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INTRODUCTION

The attendees of the meetings and events 
industry contribute significant solid wastes every 
year, leading to serious environmental impacts. 
Furthermore, attendees tend not to engage in 
recycling due to the inconvenience and perceived 
low benefits (Strydom, 2018; White et al., 2011). 
Product transformation salience (PTS) has been 
identified as an effective communication strategy 
that can encourage individuals’ recycling behaviors 
(Winterich et al., 2019; Zhang et al., 2021). PTS 
refers to “a novel, positive approach to increasing 
recycling that entails providing information about 
the transformation of recyclables into new products” 
(Winterich et al., 2019, p. 23) and has two levels: 
high or low. High PTS emphasizes transforming 
recyclable materials into different products, which 
have higher value than the original products (e.g., 
used plastic bottles transformed to a coat). For low 
PTS, the outcome products will be the same 
products, which have similar value than the original 
products (e.g., used plastic bottles to new plastic 
bottles). Previous studies have identified the positive 
effects of PTS on attendees’ recycling behaviors 
(i.e., Zhang et al., 2021). However, extant studies 
have not attempted to investigate how PTS effects 
on recycling intentions vary depending on 
individual characteristics such as gender and age. 
As fundamental key demographic variables often 
used to differentiate markets (Fitzgerald & Arnott, 
1996), investigating the interrelationship between 
people’s gender/age and PTS, and examining 

psychological mechanism explaining this 
interrelationship on attendees’ recycling intention 
can provide useful information for event industry 
professionals as it could help design more 
sophisticated green communication to promote their 
targeted attendees’ recycling intentions.

Attendees’ gender and age may influence their 
reactions toward PTS messages and recycling 
behaviors. When compared to females, males’ 
recycling behaviors tend to be impacted by their 
past behaviors (Oztekin et al., 2017) and 
psychological factors toward environmental issues, 
such as environmental concern (Han & Hyun, 2018) 
and subjective norm (Moon, 2021). Conversely, 
females’ recycling behaviors are more impacted by 
the context of the behavior, such as the perceived 
behavioral control of conducting recycling (Oztekin 
et al., 2017) and their perceptions of benefits of 
green behaviors and the image of the information 
provider (Han & Hyun, 2018; Hwang & Choi, 
2018). Previous studies also found the effect of age 
toward recycling attitudes and behavior. Compared 
to older consumers, younger consumers often show 
higher environmental concern (Diamantopoulos et 
al., 2003). This environmental concern impacts the 
involvement level of environmental issues (Thieme 
et al. 2015), which could in turn impact people’s 
information processing of green messages and their 
sustainable behaviors. According to Petty and 
Cacioppo (1986), when individuals have high levels 
of involvement in an issue, they tend to focus on 
the core value of the green messages, thus their 
behaviors might be less likely impacted by the 
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framing of the message. For those who have low 
involvement levels, their decision-making relies 
more on the heuristic factors in the green messages 
(e.g., design of the message). 

To deepen the psychological mechanism 
explaining how gender and age would interplay with 
PTS and further influence attendees’ recycling 
intention, this study also tested mediation effect of 
attendees’ perceived green value of recycling. 
Perceived green value refers to “a consumer’s 
overall appraisal of the net benefit of a product or 
service between what is received and what is given 
based on the consumer’s environmental desires, 

sustainable expectations, and green needs (Chen & 
Chang, 2012, p. 505)”. The attendees’ awareness 
of higher value of the upcycled products (i.e., high 
PTS products) would increase their overall appraisal 
of the benefit of upcycled product, and in turn, 
impact customers’ intentions toward engaging in the 
communicated green practices (Chen, 2013). Built 
on previous studies, we propose that the effects of 
PTS will be more salient in female (vs. male) and 
older (vs. younger) event attendees. In addition, we 
propose that perceived green value of recycling will 
mediate the effects of PTS on recycling intentions.

Figure 1. Proposed research model

METHOD

A 2 (PTS: high vs. low) × 2 (Age: younger 
vs. older; Gender: male vs. female) 
quasi-experimental design was used. Attendees’ age 
was split into two groups based on the median score 
of 32. Two advertisements (PTS: high vs. low) were 
used as study stimuli. Specifically, the ad title for 
high PTS was framed as “Think about the higher 
value products we will gain if we recycle”. In 
addition, pictures of four types of wastes (paper, 
food, plastic, and metal) and transformed final 
products (a book, gas, a coat, and bike parts) that 
have higher value than the original products were 
displayed in the high PTS advertisements. In the 
low PTS condition, the title of the message was 
framed to be “Think about the similar value products 
we will gain if we recycle”. The pictures of the 
four types of wastes and the final products (a piece 

