

examined the potential to become attached to virtual places.  The concept of becoming 
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attached to a real destination follows the same premise, arguing that people can become 

attached to a place they have not physically traveled to, but have experience with through 

various forms of technology, media streams, and stories from past visitors.  As 

experience starts well before the first visit, this study looked to advance the place 

attachment literature by examining individuals’ pre-trip attachments to a destination.  

Here, mental imagery processing was measured as an antecedent to attachment.   

There was no significant relationship between media content and emotions, nor 

media content and mental imagery mediated by emotions.  At first, this finding was 

surprising.  Numerous studies have made the connection between media content and 

emotions (Zaichkowsky, 1994), and media content and mental imagery (Lee & Gretzel, 

2012).  However, a review of the theories used in this study sheds some light on these 

findings.  While both dual coding theory and multimedia learning theory suggest that 

media is most effective when presented in two forms, the media needs to be presented 

simultaneously (combined).  In this study, two forms of media (text and video) were 

presented on the same Facebook page; however, participants read the previous travelers 

trip review, and then watched the video.  Therefore, opposed to receiving stimulus from 

the combined effect of the media, participants received stimulus from the text and then 

from the video.  Even though the contented described in the text was mirrored in the 

video, a disconnect occurred for participants.   

While no significant link was found as a result of the type of media present to 

participants, there was a significant positive relationship between emotions and mental 

imagery.  Previously research has linked mental imagery and emotions (Holmes & 

Mathews, 2005; Kosslyn, 1994; Schneider & Stangl, 2012), but has primarily examined 
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mental imagery processing as an antecedent to emotions.  Emotions in mental imagery 

research needs to be better understood (Kossyln, 1994).  According to Goossens (2000), 

the concepts of imagery, feelings, and memories are all interrelated.  In this study, 

emotion is suggested as an antecedent to mental imagery.  The findings suggest that an 

increase in positive emotions can significantly increase mental imagery processing.  The 

formation of emotions and mental imagery in the context of this study is a quick process.  

Since previously literature suggests mental imagery processing stimulates emotions, and 

this study shows the creation of positive emotions leads to greater imagery processing, 

the processes of forming emotions and stimulating mental imagery processing could be a 

simultaneous one.   

Mental imagery processing and place identity were not significantly related.  

According to Proshansky (1978), place identity is strong when deep connection between 

a place and an individual’s personal identity are formed.  In this study, only one brief trip 

review from a previous visitor along with a brief video was presented to the participants.  

Individuals use places to express and affirm their identities (Kyle, Graefe, & Manning, 

2005).  Here, there was a limited opportunity in both time and content made available 

that was needed to form a deep connection, and that could provide the ability to explore a 

place and confirm that it affirms ones identity.  This ultimately could have resulted in a 

non-significant result. 

As expected, no significant relationship was found between mental imagery 

processing and place dependence.  While place attachment is considered an emotional 

bond between a person and a place, the dimension of place dependence is not inherently 

emotional, but functional (Williams et al., 1992).  In this study, while emotions 
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significantly influenced mental imagery processing, it did not, and was expected not to, 

translate into a significant relationship between mental imagery processing and place 

dependence.  Since place dependence is based on a functional need, participants were not 

expected to be attached to the destination.  They have never been to the destination; 

therefore, they are not dependent upon it for the resources it offers.  Place dependence 

can still have an emotional component, but those emotions would be experienced when a 

place is altered or no longer available, thus changing the ability of the visitor to meet a 

specific functional need. 

A significant relationship was found between mental imagery and social bonding.  

