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Abstract

Destinations are increasingly focusing on sustainability awareness through tourism campaigns, but effective communication
remains challenging. This research, rooted in consumption value theory, delves into the influence of message appeal (environ-
mental vs. personal benefit) and information type (objective vs. subjective) on tourists’ behavioral intentions through two
online experiments. Study | demonstrates the positive impact of environmental benefit message appeals on behavioral inten-
tions toward destinations, both directly and indirectly, by enhancing destination brand quality and perceived green value.
Study 2 validates these findings and extends the analysis to include click-through behavior as a proxy for real behavior. Our
research emphasizes the importance of environmental benefits alongside objective information in destinations’ sustainability
messages within social media advertisements. This approach serves to bolster destination brand quality, perceived green
value, and ultimately, positive behavioral intentions.
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Introduction Particularly within the domain of destination marketing,
social media emerges as an invaluable tool for destina-
tions to elevate their competitiveness and effectively con-
vey their dedication to sustainability. Destination
management organizations are increasingly incorporating
the social media into their strategies for destination
branding communications (Stojanovic et al., 2022).
Consequently, the current research is specifically geared
toward the communication of destinations’ sustainability
endeavors through social media advertisements.

The rise of consumer awareness regarding the detrimental
environmental impact of tourism on destinations
(Beeharry et al., 2021; Gao & Zhang, 2021; Han, 2021)
has prompted destinations to embrace sustainability
initiatives within their marketing campaigns. Notably,
tourists are recognizing and valuing sustainability efforts
by destinations (Bernini et al., 2021; Bilynets et al., 2023).
Sustainable destination practices not only enhance desti-
nations’ competitiveness but also significantly influence
tourists’ experiences, purchase behavior, and loyalty
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While research on message appeals has predominantly
focused on accommodations and travel agencies (e.g.,
Kapoor et al., 2021; Zanon & Teichmann, 2016), there is
a dearth of research on persuasive communication strate-
gies promoting sustainability and influencing individuals’
choices toward a destination (Japutra & Loureiro, 2020;
Melo & de Farias, 2018). For example, Wehrli et al.
(2017) examine the effectiveness of emotional versus
rational communication for sustainable tourism products
in travel brochures. Hardeman et al. (2017) investigate the
impact of self-benefit messages over non-self-benefit mes-
sages used by tour operators to influence customers’ sus-
tainable holiday choices. Despite these contributions,
limited research has focused on identifying the most per-
suasive communication styles to promote sustainability
for influencing individuals’ choices toward a destination
(Melo & de Farias, 2018). For example, Wang and Lehto
(2020) revealed that neither benefit-oriented nor attribute-
oriented message appeal were consistently more effective
in destination advertising. Their effectiveness depended
on factors such as the psychological distance of the audi-
ence. Hence, there remains a pressing need for further
research to delve into the nuanced message strategies that
destinations can employ to ameliorate effectively commu-
nicate their sustainability efforts (Hanna et al., 2018).
Such research can contribute enhancing behavioral inten-
tions of potential tourists, ultimately convincing individu-
als to experience sustainability efforts within destinations.

The consumption value theory is centered on the
decision-making process of consumers, elucidating the
factors influencing their choice to purchase, utilize, or
abstain from a particular product (Sheth et al., 1991).
This perspective seamlessly aligns with the understanding
of tourists’ sustainable travel preferences through the
integration of consumption value theory. Here, individu-
als, including tourists, aim to maximize overall benefits.
Within this framework, tourists strategically maximize
benefits, weighing both functional (i.e., destination brand
quality) and experiential (i.e., green perceived value)
aspects in their destination choices. The evaluation of a
destination’s overall quality is influenced by its environ-
mental conditions, encompassing various attributes that
define the appeal of the destination brand (Bianchi et al.,
2014). Tourists tend to place substantial reliance on mar-
keting communications, especially destination advertise-
ments, to decide visiting a destination (Byun & Jang,
2018; Segota, 2024) and to grasp an understanding of the
quality offerings of a destination without first-hand expe-
rience (Can et al., 2023). Notably, highlighting environ-
mental benefits in these communications can play a
crucial role in building consumer trust and enhancing
their perception of quality. Furthermore, the manner in
which a product is communicated can shape consumers’

perceptions of its value (Grimmer & Woolley, 2014;
Japutra et al., 2022).

