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Tab.1 Dimensions and measurement items of symbolic meaning of destination brand

Iy b A R S

Dimensions of symbolic meaning of destination brand

N [ 35

Measurement Items

M F6 Fe34 Individual self-expression

QO1 xxjx— H HyHhA & BH 1)1k

xx as a destination has a distinctive personality

Q02 1 LA i B ife i ek 1 B4~k

I can express my personality by visiting xx

Q03 xxix— FHAYHAIER 53 B A e —Ehy
The image of xx as a destination is fit with my personality
Q04 FoiX— H A MR IWERF 7 Foxt [ i ik

Visiting XX is consistent with my own views about myself

> % A FeILF Relational self-enhancement

Q05 ) xx3%k — H Ay MR i#AT &

AT TR R A

Visiting X is in line with how my friends think of me

Q06 Fxx3X— H A MR IERF 15 26 A TR I

Visiting XX is in line with how relatives think of me

QO7 B xxix— [ AR I REAT TRAE B 1 BN PR S AU EN 52

I can make a better impression in the eyes of the people around me by visiting xx
QO8 Fxxix— H A MR A7 By T HeIG BE5 By N2 [ R

Visiting XX can help me to improve relations between the people around

HERIA R Sense of belonging to a social group

Q09 Fl|xxi%x — H HyHb ik iz At S ek 2

WP—ZR A A

Visiting xx can indicate what kind of person I am
QIO TR BT >oxixX — H M HARIF AN AT A5 HELEAR LA T

I think those people who visit to XX have certain similar characteristics

Q11 Elboxix — F BRI AE

TR [ R TR Y — B

Visiting X% can make me feel like a member of a certain group

Q12 Fpoix— H A IR WA T 5 —FriAry 3k

[ GHRE

Visiting xx reflects the common interests of the members in a group

12 P2 I 32 1. Demonstration of social prestige and status

QI3 xxix— [ AR I RERS %2 At 2t s

Visiting Xx can demonstrate my social status

Q14 | xxix— [ AR B2 — Tt 2 A Y R AL
Visitingx xis a symbol of social status

Q15 FoX— H A HBARIFRENS L1 FRARAT T 5 iy 2x 7 B2

Visitingx xallows me to get a higher social prestige

Q16 F] xx iX

— H i 2 (EA B

It is enviable to visit xx
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N3k 2 FR , 45 Y- B )2 T 1 32 1Y Cronbach'’s a RELTE
0.852~0.939(%2) , ¥ KT 0.7, 4 M4l KA &
1% Jif & ¥ (Composite reliability, CR) 4+ T* 0.873~
0.939, 2 A KT 0.6 [FRIfE . Cronbach’'s aF %X
FZH A7 B 2R Ui Bt 3R 9 [n) il EL A B dr iy 7
— ML AN, 4 4R 8 T 25 il B
(average variance extracted) /& T* 0.633~0.794 ( &
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b 5 Bt 0 )R A B2, 5 FL A AR 2 TR HL A A
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Tab.2 The results of reliability and validity test

i35 )33 FrifEfL 2R 5L TR REL HATRE SR 7 ZEC
Dimensions Items  Standardized coefficient ~Cronbach's @ Composite reliability =~ Average variance extracted

MNCNEEIZSES Qo1 0.866 0.917 0.913 0.723
Individual self-expression Q02 0.895

Q03 0.854

Qo4 0.783
K F AT Q05 0.741 0.852 0.873 0.633
Relational self-enhancement Q06 0.853

Qo7 0.751

Q08 0.832
REAI ) Q09 0.860 0.906 0.914 0.727
Sense of belonging to a social group Q10 0.868

Q11 0.874

Q12 0.808
GRSELEVIN e AT Q13 0.865 0.939 0.939 0.794
Demonstration of social prestige and Ql4 0.911
status QI5 0913

Ql6 0.875
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Tab.3 Results of model fit test

A HEFE Model fit index 2ldf RMR RMSEA GFI AGFI NFI IFI CFI PGFI
21 Suggested value <3 <005 <0053 <008 >090  >090  >090 >0.90 >090  >0.50
350 Tested value 2.757 0.042 0.056 0.944 0.919 0.963 0.975 0.975 0.654