A common link appears to exist between these constructs, memory.  Both mental imagery 

and social bonding revolve around the developing or processing of memory.  Mental 

imagery research, utilizing both dual coding theory and multimedia learning theory, 

involves the processing of information in memory (Mayer, 2001; Paivio, 1971).  Mental 

imagery by definition is “(1) a process (not a structure) by which (2) sensory information 

is represented in working memory” (MacInnis & Price, 1987, p. 473); whereas, items 

within the social bonding construct specifically as respondents to recall memories (I have 

a lot of fond memories about this destination), and relates to the social memories that can 

be developed through visiting a destination, and then forming an attachment to that 

destination through social bonds (Kyle et al., 2005).  This natural link between mental 

imagery and social bonding became evident in the results of the structural model.  Based 

on this finding, it could be suggested that the process of forming social bonds with a 

place relies on the ability of an individual to make a mental connection that a place holds 

social value.  Ultimately, because of a mental image formed, one may identify the social 
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value of a place and form a social bond to that place, without having experienced the 

place in person. 

Practical Contributions 

While not statistically significant, the relationship between text and emotions had 

a p value (p = .122) three times lower than the p value (p = .386) of video to emotions.  

The literature strongly supports narrative text’s ability to influence emotions (Green & 

Dill, 2013), mental imagery (Green & Brock, 2000), and attachment (Williams, 2008).  

Attachment research can capture the emotional meaning that tourists associate with the 

places they visit and experience, with tourists attaching symbolic meanings to those 

destinations (Lee & Allen, 1999).  Because of its ability to drive high revisit frequency, 

place attachment is a distinctive strength of tourism marketing (Tsai, 2012).  Multimedia 

features such as text, images, video streaming, and virtual reality benefit users by 

enhancing and adding value to their tourism experience (Tussyadiah et al., 2011), and as 

attachment is traditionally based on experience, it stands to reason that attachments begin 

to form through pre-trip experiences.  Gretzel and Yoo’s (2008) study found travel 

reviews are used to inform accommodation decisions, narrow down choices, get inspired 

at the beginning of a trip and confirm decisions.  Reviews helped participants increase 

their confidence and help reduce risk through allowing them to imagine what the 

destination will be like.  Destination marketers should consider the inclusion of narrative 

text in their marketing strategies to attract potential tourists, if they are not doing so 

already.  Not only using, but understanding narratives can help markets understand the 

attraction of a destination (Guthrie & Anderson, 2010). 
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Although many of the hypotheses in this study were not supported, there are some 

practical contributions that should be considered.  Previous research evidence supports 

the influence of mental imagery processing on tourists' selection of a destination 

(MacInnis & Price, 1990; Miller & Stoica, 2004; Oh, Fiore, & Jeoung, 2007; Lee et al, 

2010; Lee & Gretzel, 2012), and understanding emotions can aid destination managers 

and marketers in improving planning decisions and more fully understanding consumers’ 

views of potential or existing offers (White, 2005).  A significant relationship was found 

between emotions and mental imagery in this study, with partial support found between 

the relationship of mental imagery and the place attachment constructs.  The results of 

this study suggest that including narratives may be more important than including videos.  

The results also show a significant relationship between mental imagery and social 

bonding.  These results point to one key thing destination markets should be aware of 

when targeting potential visitors, other people.  This study highlights the ability of other 

people to influence potential visitors in two ways: through the content previous visitors 

write about a destination in narrative format, and the ability of other people to foster 

social interactions desired by potential visitors.  Studies have shown the popularity of 

electronic word-of-mouth (eWOM) and its ability to influence the customer decision 

process (Doh & Hwang, 2009; Gruen, Osmonbekov, & Czaplewski, 2006; Pan & Chiou, 

2011).  Based on this study, destination markets should pay particular attention to content 

that is written in a narrative form.   

The finding linking mental imagery and social bonding also has implications for 

destination marketers.  People and places are inherently linked through social interaction 

(Manzo, 2008; Stokowski, 2002; Stokowski, 2008; Williams, 2008).  It could be 
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suggested that if destinations promote themselves in a way which makes it possible for 

potential visitors to form mental images of how they could bond with others, then their 

perceptions regarding the memories that could be created through visiting the destination 

could lead to greater interest in visiting that destination.  And as Wang, Park, and 

Fesenmaier (2012) found, through shared experiences and storing memories, and 

gathering information, a tourists’ behavior and emotional state can be changed by the use 

of smartphones.  The relationship between emotions and mental imagery, and mental 

imagery and social bonding in this study was found by having participants few a 

destinations Facebook page on a smartphone.  Technology is used by tourists because 

they enjoy the interactions it offers (Chung & Buhalis, 2008), thus the capabilities of 

these smaller devices should not be underestimated.  Highlighting destination features 

that spotlight social interaction opportunities is strongly suggested here.  Potential visitors 

should easily be able to access this content using a smartphone. 