Messages that emphasize environmental benefits have
the potential to enhance individuals’ perceptions of a
product’s green value. Higher product quality and per-
ceived green value, in turn, contribute increased inten-
tions to revisit (Riva et al., 2022). Additionally, the types
of information provided about sustainability practices
can also strengthen the persuasiveness of sustainability
communication on travelers’ intentions (Kapoor et al.,
2021). For example, providing specific and precise data,
which refers to objective information, or using informa-
tion that is subject to personal interpretations, represents
the subjective information type can either strengthen or
lessen the impact of a message on the recipient’s response
(Jeong & Koo, 2015). Building upon these notions, the
present research aims to investigate

(1) How do different message appeals (environmental
vs. personal benefit) along with information types
(objective vs. subjective) affect tourists’ behavioral
intentions toward a destination through social
media advertisements?

(2) What underlying mechanisms such as destination
brand quality and perceived green value, explain the
effects of message appeals and information types on
behavioral intentions?

This study makes three contributions to the existing lit-
erature. Firstly, to the best of our knowledge, it is the first
study to empirically examine whether environmental or
personal benefit appeals are more persuasive in the con-
text of destination sustainability. This provides valuable
causal evidence for developing successful and sustainable
marketing campaigns in social media advertisements.
Secondly, our research examines how different informa-
tion types such as the objective or subjective information
about destination sustainability practices, influence tour-
ists’ behavioral intentions, contributing to the under-
standing of sustainability communication for tourism
destinations on social media. Lastly, this study uncovers
the underlying mechanisms, such as destination brand
quality and perceived green value, which explain the
effects of message appeals and information types on the
tourist behavioral intentions.

Related Concepts and Hypotheses

Consumption Value Theory

The consumption value theory posits that consumer
choice is influenced by various attributes, encompassing
functional, social, conditional, emotional, and epistemic
values (Sheth et al., 1991; Tanrikulu, 2021). Functional
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value, a crucial aspect, suggests that consumers are drawn
to alternatives with prominent physical and utilitarian
attributes (Sanchez-Fernandez et al., 2007; Tapachai &
Waryszak, 2000). For instance, a tourist might choose a
destination based on functional values like perceived
quality. The theory extends its purview to include per-
ceived green value, especially pertinent in contemporary
sustainable tourism.

The consumption value theory, delineating primary
elements contributing value or serving as key drivers in
the process of destination selection, underscores its endur-
ing relevance in tourism marketing research (Phau et al.,
2014; Tapachai & Waryszak, 2000). This theory furnishes
a valuable framework for delving into the intricate
dynamics of consumer decision-making, sustainable com-
munication, and the landscape of message appeal, partic-
ularly in the context of emerging trends such as
sustainable and green tourism. Within this dynamic
framework, the consumption value theory, encompassing
functional (i.e., destination brand quality) and experien-
tial (i.e., green perceived value) aspects, persists as an
invaluable tool for comprehending the multifaceted fac-
tors influencing destination choices.

Sustainability Communication and Message Appeals

Sustainability communication is considered as a potent
tool for informing travelers about sustainable products
and services, thereby motivating them toward making
sustainable choices (Kapoor et al.,, 2021). Despite its
potential, a sustainability message is complex and diverse,
impacting individuals’ choices (Randle et al., 2019). The
persuasive powers of sustainability communications are
intricately tied to message appeal, the overarching theme
of the sustainability message (Cozzio et al., 2020; Wang &
Lehto, 2020).

Previous research has explored different message
appeals in sustainability communication, including
rational versus hedonic, sensual versus guilt, emotional
versus functional, and emotional versus rational appeals
(Kapoor et al., 2021; Matthes et al., 2014; Melo & de
Farias, 2018; Wehrli et al., 2017; Zanon & Teichmann,
2016). However, limited attention has been given to the
distinction between environmental benefits, which denote
positive impacts on the environment, associated with sus-
tainability and personal benefits, referring to the individ-
ual advantages or rewards (Kang & Sung, 2022).

Adding to this gap, conflicting findings have emerged
concerning the effectiveness of environmental and per-
sonal benefit appeals. While Ferreira et al. (2010) suggest
that personal benefits from green consumption can evoke
a sense of self-satisfaction, Hartmann and Apaolaza
Ibafiez (2006) argue that consumers prioritize feeling good
about themselves over the environmental outcomes of
their purchase decisions. In addition, the natural and

ecological elements within destination environments can
contribute to tourists’ personal well-being, which is
closely tied to the concept of personal benefit message
appeal. This influence extends to shaping their percep-
tions of a particular destination and impacting their beha-
vior (Qui et al., 2022).