of clean paper sheet, compost, a new plastic bottle, 
and a new metal can) that have similar value with 
the original products were demonstrated in the low 
PTS advertisements. The messages were embedded 
in a scenario-based (a fictional music festival) online 
survey and were distributed via Amazon Mechanical 
Turk. The measurements for manipulation checks 
(two items; Zhang et al., 2021), perceived green 
value of recycling (four items; Chen, 2013), and 
recycling intentions (four items; Taylor & Todd, 
1998; White & Hyde, 2012) were adopted from 
previous studies and slightly modified to fit in the 
context of the present study. Behavioral 
compatibility and perceived impacts from 
COVID-19 were used as control variables. For data 
analysis, a multivariate analysis of covariance 
(MANCOVA) was used to test the interaction 
effects between PTS and attendees’ age and gender 
on perceived green value of recycling and recycling 
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intentions. The moderated mediation effect of green 
perceived value of engaging in recycling was tested 
using a bootstrapping approach (PROCESS Model 
8; Hayes, 2017). 

FINDINGS

A total of 229 valid responses were used for 
data analyses. The t-test results showed that 
respondents who received the high (vs. low) PTS 
message perceived higher value of the final products 
(MHPTS=5.28; MLPTS=4.68; t=4.51, p<.001). Thus, 
the stimuli were considered as effective. The 
MANCOVA results indicated significant interaction 
effects between PTS and attendees’ gender (Wilks’s 
Lambda=0.97; F(197,2)=3.60, p=.03) and age 
(Wilks’s Lambda=0.96; F(187, 2)=4.13, p=.02). 
The two-way interaction effects between PTS and 
gender on perceived green value (F=4.14, p=.04) 
and recycling intentions (F=7.18, p<.01) were 
statistically significant. Female attendees had 
significantly higher perceived green value 
(MHPTS_Female=5.78, SD=0.16; MLPTS_Female=4.96, 
SD=0.18; F=12.19, p<.01) and recycling intentions 
(MHPTS_Female=5.80, SD=0.15; MLPTS_Female=4.94, 
SD=0.18; F=13.89, p<.001) when the high (vs. low) 

PTS message was shown. However, when exposed 
to different PTS messages, male respondents did 
not report different levels of perceived green value 
(MHPTS_Male=5.19, SD=0.12; MLPTS_Male=4.97, 
SD=0.13; F=1.46, p=0.23) and recycling intentions 
(MHPTS_Male=5.09, SD=0.12; MLPTS_Male=5.01, SD= 
0.13; F=0.20, p=0.65). 

The results of MANCOVA also indicated that 
the two-way interaction effect between PTS and age 
on green perceived value (F=5.05, p=.03) and 
recycling intentions (F=8.21, p<.01) was 
statistically significant. Specifically, by showing the 
high (vs. low) PTS messages, older attendees 
perceived higher green value of recycling 
(MHPTS_Old=5.69, SD=0.14; MLPTS_Old=4.92, 
SD=0.15; F=13.74, p<.001) and higher recycling 
intentions (MHPTS_Old=5.74, SD=0.14; MLPTS_Old= 
4.96, SD = 0.15; F=14.05, p<.001). However, 
younger attendees did not have different perceptions 
of the green value of recycling (MHPTS_Young=5.14, 
SD=0.13; MLPTS_Young=5.02, SD=0.15; F=0.24, 
p=0.56) and recycling intentions (MHPTS_Young=5.02, 
SD=0.13; MLPTS_Young=5.08, SD=0.15; F=0.07, 
p=0.79) when they viewed different PTS messages 
(Figure 2).

Figure 2. Two-way interaction effects between PTS and gender and age

The result of moderated mediation analysis 
with bootstrapping indicated that perceived green 

value of recycling mediated the interaction effects 
between PTS and gender (index=-0.42; 95% 
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CI=-0.85 to -0.02) and age (index=-0.46; 95% 
CI=-0.90 to -0.06) on recycling intentions. 
Specifically, the mediating effect of green perceived 
value was significant in the female group (indirect 
effect=-0.57; 95% CI=-0.91 to -0.24) and old group 
(indirect effect=-0.54; 95% CI=-0.85 to -0.26); 
however, the effect was not significant in the male 
group (indirect effect = -0.15; 95% CI = -0.38 to 
0.10; n.s.) and younger group (indirect effect=-0.08; 
95% CI=-0.35 to 0.20; n.s.).

CONCLUSION

The findings of this study indicated that 
gender and age can moderate the effects of PTS 
on perceived green value of recycling and recycling 
intentions. To be more specific, for male and 
younger aged attendees, their recycling behaviors 
are not impacted by the PTS levels of the messages; 
however, for female and older attendees, showing 
the high PTS messages significantly improves their 
perceived green value and recycling intentions. This 
finding contributes to the persuasion literature by 
suggesting the moderating role of age and gender. 
Event managers are suggested to utilize high PTS 
messages to encourage attendees’ recycling 
behaviors, especially for events that target female 
and older groups. Moreover, the perceived green 
value of recycling was found to be a mediator 
between the relationship between PTS and event 
attendees’ recycling intentions (Chen, 2013). This 
finding will shed lights on the significant role of 
perceived green value of persuaded green behaviors 
in green messages. Event managers and scholars 
should spend more efforts on helping people 
perceive the concrete environmental benefits and 
values of recycling. 
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WHO AND HOW SHOULD RESPONSE TO NEGATIVE ONLINE 
REVIEWS?