Limitations 

This research utilized a sun and sand tourism destination.  Participants included in 

this study may prefer a different setting and therefore feel less attached regardless of the 

narrative or video shown.  As a pre-test participant mentioned, he prefers more of a 

wilderness setting where he can camp, hunt, or fish, and therefore felt no attachment for 

the destination portrayed.  Another student commented on the survey, saying, “Nothing 

against [the destination], it sounds great! I just love the Western European countries 

more.  Sounds lovely though!”  Participants such as this could have a pre-conceived bias 

towards the type of destination being depicted, and thus be uninterested in it from the 

start.  Conversely, other participants have this reaction:  “I’m surprised I have never 
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heard of this place. It is very beautiful and the video made it look pretty populated!”  This 

could also be a limitation of using a student sample with varying interests and 

motivations to participate.  While it was deemed appropriate to use a student sample for 

this experimental study, how their interest level might affected their participation is 

unknown. 

There was a discrepancy in the way the Facebook page appeared to various 

participants on the smartphones used.  As the study progressed, it became evident that 

depending on the phone model and/or version of Facebook software on a participant’s 

phone led to the Facebook page appearing in slightly different layouts.  However, these 

variations were not expected to affect the study as the same images appeared to all 

participants, and the text entries from a previous visitor and the videos appeared the same 

regardless of how the overall page looked.  Overall, a strength of this study is the use of 

smartphones.  Even though discrepancies may occur between models, the way content 

was presented mimics how many potential visitors now access content; through Facebook 

using a smartphone. 

Future Research 

After reviewing the implications and limitations of this study, there are several 

suggestions that can be made for future research.  Future research should analyze pre-trip 

attachment of visitors who are actively in the pre-trip planning stages of visiting a 

destination for the first time.  Since some participants indicated that the type of 

destination did not appeal to them, it could influence their emotions and capability of 

generating mental images of the destination.  Next, while it was noted that the type of 

smartphone was not expected to influence this study, future research should examine the 
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influence of a variety of mobile devices.  When potential visitors research a destination 

away from their computer, these days smartphones are just one of their options as many 

now use tablet devices as well.  Research has shown that smaller screens can influence 

things such as immersion and telepresence (Bracken et al., 2010), how small is too small?  

Future research should examine how prolonged exposure to destination content, as 

mediated through the use of a smartphone, can influence emotions, mental imagery 

processing, place identity, place dependence, and social bonding. 

Future research should examine the relationship of these variables utilizing a 

population that is planning on traveling to a destination for the first time.  In addition, 

assessing pre- and post-test results of this sample will provide a better understanding of 

how much levels of attachment can bet attributed to pre-trip experiences versus 

experiencing the destination in person.  Continued research examining antecedents will 

be able to ascertain to degree attachments are formed prior to experience a destination.   

Concluding Remarks 

In conclusion, this study was just the first step in examining the ability to form 

attachments prior to visiting a destination.  A great deal of literature presented here 

suggests the potential for these place attachments to exist, but this is the first known study 

to attempt to measure those levels of place attachment with the constructs of place 

identity, place dependence, and social bonding.  The one significant link between mental 

imagery and social bonding suggests this research is heading the right direction.  