On the other hand, Zanon and Teichmann (2016) high-
light the crucial role of green appeal advertisements in
raising consumer environmental awareness and enhancing
their evaluation and purchase intentions of environmen-
tally friendly products and services. Similarly, Wang et al.
(2017) propose that proud and admiring green message
appeals positively influence consumers’ purchase inten-
tions. Kang and Sung (2022) demonstrate that environ-
mental message appeals yield more positive consumer
responses than personal benefit message appeals, particu-
larly in the context of luxury consumption. Messages that
incorporate environmental values can enhance advertise-
ment effectiveness, thus aiding conveying a brand’s com-
mitment to sustainable values (Huertas-Garcia et al.,
2016). This connection between sustainability messaging
and consumer behavior is expected to extend to sustain-
ability efforts in tourism destinations. Specifically, envi-
ronmental message appeals are anticipated to elicit
favorable consumer responses, such as enhanced beha-
vioral intentions. Hence, we posit the following
hypothesis:

H1: Environmental message generates a more favor-
able behavioral intention compared to personal mes-
sage appeal.

Effects of Subjective Versus Objective Information Type

In the realm of sustainability communication, it is crucial
to acknowledge the fundamental disparity between sub-
jective and objective information. Subjective information,
shaped by personal opinions, or qualitative interpreta-
tions (Lee & Koo, 2012), contrasts with objective infor-
mation, which relies on verifiable information or facts
free from personal biases (Dursun et al, 2019).
Understanding this crucial difference is vital as it signifi-
cantly impacts consumers’ responses. Subjective messages
often evoke emotional engagement and personal interpre-
tations, while objective messages are generally perceived
as more credible, thereby leading to positive behaviors
and enhancing the overall value of the communication
process (Alniacik & Yilmaz, 2012; Ganz & Grimes, 2018).

The insights provided by Jarrari et al. (2023) contribute
significantly to our understanding. Objective information
is characterized by veridical, context-independent facts
and concrete forms that maintain their existence indepen-
dently of the observer, extending beyond mere content or
specific wordings. In contrast, subjective aspects of infor-
mation, in line with interpretive approaches, perceive
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information as an intangible, subjective phenomenon
existing in people’s minds and practices, with interpreta-
tion occurring in relation to context.

In the realm of destination sustainability, we align with
Jarrari et al. (2023), viewing certifications or awards from
international organizations as objective markers. While
these accolades offer tangible evidence, it’s important to
note that varying criteria among organizations can intro-
duce subjective elements. Conversely, information shaped
by people’s perceptions is considered subjective due to its
reliance on personal opinions and interpretations.

When communicating environmental information
about green credentials in advertisements, persuasive
information can take the form of assurance or certifica-
tion cues, influencing consumer attitudes toward brands
(Bickart & Ruth, 2012). Specifically, in the sustainability
context, credible information, such as eco-labels, serves as
a persuasive cue in advertisements. This enhances green
information processing and contributes positively to con-
sumers’ evaluations of the brand (Kumar et al., 2021). So
et al. (2017) emphasize the association between message
information and individuals’ attitudes, highlighting the
relevance of this distinction. Recent findings further sug-
gest that the effectiveness of environmental benefit-
focused messages on consumers’ perceived corporate
social responsibility submotives is notably strengthened
when the messages are objective (Kang & Sung, 2022).
Consequently, it is anticipated that the impact of message
appeals on tourists’ behavioral intentions will be more
pronounced when the destination sustainability message
is objective rather than subjective, thus contributing sig-
nificant value to the overall sustainability communication
strategy. Building upon these insights, we propose the fol-
lowing hypothesis.

H2: Environmental appeals with objective information
lead to greater behavioral intention than personal
appeals that include subjective or objective information
and environmental benefits that include subjective
information about destination sustainability.

Mediator Effect of Destination Brand Quality

Consumers evaluate the quality of a brand based on their
favorable assessment of a business’s products or services
(Alamsyah et al., 2021; Can et al., 2023). In response to
this consumer behavior, many destinations are currently
emphasizing the enhancement of their brand quality to
differentiate themselves from other tourist destinations
(Stepchenkova & Li, 2014). Lam et al. (2016) underscore
the critical role of integrating sustainability into the mar-
keting communication of these destinations, highlighting
its significance in shaping a unique brand image.