Rashin Ghahreman
The Ohio State University

INTRODUCTION

Online reviews have turned out to be a 
valuable source of information for travelers to 
decide about staying at hotel properties. Since there 
are different sites (such as booking and TripAdvisor) 
that provide the platform for customers to share their 
positive and negative experiences, it becomes 
important to recognize the noteworthy impact of 
online reviews on the customers’ decision making 
and on the hospitality industry in general. (Avant, 
2013; Mattila & Mount, 2003; Meng et al., 2018; 
Sparks & Browning, 2011). Additionally, it is 
essential to consider that the chance of sharing the 
experience from dissatisfied customers is four time 
of sharing positive experiences (Black & Kelley, 
2009). Consequently, responding from hotel to the 
online review has a significant impact on 
maintaining, promoting, and repairing the hotel’s 
image (Avant, 2013; Gretzel et al., 2007) and it 
can be as part of the online service recovery (Avant, 
2013; Chuang et al., 2012; Hoffman & Chung, 
1999).

According to previous research, the effects 
of negative reviews on business are greater than 
those of positive reviews for self-promotion 
(Basuroy et al., 2003; Chevalier & Mayzlin, 2006; 
Li et al., 2018). Positive comments are less 
impressionable than negatives ones (Hornik et al., 
2015). Previous research shows that responding to 
negative online reviews is crucial and has influence 
on customer inferences (Sparks, So, & Bradley, 
2016). Hospitality firms have been asked to follow 
and respond to customer comments (Wei et al., 
2013). Furthermore, A study shows that “being 
unresponsive to customers’ negative comment may 
put a company in a disadvantageous position as the 
company may lose the customers' business in the 
future (Chan & Guillet, 2011, p.362)”. Managers 
have been advised to reply to negative online 

reviews and offer explanations, Also, scholars have 
been called to find the effectiveness of these 
responses (Leung et al., 2013). Moreover, further 
investigations into administrative online responses 
have been advised (Min et al, 2015). One of the 
biggest challenges is effectively managing the 
e-WOM, and it becomes significant and crucial to 
recognize how and who should answer the online 
reviews, mainly negatives one. The aim of this 
research to bridge the gap in this area. There are 
few studies related to using pronoun in responses 
to negative online reviews, but there is no single 
study about exploring the effect of using a pronoun 
and social cognition (agentic /communal) role of 
responder on customer inferences.

RATIONAL

Response to negative online review and booking 
intention

One of the most significant resources for 
collecting information is the online review; this can 
affect travelers’ accommodation choices (Ye et al., 
2011) and is employed to gather information from  
previous customers regard lodging quality (Filieri 
and McLeay, 2014). Travelers have a tendency not 
to pick and choose a hotel before looking for online 
reviews (Kim et al., 2011). It is hard to know about 
the experienced goods’ quality (for example hotels) 
before Actually using them. Hence, customers must 
depend on e-WOM to make presumptions about 
these goods’ quality (Wirtz and Chew, 2002). For 
instance, 53% of tourists would not reserve a place 
prior to browsing through online reviews and 77% 
typically or constantly make their booking decisions 
based on online reviews (Xie, Z. Zhang & Z. Zhang, 
2014).  

Since online reviews are perceived as 
predictors of a fortunate experience, they are often 
considered as an essential clue affecting buying 
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decisions (Fagerstrøm et al., 2016). In fact, one 
study reveals that four of five customers have altered 
their choice of options founded on a negative online 
comment (Esmark et al., 2018; Cone, 2011). Online 
reviews have a remarkable role on travelers’ 
decisions (Lui et al., 2019; Phillips et al., 2017;). 
According to congruity theory (Osgood & 
Tannenbaum, 1955), the distinctive problem 
elevated by the variable replies to a complaining 
review. Cognitive principle illuminates that when 
customers receive conflicting ideas, they sense 
strain to resolve those ideas (Esmark et al., 2018). 
A positive answer to a negative online review from 
either another consumer or from the company itself 
could result in that pressure and cause the reader 
to expend rational effort to rearrange his/her opinion 
as shown by an attitudinal change (Osgood et al., 
1957). Congruity theory (Osgood & Tannenbaum, 
1955) proposes that a company‐positive response 
to a negative review will cause incongruence and 
should provoke more positive‐attitude shift than if 
no response to the negative review were posted. 
Extending this line of the research, the current 
research aims to find out the impact of the responder 
and the way they are answering on booking 
intention.