Furthermore, while not a significant finding, there is the potential that narrative trip 

reviews from previous travelers plays a greater role than what was seen in this study.  As 

a whole, the ability of previous visitors to influence the place attachment of potential 
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visitors is intriguing, and deserves further attention.  This line of research is in its infancy 

stages.  As technology continues to advance at a rapid pace and potential visitors 

continue to consumer more and more information about destinations prior to visiting 

them, it can be expect that more findings will begin to emerge. 
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EXAMINING THE IMPACT OF MENTAL IMAGERY VISUALIZATION 
 
Dear Participant: 
 
I am a graduate student under the direction of Dr. Megha Budruk and Dr. Woojin Lee in the 
College of Public Programs, School of Community Resources & Development at Arizona State 
University.   
 

I am conducting a research study to examine how mobile application characteristics affect the 
mental imagery of potential travelers. I am inviting your participation, which will involve the 
viewing the official tourism Facebook page of an island destination and then filling out of a short 
questionnaire.  Your participation will involve approximately 10-15 minutes of your time.   
 
Your participation in this study is voluntary.  You can skip questions if you wish. If you choose not 
to participate or to withdraw from the study at any time, there will be no penalty. You must be 18 
or older to participate in the study. 
 
Depending on your instructor’s approval, you may receive extra credit for your participation in this 
study. If extra credit is offered, a separate sign-up sheet will be provided to keep questionnaire 
responses anonymous.  In addition, there will be a random gift card drawing for participants who 
participate in the study.  Participants will be entered to win one of four (4) gift cards of $20 each to 
an on campus food vendor.  The random drawing will take place in April 2013.  There are no 
foreseeable risks or discomforts to your participation. 
 
All information obtained in this study is strictly confidential. The results of this research study may 
be used in reports, presentations, and publications, but the researchers will not identify you.  In 
order to maintain confidentiality of your records, Daniel Plunkett will maintain the data on a secure 
office computer at Arizona State University.  No names will be collected for this study.  Your 
email, if you opt to provide it, will be kept only for the purpose of notify you if you are selected to 
receive a gift card. 
 
If you have any questions concerning the research study, please contact the research team at: 
Daniel.Plunkett@asu.edu. If you have any questions about your rights as a subject/participant in 
this research, or if you feel you have been placed at risk, you can contact the Chair of the Human 
Subjects Institutional Review Board, through the ASU Office of Research Integrity and 
Assurance, at (480) 965-6788. 
 
You will now be asked to view a destinations Facebook page.  After taking sufficient time to view 
the page a computer will be made available to you for filling out a short questionnaire.  Filling out 
the questionnaire will be considered your consent to participate. 
 
Sincerely, 
 
Daniel Plunkett 
Ph.D. Candidate 
 
***At this time, please use the search feature on your mobile phones Facebook app to find 
“Belle Vie Tourism”.  Belle Vie Tourism may not be the first search result.  Look for a thumbnail 

image of lounge chairs and thatch umbrellas overlooking the ocean. After viewing the page for 3 

minutes please fill out the questionnaire.*** 
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Narrative Text 

My friends and I got back last night from our first trip to [destination]! Wow! 

[destination] is stunningly beautiful!  When we arrived at the airport our cab driver took 

us to a guesthouse located on one of its gorgeous beaches. We spent our entire first day at 

the beach.  Sandy trails surrounded by dense tree cover lead us to secluded beaches.  I 

couldn’t get enough of the endless turquoise water, pink tinted sand and dark rock 

formations along the coast.  On day two we decided to go scuba diving.  We hired a local 

tour provider to take us out on the water.  We dove on a shipwreck, saw vibrant reef 

coral, and colorful fish.  I would definitely recommend this to anyone.  Afterwards, we 

toured a crystal cave with glistening formations.  On our last day I ran down to the beach 

for one last swim before heading back to the airport.  [Destination] is a special place.  I 

absolutely loved it and hope to return! ~ Brittany G., [destination] Trip March 5-11, 2013 

 