Tourists take potential factors into account when con-
sidering a destination, given the limitations in fully

experiencing the quality of its offerings beforehand. To
address these considerations, tourists rely on the messages
conveyed through marketing communications. For exam-
ple, the eco-friendly initiatives of green hotels can
enhance their brand image, resulting in a favorable per-
ception of brand quality (Kim, et al., 2017). Notably,
messages highlighting environmental benefits play a cru-
cial role in building consumer trust and enhancing their
perception of quality (Wasaya et al., 2021), thereby gener-
ating positive responses (Wang et al., 2020).

Building on these arguments, we anticipate that the
appeal of environmental messaging will have a positive
influence on the perception of the brand’s quality, thereby
fostering intentions to visit and recommend the destina-
tion. Moreover, the impact of such messaging is expected
to be strengthened when destinations emphasize verifiable
or objective information regarding their sustainability
initiatives in their communication strategies (Chi et al.,
2021). Accordingly, we propose the following hypothesis:

H3: Destination brand quality mediates the relation-
ship between message appeal along with information
type and behavioral intentions.

Mediator Effect of Perceived Green Value

Perceived value refers to consumers’ comprehensive eva-
luation of a product’s utility, considering what is received
in relation to what is given (Zeithaml, 1988). On the other
hand, perceived green value involves a thorough evalua-
tion of the environmental attributes of a green product,
considering both its associated benefits and drawbacks
(Ariffina et al., 2016). This assessment is based on consu-
mers’ perceptions of what they receive from the product
in terms of environmental benefits and what they give,
considering potential ecological impacts or resource
usage. Environmental benefit message appeals typically
emphasize the broader implications for the environment,
reflecting a value for the greater good (Polonsky, 2011).
Conflicting results exists in the literature concerning
the impact of environmental or green appeals on con-
sumer behavior. For instance, while eco-certification is
perceived as offering an environmental sustainability ben-
efit, it may not necessarily translate into increased value
in terms of purchase intentions for eco-certified tourism
products (Karlsson & Dolnicar, 2016). Conversely, Wang
et al. (2017) report that the use of admiring green appeal
is more effective than a disdainful green appeal in enhan-
cing perceived green value. Recent research has high-
lighted the impact of environmental message appeals, in
contrast to personal appeals, on consumers’ evaluations
of companies, especially concerning brand values and cor-
porate social responsibility (Kang & Sung, 2022).
Similarly, we expect that sustainability messages
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emphasizing environmental benefits would heighten peo-
ple’s perceived green value from such destinations.

Understanding consumers’ value is crucial, as it not
only affects their evaluations but also their future atti-
tudes and behaviors (Chen et al., 2020; Jiang & Hong,
2023; Luo et al., 2020). Specifically, concerning perceived
green value, Chen and Chang (2012) affirm the positive
impact of perceived green value on green trust and con-
sumer preferences. Further supporting this, Wang et al.
(2017) propose that an emotional green appeal type mes-
sage can impact consumer behavior through the lens of
perceived green value. Based on these empirical findings
that confirm the effect of green perceived value on con-
sumer behavior, we expect that green perceived value
would foster tourists” behavior toward destinations.

Furthermore, the value associated with sustainability
efforts is greatly enhanced when destinations receive rec-
ognition or certification from relevant organizations or
institutions (Carballo & Le6n, 2018; Costa et al., 2019).
This recognition leads consumers to perceive such desti-
nations as more environmentally friendly and dedicated
to a higher environmental standard compared to those
without such labels. Consequently, the green perceived
value of these destinations increases among consumers.
Therefore, we postulate that environmental messages, in
conjunction with objective information about destina-
tions’ sustainability initiatives, contribute to fostering tra-
velers’ perception of perceived green value, ultimately
shaping their behavior. Based on these premises, our
hypothesis is as follows:

H4: Perceived green value mediates the relationship
between message appeal along with information type
and behavioral intentions.

Serial Mediator: Destination Brand Quality and
Perceived Green Value

The reviewed literature consistently examines the relation-
ships between perceived quality and perceived value
(Coelho et al., 2020; De Toni et al., 2018; Petrick, 2004).
For instance, Jang et al. (2012) show the positive impact
of perceived service quality on customer value in a specific
context. Similarly, Chen et al. (2020) establish a direct
relationship between consumers’ perceived service quality
and their perceived value in relation to certain products
or services. However, Ryu et al. (2012) present contrast-
ing evidence regarding the relationship between service
quality and customers’ perceived value within a particular
industry.