Impact of agency/ communal of responder on using 
pronoun (I vs. we) in responding to the negative 
online review

Research reveals that language has an 
undeniable role in marketing. Slight distinctions in 
linguistic usage have been presented to influence 
customers’ word of mouth (Moore, 2012; Sela, 
Wheeler & Sarial-Abi, 2012) and replies to 
encouraging efforts (Kronrod, Grinstein & Wathieu, 
2011). Ahearn (2001) has emphasized on the role 
of language in interactions as well. Managing the 
“speaking terms” between companies and their 
customers is a pivotal task for marketers (Vargo 
& Lusch, 2004). The conversation extends the scope 
of marketing interaction and consumer–firm 
connections in business ecosystems.  Based on the 
Customer orientation theory, firm representatives 
should highlight that the way “we” (as a   firm) 
provide “you” (as a customer), while minimizing 
the usage of  “I” (as an agent) in these interactions 
to answer customer’s questions or complaints 
(Packard et al., 2019). However, Packard et al. 

(2019) research revealed that firm representatives 
who use “I” instead of “we” pronouns raise 
customers experiences that the representative is in 
customers side and wants to help them. As a result, 
this positive experience of sympathy can help 
enhance customer satisfaction, buying purpose, and 
buying actions. 

Interaction between clients and firms is a 
crucial component in a service procedure (Davidow, 
2003), and online reviews and reactions to them 
have become known as essential means of 
interaction between consumers and firms. 
Responses from the firm to online reviews are 
important and can expand the bottom line of the 
firm, it is also suggested that firms should modify 
the responding strategy based on the sort of service 
or product they offer (Chen & Xie, 2008). 
Contrarily, according to the results of the 
experimental research conducted by Mauri and 
Minazzi (2013) in Italy, hotel manager reactions to 
guests’ reviews have an opposite connection with 
buying intentions, compared to other results (kim 
et al., 2015). Based on this, we assume, the format 
of responses from different responders (manager or 
front desk agent) would affect guests’ opinion. 

Because responses to negative reviews in 
current service recovery literature hava a crucial role 
as imperative as conventional solutions (explanation 
and apology) (kim et al., 2015), companies can seize 
the opportunity to assuage customer unhappiness 
or enable service recovery (Bitner, 1990; Hoffman 
et al., 1995; Miller et al., 2000). Furthermore, Study 
indicates that how firm act in response to criticisms 
influence the consumers’ satisfaction (Homburg and 
Furst, 2007), their loyalty, and retention (Davidow, 
2003). There is a research gap between these studies. 
Little research has studied the role of social 
cognition of the responder on using the appropriate 
pronoun. The current study aims to answer these 
research questions: will responder position affect 
the effectiveness of using particular pronoun to 
answer the negative online review on booking 
intention? And how?

Abele and Wojciszke (2014) summarized and 
combined a large amount of literature and concluded 
“agency” and “communion” are two essential 
components of content in social cognition. 
According to the society cognition theory, the terms 
agency and communion were presented by Bakan 
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(1966) to psychology and defined them as 
fundamental procedures of human being presence. 
He asserted that “I have adopted the terms ‘agency’ 
and ‘communion’ to characterize two fundamental 
modalities in the existence of living forms, agency 
for the existence of an organism as an individual, 
and communion for the participation of the 
individual in some larger organism of which the 
individual is part” Agentic implies 
goal-achievement (assertiveness and decisiveness), 
while communal infers the preservation of relations 
and social behaviors (helpfulness and benevolence) 
that have been named the “fundamental dimensions” 
(Abele & Wojciszke, 2007; Fiske et al., 2007; 
Peeters, 2008).

Consequently, for numerous social categories, 
the weaker is associated to communion whereas the 
stronger is linked to agency (yang & Aggarwal, 
2019). for instance, the poor vs. rich (Christopher 
& Schlenker, 2000), and small vs. large countries 
(Poppe &Linssen, 1999). Based on these categories, 
we assume managers (with more power and 
authority) are among agency content, whereas front 
desk employees (with less power and authority) 
belong to communal content. It should be mentioned 
that these distinct classifications have been 
employed to refer to the two essential dimensions 
related to social perception (Yang & Aggarwal, 
2019). To illustrate more, the power literature 
mainly uses a difference among “communion” and 
“agency” (Rucker et al. 2012). Contrarily, the 
stereotypes literature would rather differentiate 
among “warmth” and “competence” (Fiske et al. 
2002). Scholars have been exploring these two basic 
dimensions from a variety of viewpoints (Abele et 
al. 2008). Nevertheless, the scholars mention that 
though both agency and competence consist of 
attributes linked to ability such as structured (Abele 
et al. 2008), study employing the word agency 
focuses on decisive assertive, (Abele and Wojciszke 
2007). I am drawing our theory based on the power 
literature which employs the phrases “communion” 
and “agency”. Additionally, based on the agency 
and communal traits, I am assuming for the use 
of the pronouns. Based on the assumption, the 
pronoun “I” will be interact with agency content 
while the pronoun “we” will have more interaction 
with communal content.   