Descriptive Text 

Visitors planning a trip to [destination] for the first time can prepare for a relaxing, but 

adventurous experience.  The island offers quick access to the beach as guests can take 

advantage of one of a dozen beaches.  The island is known for its sandy beaches, 

turquoise water, and amazing views.  For visitors looking to escape, the secluded beaches 

offer fewer crowds and are equally as stunning.  The island offers a variety of activities 

for everyone to enjoy.  For those looking to explore, guests can embark on a scuba diving 

expedition to an offshore reef.  The island is surrounded by coral and underwater rock 

formations.  If you have some time and want to partake in a land-based activity, take a 

tour of one of the islands pristine caves.  However, the islands main attraction is certainly 

the beaches and beautiful ocean waters.  Visitors of all ages will enjoy taking advantage 

of the beaches.  [Destination] provides an experience that will leave you wanting to 

return. ~ Brittany G., [destination] Trip March 5-11, 2013 

 

About Section (same for all conditions) 

Welcome to the [Destination] Tourism Facebook page. Experience the wonders of 

everything the island of Aruba has to offer! 
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Images seen by Participants on all Facebook Pages 
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Snapshot of all Scenes Depicted in the Videos 
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Pre-Test Questionnaire 

 

Did you visit the Facebook page of an island destination?    □  Yes     □  No 

 

Did you watch a video?     □  Yes     □  No 

Did you read a text entry describing a [destination] experience?     □  Yes    □  No 

 

Read the following statements and rate how strongly you agree or disagree with them. 

Statement 

Strongly 

disagree 

(1) 2 3 4 5 6 

Strongly 

agree (7) 

In my mind’s eye, I was able to 

clearly see the arrangement of the 

destination described 

□ □ □ □ □ □ □ 

I was easily able to imagine being 

at the destination 
□ □ □ □ □ □ □ 

It was easy for me to navigate 

around the destination in my mind 

without actually being there. 

□ □ □ □ □ □ □ 

I had a precisely detailed image of 

the described surroundings in my 

mind’s eye. 

□ □ □ □ □ □ □ 

I could easily imagine the layout 

of the destination described 
□ □ □ □ □ □ □ 

I could picture the destination as 

though I were actually there 
□ □ □ □ □ □ □ 

It was very easy for me to imagine 

the destination clearly 
□ □ □ □ □ □ □ 

While looking at the destinations 

Facebook page, many images 

came to my mind 

□ □ □ □ □ □ □ 

While looking at the destinations 

Facebook page, very few images 

came to my mind 

□ □ □ □ □ □ □ 

While looking at the destinations 

Facebook page, a lot of images 

came to my mind 

□ □ □ □ □ □ □ 

 

 

The mental imagery I experienced was… 

         

Vivid □ □ □ □ □ □ □ Vague 

Clear □ □ □ □ □ □ □ Unclear 

Sharp □ □ □ □ □ □ □ Dull 

Intense □ □ □ □ □ □ □ Weak 

Well-defined □ □ □ □ □ □ □ Fuzzy 

 

 



130 

Read the following statements and rate how strongly you agree or disagree with them. 

 

Not at 

all (1) 2 3 4 5 6 

Very 

much 

(7)  

While I was reading the narrative, I could 

easily picture the sites in it being visited. 
□ □ □ □ □ □ □ 

While I was reading the narrative, activity 

going on away from my phone was going 

was on my mind. 

□ □ □ □ □ □ □ 

I could picture myself at the sites described 

in the narrative. 
□ □ □ □ □ □ □ 

I was mentally involved in the narrative 

while reading it. 
□ □ □ □ □ □ □ 

After finishing the narrative, I found it easy 

to put it out of my mind. 
□ □ □ □ □ □ □ 

I wanted to learn how the narrative ended. □ □ □ □ □ □ □ 

The narrative affected me emotionally. □ □ □ □ □ □ □ 

I found myself thinking of ways the 

narrative could have turned out differently. 
□ □ □ □ □ □ □ 

I found my mind wandering while reading 

the narrative. 
□ □ □ □ □ □ □ 

The events in the narrative are relevant to 

my everyday life. 
□ □ □ □ □ □ □ 

The trip described in the narrative has 

changed my thoughts/feelings about the 

destination. 