Furthermore, previous studies indicate the influence of
perceived value and brand quality on consumer beha-
vioral intentions (De Toni et al., 2018; Ha & Jang, 2010;
Jang et al., 2012; Luo et al., 2020). Nonetheless, some

studies present contradictory results. For example, Chen
et al. (2020) reveal that perceived service quality does not
impact consumer behavioral intentions in certain con-
texts. Similarly, Muskat et al. (2019) find no direct effect
of perceived service quality on behavioral intentions.
Additionally, the impact of perceived value on behavioral
intention remains inconclusive (Mao & Lyu, 2017), espe-
cially in the context of the influence of perceived green
value on travelers’ behaviors—an area that lacks compre-
hensive study. While perceived value involves consumers’
assessment of whether a product attribute can meet their
needs and provide satisfaction in a given situation (Lim
et al., 2014), green perceived value specifically assesses the
environmental attributes of a product or service. This
underscores the distinct environmental sustainability con-
siderations that may shape travelers’ behavioral
intentions.

De Toni et al. (2018) emphasize that the perceived
quality of sustainable offerings determines their perceived
green value, thereby shaping consumer behavior. In the
realm of destination marketing, it is crucial for destina-
tions to uphold brand quality to foster positive percep-
tions of green value. Consumer future behavioral patterns
are closely tied to the positive perceived value of destina-
tion brand attributes (Kim, 2014), a relationship we
anticipate will extend to green perceived value. For
instance, Chen and Chang (2012) demonstrate the impact
of green perceived value on consumer behavior, specifi-
cally in terms of purchase intention. Despite this, there
remains a gap in understanding the effects of environmen-
tal message appeal, along with information type, on desti-
nation brand quality and perceived green value within the
context of a tourism destination. To bridge this, we pro-
pose the following hypothesis:

HS5: Destination brand quality and perceived green
value serially mediate the relationship between message
appeal along with information type and behavioral
intentions.

Figure 1 illustrates the research model. We test the
aforementioned hypotheses through two online experi-
ments. Study 1 examines the effects of environmental
message appeals on tourists’ behavioral intentions directly
and indirectly through destination brand quality and per-
ceived green value, utilizing a real tourism destination
brand (i.e., Baido, Portugal). For Study 2, we employ a
different real tourism destination brand (i.e., Bitez,
Turkiye) and deploy click through behavior as the main
dependent variable to enhance behavioral realism and the
external validity of Study 1 findings. Study 1 utilizes
Instagram advertisements, whereas Study 2 employs
Facebook advertisements, aligning with suggestions for
increased external validity by Winer (1999).
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Figure I. The research model.

The rationale for selecting these particular destinations
is grounded in their recognition by esteemed international
organizations specializing in green certifications and
awards, such as the Global Sustainable Tourism Council
(gstcouncil.org) and Green Destinations (greendestina-
tions.org). Portugal and Turkiye, with 22.3 and 50.5 mil-
lion international tourist arrivals (United Nations World
Tourism Organization, 2023), respectively, emerged as
favored destinations within the certified roster of these
organizations. This deliberate choice extends beyond gen-
eral appeal, incorporating manipulations of objective
information to increase study realism. By focusing on
these influential travel destinations, we anticipate gaining
nuanced insights into tourist behavior, destination brand
quality, and perceived green value, contributing to a com-
prehensive understanding of our research model.

Study |

Stimuli, Procedures, and Measures

We apply a 2 (message appeal: environmental vs. personal
benefit) X 2 (objective vs. subjective information)
between-subjects online experimental design to test the
proposed hypotheses. The messages for environmental
and personal benefits are adapted from Kang and Sung
(2022). The former states “FEEL GOOD AND
RESPONSIBLE! Baia, as a tourism destination, is com-
mitted to make your tourism experience to be more sus-
tainable and enhance your personal well-being”. The
latter includes a message that emphasizes, “SAVE THE
ENVIRONMENT! Baido, as a tourism destination, is
committed to protecting the quality of water, air and soil,
as well as the diversity of animal and plant species.” The

subjective information includes the statement: “Baido has
been perceived as a sustainable destination by many trave-
lers”, while the objective information states “Baido has
been certified as a sustainable destination by Global
Sustainable Tourism Council”. For added realism, a cap-
tivating image from Baido’s official tourism portal (visit-
baiao.pt/en/) is chosen as a visual stimulus, aiming to
authentically represent the destination under various con-
ditions. The selected landscape imagery not only facili-
tates visual storytelling (de San Eugenio Vela et al., 2017)
but also serves to potentially emphasize Baido’s strong
commitment to sustainability. Highlighting Baido as a
certified sustainable destination by the Global Sustainable
Tourism Council adds profound realism to our message
appeals. These impactful messages, disseminated through
Facebook outlet for Baido (see Appendix 1), underscore
the conscious choice represented—an unwavering dedica-
tion to effective sustainable tourism communication.