• H1: For manager (agency) responses to negative 
online review, using “I” (vs. we) will cause 
higher booking intention.

• H2: For front desk agent (communal) responses, 
using “we” (vs. I) will elicit higher booking 
intention.

Mediating role of customer inferences 
Based on consumer inferences theory of 

Kardes (1993), it is critical to understand the impact 
of firm replies to consumer online reviews.  Kardes's 
theory emphasizes on the possible presence of 
several signals in firm messages, as well as the 
possibility of new customers drawing inferences 
based on these clues about the firm.  Prospective 
customers rarely have completely accurate 
information for making decisions or evaluating a 
service/ product, so they instead must draw their 
inferences based on available cues. In an online 
environment, there can be numerous signals such 
as  source types (e.g., who is the responder), efficacy 
indicators (e.g., how fast they answer), solution 
evidence (e.g., if the problem is solved), or the 
communication style used in sending a message 
(e.g., leave the voice or typed massaged )(Sparks 
et al., 2016). “Hearing or reading about a product 
(e.g., via advertising or e-WOM) typically provides 
information about some product attributes and 
benefits, but other product features, if they are 
important to the purchase decision (e.g., the 
trustworthiness of the company), must be inferred, 
essentially by going beyond the information a 
bettervailable” (Kardes et al., 2004). Assumption 
development therefore includes the creation of 
if-then connections between existing information 
and appropriate inferences (Kardes et al., 2004, 
2008). While useful, this account leaves unanswered 
questions regarding which cues are used by potential 
customers, how these cues are interpreted, and what 
inferences about the organization are thereby drawn 
(Sparks et al., 2016). Based on these, I make an 
assumption that using different pronoun (I/we) can 
draw distinct inferences and influence the booking 
intention. 
• H3: Customers inferences (costumer concerns 

and trust inferences) will mediate the impact of 
using pronoun and agency/communal of the 
responder to negative online review on booking 
intention. 
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CONCEPTUAL FRAMEWORK

Using pronoun: 
I vs. we Booking intention

Social cognition: 
Agency vs. 
communal

Customer Inferences (low or high)

- Customers’ concern
- Trust inferences

METHOD

The study will use a 2 (Social cognition: 
agency vs. communal) × 2 (pronoun: I vs. we) 
between subject design. A total of 200 participants 
recruited from Amazon Mechanical Turk. Within 
the experiment, participant will be asked to imagine 
that they are planning for a trip; they are looking 
for an economically priced hotel and while reading 
online reviews, they will find a negative reviews 
which firmed has responded to them. There are 4 
different situations, and each participant will see 
one of them. There are managerial/front desk agent 
responses to the negative online review using the 
pronoun I/we. After reading the responses, 
participants are asked to answer a survey to measure 
mediator (customer inferences) and booking 
intention,

EXPECTED RESULTS

Based on social cognition theory(bakan, 
1996), I expect a significant interaction between 
agency/communal and the pronoun they use, such 
as managers’ (agency) response to negative online 
reviews leading to more booking intention when 
they use “I” in their responses. On the other hand, 
when employees (communal) respond by using 
“we”, they will have more impact on booking 
intention. Furthermore, I expect the mediating effect 
of customer inferences on using pronoun and 
booking intention. I believe answering the online 
negative while using “we”, to show the company 
as a whole and the responder as a part of the bigger 
team, will cause higher customer inferences and 
consequently higher booking intention.
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THEORETICAL CONTRIBUTION

This study can have several theoretical 
contributions if all hypotheses are supported. First, 
there is no research related to the interaction 
between social cognition and the used pronoun and 
the results will expand the literature review. Second, 
while online review is one of the top topics, there 
are no studies about how to respond to negative 
online review based on using pronouns. The current 
research extends the literature by providing 
information about who and how should response 
to negative online review and how.

MANAGERIAL IMPLICATION

This research has several manager 
implications. First, it shows that responding to 
negative online review has affected the customers’ 
inferences and that by increasing the positive 
inferences, booking intention will increase as well, 
which bring profit to the firm. As mention before 
language is important in marketing and this research 
will help to better understand using pronouns to 
answer the negative online review. Moreover, based 
on the results, firms can understand who is better 
to answer to the negative online review as well as 
which pronoun they should use while answering to 
them. 