□ □ □ □ □ □ □ 

 

 

Please rate to which extent you experienced the following emotions while viewing the contents of the 

Facebook page. 

 Not at all (1) 2 3 4 5 6 Very much (7) 

Interested □ □ □ □ □ □ □ 

Excited □ □ □ □ □ □ □ 

Strong □ □ □ □ □ □ □ 

Enthusiastic □ □ □ □ □ □ □ 

Proud □ □ □ □ □ □ □ 

Alert □ □ □ □ □ □ □ 

Inspired □ □ □ □ □ □ □ 

Determined □ □ □ □ □ □ □ 

Attentive □ □ □ □ □ □ □ 

Active □ □ □ □ □ □ □ 
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Continued: Please rate to which extent you experienced the following emotions… 

 Not at all (1) 2 3 4 5 6 Very much (7) 

Aroused □ □ □ □ □ □ □ 

Astonished □ □ □ □ □ □ □ 

Surprised □ □ □ □ □ □ □ 

Elated □ □ □ □ □ □ □ 

Pleased □ □ □ □ □ □ □ 

Satisfied □ □ □ □ □ □ □ 

Happy □ □ □ □ □ □ □ 

In a good mood □ □ □ □ □ □ □ 

Calm □ □ □ □ □ □ □ 

At rest □ □ □ □ □ □ □ 

Relaxed □ □ □ □ □ □ □ 

Quiet □ □ □ □ □ □ □ 

Still □ □ □ □ □ □ □ 

Quiescent □ □ □ □ □ □ □ 

Distressed □ □ □ □ □ □ □ 

Upset □ □ □ □ □ □ □ 

Guilty □ □ □ □ □ □ □ 

Scared □ □ □ □ □ □ □ 

Hostile □ □ □ □ □ □ □ 

Irritable □ □ □ □ □ □ □ 

Ashamed □ □ □ □ □ □ □ 

Nervous □ □ □ □ □ □ □ 

Jittery □ □ □ □ □ □ □ 

Afraid □ □ □ □ □ □ □ 

Sleepy □ □ □ □ □ □ □ 

Sluggish □ □ □ □ □ □ □ 

Drowsy □ □ □ □ □ □ □ 

Unhappy □ □ □ □ □ □ □ 

Sad □ □ □ □ □ □ □ 

Blue □ □ □ □ □ □ □ 

In a bad mood □ □ □ □ □ □ □ 

Anxious □ □ □ □ □ □ □ 

Fearful □ □ □ □ □ □ □ 
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Please indicate the extent to which you agree or disagree with the following statements about the 

destination. 

 Strongly 

Disagree 

(1) 2 3 4 5 6 

Strongly 

Agree 

(7) 

The destination means a lot to 

me 
□ □ □ □ □ □ □ 

I am very attached to this 

destination 
□ □ □ □ □ □ □ 

I identify strongly with this 

destination 
□ □ □ □ □ □ □ 

I feel no commitment to this 

destination 
□ □ □ □ □ □ □ 

I would enjoy planning my 

trip to/traveling to this 

destination more than any 

other destination 

□ □ □ □ □ □ □ 

I would get more satisfaction 

out of  visiting this destination 

than from visiting any other 

destination 

□ □ □ □ □ □ □ 

Traveling to this destination is 

more important than traveling 

to any other destination 

□ □ □ □ □ □ □ 

I wouldn’t substitute any other 

destination for the type of 

activities I could do at this 

destination 

□ □ □ □ □ □ □ 

I have a lot of fond memories 

about this destination 
□ □ □ □ □ □ □ 

I have a special connection to 

this destination and the people 

who visit/live there 

□ □ □ □ □ □ □ 

I wouldn’t tell many people 

about this destination I 
□ □ □ □ □ □ □ 

I would bring my friends to 

[destination] 
□ □ □ □ □ □ □ 
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What year were you born? ________ 

 

 

Pertaining to your education, are you a: 

 

□  Freshman 

□  Sophomore 

□  Junior 

□  Senior 

□  Graduate student 

□  Not in school 

 

 

What is your annual household income? 