We conducted a pre-test with 160 participants
(M age = 38.93, Female: 51.9%) recruited from an online
platform to determine whether message appeals were per-
ceived in the same way as intended. Participants evaluated
message appeals and information types based on a seven-
point semantic differential scale (i.e., 1 = personal bene-
fits, 7 = environmental benefits; 1 = subjective informa-
tion, 7 = objective  information). As  expected,
participants perceived message appeals with environmen-
tal benefits (M = 4.31) to highlight more environmental
benefits compared to those with personal benefits
(M =359, f(158]=1.12, p= <.001). Objectively
framed destination sustainability information (M = 4.96)
was perceived to be more objective than the subjectively
framed destination sustainability information (M = 2.95,
f158] =4.02, p <.001). The pre-test confirmed the
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suitability of message appeals and information types for
destination sustainability.

To determine the sample size, a priori analysis was
conducted using the ANOVA test to determine the sam-
ple size through G*Power (Kang, 2021) with parameters
of a medium effect size of 0.25, significance levels set at
a = .05, and a power of 0.8 (1 —B error probability).
The analysis indicated a required sample size of 188 par-
ticipants, with 47 participants allocated to each experi-
mental condition. Subsequently, for the main study, we
recruited a total of 308 participants among British resi-
dents who are at least 18 years old and have regularly
used Instagram for a minimum of 1 month. Participants
are automatically selected and assigned through Prolific
as an online survey platform, which is suitable for social
science experiments (Palan & Schitter, 2018).
Participants were randomly and equally allocated to
four experimental groups, 77 per group, meeting the
minimum requirement of 30 per condition (Sawyer &
Ball, 1981). The conditions included the following:
Condition 1: Personal Benefits, Subjective Information-
reference category; Condition 2: Personal Benefits,
Objective Information; Condition 3: Environmental
Benefit, Subjective Information; and Condition 4:
Environmental Benefit, Objective Information.

Respondents assessed behavioral intentions (i.e., visit
and recommend intentions) with six statements (o« = .90)
adapted from Can, Ekinci, and Pino (2021), perceived
green value with three statements (« = .93) adapted from
Ng et al. (2014), and evaluated destination brand quality
with four statements (a« = .93) adapted from Buil et al.
(2008). All items are measured on a 7-point Likert scale,
(1 = strongly disagree, 7 = strongly agree) (see Appendix
2). Brand familiarity and past visits to the destination
were included as controlled variables. We measured the
former using five statements (a =.97) adapted from
Artigas et al. (2015), whereas we measured the latter with
one question asking whether participants have ever visited
the destination or not. We applied an independent sample
t-test and one-way ANOVA to test the main relationships
along with the PROCESS macro (Model 6, Bootstrap:
5000; Hayes, 2018) for serial mediator analysis.

Findings

Respondent Profile: Participants are almost equally dis-
tributed in terms of gender (Female: 50.3%; Male:
49.4%). The majority of them have an annual income
level of £20,000 to 39,999 (34.4%), with the average
mean age being 38.5.

Manipulation Check: A one-way ANOVA reveal that
there are no statistical differences among experimental
conditions regarding the understandability of the mes-
sages (F[3, 304] = 1.88, p = .13). Participants perceive
that environmental benefit message appeals (M = 6.27)

highlight more environmental benefits than personal ben-
efit message appeals (M = 4.09, {[306] = 8.67, p < 001).
Also, information that includes objective destination sus-
tainability (M = 5.95) is perceived as more objective than
subjective destination information (M = 2.59, {[306] =
9.18, p < 001).