LIMITATION AND FUTURE DIRECTIONS

In this study, I am not examining the influence 
of culture on results. Future studies can study the 
impact of different cultures (idealism and 
collectivism) on using the pronouns by agency or 
communal responders. Also, this research focuses 
on the economic hotels, but future research can 
expand this to other hotels such as luxury or 
mid-scale. Finally, since this study investigates 
through hotels and negatives online reviews, in 
future, scholars can research on the affect of using 
the pronouns and agency/ communal responders on 
positive online reviews in different industries.
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LOCAL FOOD PROMOTION AND SALE AT AGRICULTURAL FOOD 
FESTIVALS
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One of the main goals of agricultural food 
festivals is to promote and sell local food products 
produced and sourced in the local agricultural 
regions (Di-Clemente, Hernández-Mogollón, & 
Campón-Cerro, 2020). While studies in agricultural 
food festivals have increasingly appeared in the 
festival and tourism literature, this goal of local food 
promotion and sale at agricultural food festivals has 
not been discussed in those studies (Stone, Migacz, 
& Wolf, 2019; Yuan & Jang, 2008). This study 
therefore examines visitors’ decision to buy local 
food products at agricultural food festivals by 
understanding their onsite engagement. On the basis 
of the stimulus–organism–response model (Russell 
& Mehrabian, 1974), this study argues that the social 
relationships embedded in visitors’ experiences 
encountered and activities participated in at the 
festival influence their decision to purchase local 
food products during and after the festival. 
According to social capital theory and resource 
theory, when social relationships become embedded 
in or associated with an object, they enhance the 
object’s value (Foa, 1971; Robison & Ritchie, 
2010), in addition to its value connected to its 
physical properties (Brinkley, 2017). Therefore, it 
is important to examine how visitors’ experience 
and activities at the agricultural food festivals 
embraces social relationships reflecting collective 
social identities, thus resulting in higher investments 
in their relationships, i.e., local food purchase 
(Robison, Shupp, Jin, Siles, & Ferrarini, 2012).  

Compared to foods obtained through 
globalized supply chain, local foods are generally 
promoted to provide a list of benefits, being 
healthier, fresher and more environmentally 
sustainable, which primarily come from their short 
travel distance to consumers which also lead to 
reduction of CO2 emissions. Regardless, the 
distance-based definition indicating where food is 
produced and sourced is controversial. The 

boundary defining the local food produced and 
sourced in the local area has been applied to a 
variety of contexts— from foods produced in the 
same geopolitical terms as the final consumer, e.g., 
county and state, to those produced within a certain 
pre-defined distance. Furthermore, most local food 
branding primarily emphasizes the characteristics 
involving its travel distance to general consumers 
e.g., food grown in town or within 100 miles (Farris, 
Malone, Robison, & Rothwell, 2019), as in visitors 
to agricultural food festivals (Hall, 2005). But, this 
distance-based definition adopted for local food 
promotion can create a confusion (Bazzani, Caputo, 
Nayga Jr, & Canavari, 2017) at the agricultural food 
festivals where two different types of visitors exist: 
in-town visitors and out-of-town visitors. For the 
latter group of visitors, the short travel distance of 
local food might not be always considered as its 
main benefit as they go back home. This means, 
their perception of “local” in the local food at the 
festival cannot be always characterized by the 
benefit from geographic distance, although other 
social benefits from social relationship, e.g., direct 
purchase from small scale farmers/producers, can 
remain relatively constant. A few studies have 
discussed the importance of experience value in the 
local food consumption because consumers choose 
local food not just to enjoy the taste or healthy 
ingredients of the food but to consume the meaning 
linking place and tradition behind it (Sims, 2009; 
Spiller, 2012). Therefore, it is necessary to 
understand how out-of-town visitors perceive 
“local” in the local foods during and after the 
festival. For this, comparison of meaning and value 
of local food between in-town and out-of-town 
attendees will provide important information on 
local food promotion at the festival.   

Agricultural food festivals are a potentially 
powerful vehicle for local food promotion and sale. 
In the food festival literature, Getz (2019) 
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recognized the importance of understanding how 
visitors reflect on their experience for their future 
behavior, which not only involves their return 
behavior to the festival but also their purchase 
decision of foods experienced at the food festivals. 
Many of previous food festival studies have paid 
attention to the former behavior, but the latter 
behavior of local food purchase has been mostly 
overlooked. For farmers and local food producers 
participating in agricultural food festivals, 
understanding visitors’ decision to buy local food 
seems more important than visitors’ future repeat 
attendance to the festival. 

This study fills this gap by examining the local 
food purchase behavior during and after the festivals 
between in-town and out-of-town visitors. It is 
hoped that an understanding of information on the 
meaning and value of festival attendees’ experiences 
and activities will contribute to developing 
marketing programs of agricultural food festivals 
and their promotion of food, as above arguments 
will be empirically examined as part of the author’s 
field study in July, 2021. 
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INTRODUCTION

Almost every tourism experience, if not all, 
involves interacting with others, and this makes 
social emotion an effective lens through which a 
better understanding of individuals’ perception and 
behavior can be obtained. One example of social 
emotion is affective bonds that exist between 
individuals or so-called ‘emotional solidarity’ 
(Woosnam, 2008). Inter-group (i.e., tourist-to- 
resident or vice versa) emotional solidarity, as a 
concept, has been proven highly useful in explaining 
residents’ attitude toward tourism (Woosnam, 2012), 
tourists’ expenditure pattern (Woosnam, Dudensing, 
& Walker, 2015), or tourists’ destination loyalty 
(Ribeiro, Woosnam, Pinto, & Silva, 2018). More 
recently, Joo and Woosnam (2020) has made the 
concept more widely applicable by considering 
intra-group (i.e., tourist-to-tourist) emotional 
solidarity and devising a scale for measuring it.