 

□  Less than $20,000  □  $80,000-99,999 

□  $20,000-39,999  □  $100,000-119,999 

□  $40,000-59,999  □  120,000 or more 

□  $60,000-79,999 

 

 

Are You Hispanic or Latino, i.e., a person of Cuban, Mexican, Puerto Rican, South or Central 

American, or other Spanish culture or origin, regardless of race? 

 

 □  Yes □  No 

 

 

With which racial/ethnic group(s) do you identify? 

□  American Indian or Alaska Native 

□  Asian 

□  Black or African American 

□  Native Hawaiian or other Pacific Islander 

□  White 

□  Other (please specify) ____________________ 

 

 

What is your sex?    □  Male    □  Female 

 

 

Did you use your own smartphone for viewing the page?    □ Yes   □ No 

 

What model smartphone did you use?  _____________________________________ 

 

 

What travel/tourism related app do you use most? ___________________________ 

 

 

 

 

 

 

 

Thank you for your participation!!!! 
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Main Study Questionnaire 

 

***At this time, please use the search feature on your mobile phones 

Facebook app (click on  symbol in upper left-hand corner to find Search bar) 

and find “Aruba Island Tourism”.  Aruba Island Tourism   may not be the 

first search result.  Look for this thumbnail image 

[thumbnail 

image] 

Once you have viewed the contents of the page, please answer the following questions. 
 

Did you watch a video?     □  Yes     □  No 

Did you read a text entry describing an Aruba experience?     □  Yes    □  No 

 

Read the following statements and rate how strongly you agree or disagree with them. 

Statement 

Strongly 

disagree 

(1) 2 3 4 5 6 

Strongly 

agree (7) 

I was easily able to imagine being at 

the destination 
□ □ □ □ □ □ □ 

It was easy for me to navigate around 

the destination in my mind without 

actually being there. 

□ □ □ □ □ □ □ 

I had a precisely detailed image of the 

described surroundings in my mind’s 

eye. 

□ □ □ □ □ □ □ 

I could easily imagine the layout of 

the destination described 
□ □ □ □ □ □ □ 

I could picture the destination as 

though I were actually there 
□ □ □ □ □ □ □ 

It was very easy for me to imagine the 

destination clearly 
□ □ □ □ □ □ □ 

While looking at the destinations 

Facebook page, many images came to 

my mind 

□ □ □ □ □ □ □ 

While looking at the destinations 

Facebook page, very few images came 

to my mind 

□ □ □ □ □ □ □ 

While looking at the destinations 

Facebook page, a variety of images 

came to my mind 

□ □ □ □ □ □ □ 

 

The mental images I generated in my mind were… 

         

Vivid □ □ □ □ □ □ □ Vague 

Clear □ □ □ □ □ □ □ Unclear 

Sharp □ □ □ □ □ □ □ Dull 

Intense □ □ □ □ □ □ □ Weak 

Well-defined □ □ □ □ □ □ □ Fuzzy 
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Read the following statements and rate how strongly you agree or disagree with them. 

 Strongly 

disagree 

(1) 2 3 4 5 6 

Strongly 

agree (7)  

While I was reading the narrative, I 

could easily picture the sites in it 

being visited. 

□ □ □ □ □ □ □ 

While I was reading the narrative, 

activity going on away from my 

phone was on my mind. 

□ □ □ □ □ □ □ 

I could picture myself at the sites 

described in the narrative. 
□ □ □ □ □ □ □ 

I was mentally involved in the 

narrative while reading it. 
□ □ □ □ □ □ □ 

After finishing the narrative, I found it 

easy to put it out of my mind. 
□ □ □ □ □ □ □ 

I wanted to learn how the narrative 

ended. 
□ □ □ □ □ □ □ 

The narrative affected me 

emotionally. 
□ □ □ □ □ □ □ 

I found myself thinking of ways the 

narrative could have turned out 

differently. 

