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Abstract : Tourists’ decision making is a key topic within research that focuses on tourist behaviors. A review of RSS

the literature indicates that there are some classic theoretical models that describe tourists’ decision-making
process regarding the selection of travel destinations. These models include the travel-buying behavior model,
destination choice sets model, and stimulus-response model. All of these models focus on what tourists buy, but
not why they buy particular products. Thus, they cannot reveal the intrinsic motivation underlying tourists’ pdpal
decision-making behavior. The desire of consumers to express themselves is often the driving force that prompts -
them to purchase goods and services. Research has shown that consumers’ attitudes toward products (and e
product purchases) are influenced by their self-image congruence, which refers to the congruence of the product
user’s image with the consumer’s self-concept/self-image. Given the discretionary and conspicuous nature of
tourism consumption, tourism would appear to provide an ideal context within which to test a self-concept model
and self-image congruence effects. We first present a brief review of related concepts, measurement scales, and
the background of self-image congruity theory. This provides a theoretical foundation for constructing a research
framework for examining tourists’ decision-making. Next, we comprehensively review articles relating to empirical
research on self-image congruence within the field of tourism research. We analyze the research status and
existing issues in detail. Based on the above analysis, we construct an integrated theoretical framework to explain
a variety of decision-making behaviors of tourists during different stages of travel (before, during, and after
traveling). In light of our review of previous research in related areas, we have identified three variables:
brand/corporate identification, consumption emotion, and perceived risk that may mediate the effects of self-image
congruence on tourists’ decision making. We identify and discuss additional factors that are likely to moderate the
relationship between self-image congruence and tourists’ decision making. Specifically, we categorize the
moderating factors within three groups: personal factors, contextual factors, and cultural factors. Last, we present
a series of research propositions that can be subjected to verification or falsification within future empirical
studies. These will contribute to an understanding of the mechanism whereby self-congruity effects operate, and
their situational/boundary conditions. This study aims to provide an alternative theoretical model that enhances
understanding of tourists’ decision-making behaviors. This is evidently the starting point for officials and managers
within tourism-related organizations (e.g., destination marketing organizations) to develop effective positioning
strategies that increase profitability. The study applies the self-congruity theory to the field of tourism research
and contributes to the development of theory relating to tourists’ decision making. However, it has two limitations.
First, all of the important variables that affect self-congruity could not be covered. Second, the interaction effects
between the three above-mentioned moderating factors were not analyzed.
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