We perform an independent samples t-test to assess the
effects of message appeals on behavioral intentions. The
results show that messages that highlight environmental
benefits (M = 4.98) foster greater behavioral intention
than those emphasizing personal benefits (M = 4.79,
[306] = .08, p = .05). Hence, this result supports HI1. A
one-way ANOVA results shows that participants’ beha-
vioral intentions statistically differ based on their assigned
conditions (F[3, 304] = 5.78, p = .001). That is, messages
that highlight environmental benefits and include objec-
tive destination sustainability information (M = 5.13) sti-
mulate greater behavioral intentions as opposed to those
that emphasize personal benefits that include subjective
information (M = 4.58, p =.001). However, such an
effect is not statistically significant for environmental ben-
efits messages that include subjective information
(M =499, p=.74) and personal benefit messages that
include objective information (M = 4.83, p = .13). Thus,
these results support H2 for only one condition.

We apply PROCESS Macro (Model = 6, 5,000 boot-
strapped resamples) for a multi-categorical serial media-
tion model (see Table 1).

The mediating effects of destination brand quality and
perceived green value on the relationship between mes-
sage appeals along with information types and behavioral
intentions are shown in Table 2.

The results indicate that the mediator role of destina-
tion brand quality in the relationship between message
appeal along with information type and tourists’ beha-
vioral intentions is statistically significant only for one
group, but not other two groups, and thus, the results
partly provide support for H3. Perceived green value also
partially mediates this relationship for only environmen-
tal message appeals with objective destination sustainabil-
ity information. Such a mediation effect is not statistically
significant for messages that focus on environmental ben-
efits with subjective information and personal benefits
along with objective sustainability information. Thus,
these results provide partial support for H4.

Furthermore, a significant “environmental benefit
along with objective information — destination brand
quality — perceived green value = behavioral intentions”
serial mediation process for message appeals is found.
However, this result is not statistically significant for the
other two conditions. These results provide partial sup-
port for H5. We re-ran the analysis by adding past visit to
the destination and familiarity with the destination as
covariates to the model; however, the results did not sig-
nificantly change.
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Table I. Model Summary Information for the Serial Mediator Model.

Consequent
M1 (destination M2 (perceived Y (behavioral
brand quality) green value) intentions)
Antecedent Path  Coeff. SE p Path  Coeff. SE p Path  Coeff. SE b
X1 (Personal Benefit, a —.08 13 .53 ap 25 15 Il c’ .19 .10 .06
Objective Information)
X2 (Environmental a 22 A3 .09 D) 22 .16 .15 c .20 .10 .05
Benefit, Subjective
Information)
X3 (Environmental a 37 A3 < .05 a 33 .16 .04 c 21 .10 .05
Benefit, Objective
Information)
MI (Destination Brand _ _ _ 71 .07 < .00l b, .29 .05 < .00l
Quality)
M2 (Green Perceived 37 .04 < .00l dy, _ _ _ b, .38 .04 < .00l
Value)
Constant iM) 4.59 .09 <.00l imp 1.25 .33 < .00l iy 1.57 22 < .00l
R*=.05 R*=.29 R*= .48

F(3, 304)=5.20, p= < .00

F(4, 303) =30.55, p < .00I F(5, 302) =56.22, p < .00I

Note. Reference category: personal benefit, subjective information.

Table 2. Model Summary Information for the Serial Mediation Model.

Relative indirect effect(s) of destination brand quality (DBQ) and

perceived green value (GPV) on behavioral intentions (BI) Effect SE LLCI ULCI
Environmental benefit = DBQ — BI
X1 (Personal benefit, objective information) —0.02 0.03 —0.0919 0.0445
X2 (Environmental benefit, subjective information) 0.06 0.03 —0.0041 0.1336
X3 (Environmental benefit, objective information) 0.11 0.04 0.0339 0.1939
Environmental benefit & PGV — BI
X1 (Personal benefit, objective information) 0.09 0.06 —0.0248 0.2143
X2 (Environmental benefit, subjective information) 0.08 0.06 —0.0271 0.1981
X3 (Environmental benefit, objective information) 0.12 0.06 0.0057 0.2537
Environmental benefit & DBQ — PGV — BI
X (Personal benefit, objective information) —0.02 0.03 —0.0849 0.0408
X2 (Environmental benefit, subjective information) 0.06 0.03 —0.0032 0.1261
X3 (Environmental benefit, objective information) 0.10 0.04 0.0308 0.1824

Note. Reference category: personal benefit, subjective information.