□ □ □ □ □ □ □ 

I found my mind wandering while 

reading the narrative. 
□ □ □ □ □ □ □ 

The events in the narrative are 

relevant to my everyday life. 
□ □ □ □ □ □ □ 

The trip described in the narrative has 

changed my thoughts/feelings about 

the destination. 

□ □ □ □ □ □ □ 

 

Please rate to which extent you experienced the following emotions while viewing the contents (text 

and video) of the Facebook page. 

 

 

 

 

 Not at all (1) 2 3 4 5 6 Very much (7) 

Interested □ □ □ □ □ □ □ 

Excited □ □ □ □ □ □ □ 

Enthusiastic □ □ □ □ □ □ □ 

Inspired □ □ □ □ □ □ □ 

Attentive □ □ □ □ □ □ □ 

Happy □ □ □ □ □ □ □ 

In a good mood □ □ □ □ □ □ □ 

Calm □ □ □ □ □ □ □ 
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Please indicate the extent to which you agree or disagree with the following statements about the 

destination. 

 Strongly 

Disagree      

Strongly 

Agree 

The destination means a 

lot to me 
□ □ □ □ □ □ □ 

Traveling to this 

destination is more 

important than traveling 

to any other destination 

□ □ □ □ □ □ □ 

I would bring my friends 

to Aruba  
□ □ □ □ □ □ □ 

I feel no commitment to 

this destination 
□ □ □ □ □ □ □ 

I would enjoy traveling to 

this destination more than 

any other destination 

□ □ □ □ □ □ □ 

I would get more 

satisfaction out of  

visiting this destination 

than from visiting any 

other destination 

□ □ □ □ □ □ □ 

I am very attached to this 

destination  
□ □ □ □ □ □ □ 

I wouldn’t substitute any 

other destination for the 

type of activities I could 

do at this destination 

□ □ □ □ □ □ □ 

I have a lot of fond 

memories about this 

destination 

□ □ □ □ □ □ □ 

I have a special 

connection to this 

destination and the people 

who visit/live there 

□ □ □ □ □ □ □ 

I wouldn't tell many 

people about this 

destination 

□ □ □ □ □ □ □ 

I identify strongly with 

this destination 
□ □ □ □ □ □ □ 

 

 

Without looking back at the video, do you recall seeing any of the following in the video? 

 Yes No  Yes No  Yes No 

Beaches   Caves   Reefs   

Trees   Cliffs   Boats   
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Have you previously visited Aruba?    □  Yes     □  No 

 

What year were you born? ________ 

 

Pertaining to your education, are you a: 

 

□  Freshman   □  Junior □  Graduate student 

□  Sophomore  □  Senior □  Not in school 

 

What is your annual household income? 

 

□  Less than $20,000  □  $60,000-79,999  □  $100,000-119,999 

□  $20,000-39,999  □  $80,000-99,999  □  120,000 or more 

□  $40,000-59,999   

 

Are You Hispanic or Latino, i.e., a person of Cuban, Mexican, Puerto Rican, South or Central 

American, or other Spanish culture or origin, regardless of race?    □  Yes □  No 

 

With which racial/ethnic group(s) do you identify? 

□  American Indian or Alaska Native 

□  Asian 

□  Black or African American 

□  Native Hawaiian or other Pacific Islander 

□  White 

□  Other (please specify) ____________________ 

 

What is your sex?    □  Male    □  Female 

 

Did you use your own smartphone for viewing the page?    □ Yes   □ No 

 

What model smartphone did you use?  ____________________________________________ 

 

What tourism related app do you use most (i.e., TripIt, Tripiso, Field Trip, etc.)? 

__________________________________ 

 

How often to you use this app?  □  Rarely □  Occasionally □  Frequently 

 

Is there another travel related app you use (i.e., Lonely Planet, TripAdvisor, FlightAware, an airlines 

app)? _____________________________ 

 

How often to you use this app?  □  Rarely □  Occasionally □  Frequently 

 

 

Thank you for your participation!!!! 
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