T4 BEXRNWER
Tab.4 Results of path relationship test
iz e B R FREIL R EL Frifiis I 5 L2 e
Hypothesis Path relationship Standardized regression weights Standard error  Critical ratio Sig.
H1 MR A FRFES — BUTEN 0.225 0.081 3.601 0.000%**
H2 KFRBRRILE — Y5 0.066 0.042 2.174 0.030%
H3 HHRIA)E — 27 m 0.450 0.073 7.804 0.000%**
H4 Fh2 P BRI 22 5 — BT 0.048 0.055 0.985 0.325

2w p<0.001,% p <0.05.,
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Tab.5 Results of multiple—group analysis

) A B R Model fit R B E R Sig.
#7 Model -
yldf RMR GF1 AGFI NFI IFI CFI RMSEA df CMIN p
JCRR A
. 2369 0.040 0915 0.878 0.943 0.966  0.966 0.047 - - -
Unconstrained model
PR a7y
. 2265  0.045 0913  0.883 0.941 0.966  0.966 0.045 - - -
Constrained model
PR iS5 5 JE B AR AL A Lh 2
. - - - - - - - - 16 14.105  0.591
Model comparison
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Impact of the Symbolic Meaning of Destination Brands on Visit Intentions
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Abstract: Brands are increasingly seen as a symbolic resource for expressing individuals’ self-concept
and lifestyle; thus, symbolic consumption has become a topic of concern in marketing. The significance
of brands’ symbolic meaning for consumers’ buying behavior has also been confirmed by many
studies. Many destinations have gradually engaged in branding activities in recent years; therefore,
exploring the marketing value of the symbolic meaning of destination brands undoubtedly has
important theoretical and practical significance.

Using a city (Tianjin) and a national park (Jiuzhai Valley National Park) as examples, this paper
reveals the influence of the symbolic meaning of destination brands on tourists’ visit intentions. Our
survey analysis found that tourists’ perception of the symbolic meaning of destination brands has four
dimensions: individual self-expression (destination brand as a tool to show individuals’ personality and
image); relational self-enhancement (destination brand as a tool to help individuals improve their self-
image in their significant others’ eyes [e.g., relatives, friends, colleagues, lovers, or spouses]); sense of
belonging to a social group (destination brand as a tool to help individuals associate with a certain
social group); and demonstration of social prestige and status (destination brand as a tool to help
individuals demonstrate their social prestige and status). The structural equation modeling results show
that individuals’ self-expression, relational self-enhancement, and sense of belonging to a social group
have a positive and significant impact on their visit intentions. That is, when respondents are aware that
the destination brand can meet their need for individual self-expression, relational self-enhancement,
and sense of belonging to a social group, they will correspondingly express strong visit intentions.
However, the impact of demonstration of social prestige and status on visit intentions is not significant.
Finally, a multigroup structural equation model analysis shows that the path relations between the
symbolic meaning of the destination brand and visit intention in the two scenarios of the city and the
national park are not significantly different. This result indicates that the symbolic meaning of the
destination brand has important marketing value for these two kinds of destinations.

The results have theoretical and practical implications. From a theoretical standpoint, we
confirmed the perspective of many previous studies that people will see brand consumption as an aspect
of their self- construction. From a practical standpoint, we suggest that destination- marketing
organizations engage in branding activities to imbue the destination with certain symbolic meanings
and promote its self- construction benefits to tourists. These activities will help to increase the
possibility of consumers choosing to visit the destinations. For example, marketers can promote the
destination using promotion messages that feature not only destination sceneries, but also its human
characters, such as showing the general types of tourists who visit the destination or a celebrity who
endorses the destination in an advertisement. A number of studies have confirmed that celebrity
endorsements can transfer the celebrity’ s personality onto the destination brand. Therefore, destination
brand consumption allows tourists to create, transform, and express their self-identity. In addition,
destination-promotion materials can also show scenes in which tourists are together with their relatives,
friends, colleagues, lovers, or spouses, so that potential tourists will think that visiting the destination
with their significant others would be a good opportunity to consolidate their relationships.
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