Yet, given its recent introduction to tourism 
research, how intra-group emotional solidarity is 
related to other concepts remains unknown. The 
existing literature on inter-group emotional solidarity 
suggests that tourist-to-tourist emotional solidarity 
is closely associated with how tourists view a 
destination and intend to visit the destination. 
Destination image is the concept that represents such 
tourists’ perceptions and impressions of a destination 
(McClinchey, 1999). Depending on which aspects 
of a destination is highlighted, destination image 
can be further classified into cognitive image and 
affective image (Dobni & Zinkhan, 1990), where 
the former captures the beliefs and knowledge that 
tourists have about a destination or its attributes 

and the latter refers to tourists’ feelings toward the 
destination (Baloglu & McCleary, 1999). Destination 
image, whether it be cognitive or affective, has been 
found closely related to tourists’ attitude and 
intention regarding a destination (Jalilvand, Samiei, 
Dini, & Manzari, 2012).

Although the existing literature suggests 
significant and positive relationships among tourists’ 
cognitive and affective views of a destination and 
their intention to visit the destination, it is unknown 
how intra-group emotional solidarity factors into the 
relationships. Furthermore, most studies have only 
validated the relationships by sampling actual 
tourists in a destination, so whether the positive 
association between destination image and travel 
intention is supported among potential tourists (or 
not) still demands further research. As such, the 
purpose of this study was to investigate the 
relationships among potential tourists’ a) emotional 
solidarity with one another, b) cognitive destination 
image, c) affective destination image, and e) travel 
intention. Notably, this study considered affective 
destination image as an antecedent to cognitive 
destination image; while this runs contrary to the 
cognitive-affective-conative model of destination 
image (Agapito, Oom do Valle, & da Costa Mendes, 
2013), the intention was to see if potential tourists 
engage in emotional reasoning or not.

METHOD

Measurement
The following scales were utilized to measure 

the construct of interest: Joo and Woosnam’s (2019) 
modified emotional solidarity scale (ESS) for 
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intra-group emotional solidarity, Baloglu and 
McCleary’s (1999) scales for cognitive and affective 
images of a destination, and Jalilvand et al.’s (2012) 
scale for travel intention. All items were measured 
on a 7-point Likert scale where ‘1’ indicated strong 
disagreement and ‘7’ represented strong agreement 
to a positively worded statement.

Data collection and data analysis
The population of this study was potential 

Christian tourists residing in the U.S. who expressed 
their interest in visiting an international or domestic 
destination for religious causes (i.e., demonstrating, 
practicing, or promoting their religious beliefs). To 
obtain a more representative sample of the 
population, a survey respondent panel (hereafter 
‘panel’) was built and utilized via an online survey 
company. While using a panel has some shortcomings 
such as risks of sampling bias (Fulgoni, 2014) or 
panel exploitation (Query Group, 2014), it was 
deemed that in this study its benefits outweighed 
the costs. Onsite data collection would have resulted 
in covering only selected religious institutions located 
in a certain geographic area, all of which would 
have caused even greater sampling bias.

Before data analysis, the data was screened 
for multivariate or univariate outliers, as well as 
any disengaged responses. When analyzing the data, 
this study followed Anderson and Gerbing’s (1988) 
two-step approach to structural equation modeling. 
First, confirmatory factor analysis was conducted 
to establish the best-fitting measurement model to 
the data. Then, structural models were used to 
examine the proposed relationships among the 
constructs. The goodness of fit was measured using 
Satorra-Bentler scaled χ2 (S-B χ2), comparative fit 
index (CFI), non-normed fit indices (NNFI), 
standardized root mean squared residual (SRMR), 
and root mean square error of approximation 

(RMSEA). SPSS 26.0 and EQS 6.1 were used for 
data analysis.

FINDINGS

Respondents’ socio-demographic profile
Of 439 responses collected, five contained 

multivariate outliers and were excluded. As such, 
the effective sample size was 434. The sample 
comprised of 35.3% (n = 35.3) male and 64.7% 
(n = 281) female, whose average age was 44.32. 
As for the education level, the sample had 51.9% 
(n = 228) with a four-year university degree or 
higher, 24.7% (n = 107) with a high school diploma, 
and 22.4% (n = 97) with a technical, vocational 
or trade school degree. In term of their religious 
affiliation, 55.6% (n = 242) professed Catholic 
beliefs followed by 27.4% (n = 119) Evangelical 
Protestants, and 16.8% (n = 73) Mainline 
Protestants.

Measurement model 
The measurement model included the 

following five factors: commonality, fairness (which 
are factors of the modified ESS), cognitive 
destination image, affective destination image, and 
travel intention. The initial measurement model was 
deemed inappropriate (S-B χ2

(df)
 = 1396.44(517), CFI 

= .884, NNFI = .874, SRMR = .062, and RMSEA 
= .063), and Lagrange Multiplier (LM) test results 
suggested that five items from cognitive destination 
image and four items from commonality had to be 
removed due to low reliability or high cross-loading. 
The modified measurement model showed a good 
fit to the data (S-B χ2

(df) = 491.90(265), CFI = .957, 
NNFI = .951, SRMR = .044, and RMSEA = .044). 
Table 1 presents descriptive statistics and factor 
loading.

Table 1. Descriptive statistics and factor loading

Constructs Loading Mean S.D.
Emotional solidary - Commonality

I feel close to other faith-based tourists .844 5.36 1.333
I expect to make friends with other faith-based tourists. .867 5.45 1.274
I identify with other faith-based tourists. .879 5.42 1.271
I have a lot in common with other faith-based tourists. .812 536 1.339
I understand other faith-based tourists. .832 5.46 1.227
I feel the community will benefit from having us. .794 5.37 1.360
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Rho coefficient values of the factors ranged 
from .834 (travel intention) to.934 (commonality) 
which all exceed a cut-off of .70 suggested by 
Fornell and Larcker (1981) for internal consistency. 
Values of Average Variance Extracted (AVE) were 
between .580 (cognitive destination image) and .780 
(fairness), indicating good convergent validity 

(Hair, Black, Babin, Anderson, & Tatham, 2006). 
Lastly, all the AVE values were greater than values 
of the squared correlations of corresponding 
constructs, suggesting satisfactory discriminant 
validity (Byrne, 2006). The full results of the 
reliability and validity tests are provided in Table 
2 below.

Table 2. Results of the reliability and validity tests.

Construct (Rho) COM FAIR CDI ADI TI
Commonality (COM) (0.934) .8381

Fairness (FAIR) (0.914) .794 .8831

Cognitive destination image (CDI) (0.925) .715 .596 .7611

Affective destination image (ADI) (0.849) .348 .292 .501 .7651

Travel intention (TI) (0.834) .699 .523 .647 .362 .7921

Note. 1 = Square root of AVE values

Structural model
The structural model including all the 

constructs and their hypothesized relationships 
demonstrated an acceptable fit to the data: S-B χ2

(df) 
= 492.87(266), CFI = .957, NNFI = .951, SRMR = 
.045, and RMSEA = .044. Emotional solidarity 

successfully predicted both cognitive image (H1: β 

= .620, p < .001) and affective image (H2: β = 
.351, p < .001) of a destination, as well as travel 
intention (H3: β = .480, p < .001). Affective 
destination image had a significant influence on 
cognitive destination image (H4: β = .284, p < .001), 

Constructs Loading Mean S.D.
Emotional solidarity - Fairness

I will treat other faith-based tourists fairly. .877 5.85 1.261
I plan to get along with other faith-based tourists. .934 5.91 1.233
I have respect for other faith-based tourists. .835 5.90 1.187

Cognitive destination image
… good value for money. .719 5.21 1.302
… good climate. .748 5.37 1.217
… suitable accommodation. .829 5.43 1.235
… appealing local food. .793 5.46 1.242
… quality infrastructure. .751 5.20 1.274
… good personal safety. .785 5.19 1.283
… unpolluted or unspoiled environment. .674 5.20 1.277
… standard hygiene and cleanness. .756 5.26 1.252
… interesting and friendly people. .790 5.63 1.155

Affective destination image
… pleasant .699 6.05 1.283
… arousing .722 5.37 1.456
… relaxing .816 5.61 1.375
… exciting .818 5.87 1.372

Travel intention 
I predict, I will visit the destination in the future. .822 5.36 1.522
I would rather visit the destination more than anywhere else. .697 5.21 1.514
If everything goes as I think, I will plan to visit the destination in the future. .849 5.41 1.429



26th Asia Pacific Tourism Association Annual Conference 61

but its direct impact on travel intention was not 
significant (H5: β = .057, p > .05). Lastly, the path 
from cognitive destination image to travel intention 
was significant (H6: β = .273, p < .01), indicating 
that cognitive destination image functioned as a full 
mediator between affective destination image and 
travel intention (H7).

IMPLICATIONS

This study revealed that, in an anticipated 
travel setting, potential tourists’ feeling of emotional 
solidarity with one another had positive impacts on 
their cognitive and affective views of the 
destination. Both emotional solidarity and cognitive 
destination image exerted positive influences on 
travel intention. Interestingly, the positive impact 
of affective destination image on travel intention 
was fully mediated by cognitive destination image, 
indicating a causal relationship. The findings 
underscore the importance of positive social 
emotion in developing favorable images of 
destination and encouraging travel intention. 
Furthermore, the findings also suggest that affective 
images of a destination can influence the functional 
evaluation of the destination, suggesting that 
potential tourists are likely to engage in emotional 
reasoning.
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