Study 2

Stimuli, Procedures, and Measures

Study 2 aims to examine the impact of environmental
message on tourists’ click-through behavior, both directly
and indirectly through destination brand quality and per-
ceived green value. This study involves using a 2 (message
appeal: environmental vs. personal benefit) X 2 (informa-
tion type: objective vs. subjective information) between-
subjects online experimental design by employing Bitez
(Turkiye) as a different tourism destination. We use the
same messages for environmental and personal benefits as
in Study 1. Since Bitez as a tourism destination has been
awarded as being a green destination by Green
Destinations (greendestinations.org), we have slightly
updated the information messages that include

destination sustainability to enhance realism. Messages
with subjective information include the statement: “Bitez
has been perceived as a green destination by many trave-
lers,” whereas messages with objective information state
“Bitez has recently won the Green Destinations People’s
Choice Award.” As a stimulus, we chose one image of
Bitez from its official tourism portal (bodrum.goturkiye.-
com) for all conditions. Also, we advertise these messages
in a sponsored post format on Facebook (see Appendix
3).

We conducted a pre-test with 160 participants
(Myge = 36.84, Female: 53.8%) recruited from an online
platform. Participants perceived an objectively framed
destination sustainability information message
(M =5.11) to be more objective than a subjectively
framed destination sustainability information one
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Table 3. Model Summary Information for the Serial Mediation Model.
Relative indirect effect(s) of destination brand quality (DBQ) and green
perceived value (GPV) on click-through behavior (CTB) Effect SE LLCI ULCI
Environmental benefit = DBQ — CTB
X1 (Personal benefit, objective information) 0.06 0.07 —0.0575 0.2274
X2 (Environmental benefit, subjective information) 0.06 0.08 —0.0689 0.2400
X3 (Environmental benefit, objective information) 0.13 0.08 0.0061 0.3265
Environmental benefit + GPV = CTB
X (Personal benefit, objective information) 0.08 0.07 —0.0288 0.2405
X2 (Environmental benefit, subjective information) 0.11 0.08 —0.0065 0.2853
X3 (Environmental benefit, objective information) 0.18 0.09 0.0384 0.3925
Environmental benefit = DBQ —» GPV — CTB
X1 (Personal benefit, objective information) 0.02 0.02 —0.0195 0.0762
X2 (Environmental benefit, subjective information) 0.02 0.03 —0.0254 0.0800
X3 (Environmental benefit, objective information) 0.04 0.03 0.0016 0.1127

Notes. Reference category: personal benefit, subjective information.

(M = 4.76, 1[158] = 2.59, p = .001). This result confirmed
the appropriateness of the manipulations.

For the main study, we recruited a total of 320 partici-
pants among British residents who are at least 18 years old
and regular users of Facebook. These participants were
selected and randomly assigned through the crowdsourcing
platform as for Study 1. Participants were equally allocated
to four experimental conditions; 80 per condition. We
employed logistic regression analyses to test the main
effects and the PROCESS macro (Model 6, Bootstrap:
5,000; Hayes, 2018) for serial mediator analysis.

We utilized the same measurements as in Study 1, while
click-through behavior was measured as a proxy for beha-
vioral intention as the main dependent variable in this
study (Can et al., 2020; Morales et al., 2017).

Results

Manipulation Check: Participants assigned to the environ-
mental benefit condition (M = 6.33) perceive messages as
highlighting more environmental benefits than those who
are allocated to the personal benefit message condition
(M = 3.86, #[318] = 18.78, p = < .001). Also, as intended,
they perceive objective messages as having more objective
destination sustainability information (M = 5.84) than sub-
jective ones (M =2.59, 318]=1596, p= < .001).
Moreover, there are no statistical differences among experi-
mental conditions regarding the understandability of the
messages (F[3, 316] = 2.48, p = .06).

Logistic regression analyses indicate that environmen-
tal messages foster higher click-through behaviors than
personal ones (B = .84, Wald y* = 10.80, p = .001), thus
providing support for H1. Also, compared to personal
message appeals that include subjective information, envi-
ronmental message appeals that include subjective
(B = .93, Wald x*> = 6.13, p = .01) or objective informa-
tion are more effective in activating participants’ click-
through behaviors (B = 1.15, Wald y* = 9.46, p = .00),

whereas personal message appeals that include objective
information are not (B = .38, Wald x* = .95, p = .33).
These results partially support H2.

Then, we conduct a serial mediation analysis using the
PROCESS Macro for SPSS (Model 6) with 5,000 boot-
strap samples. This analysis assesses the serial mediator
effect of message appeals along with information type on
click through behaviors via destination brand quality and
perceived green value (see Table 3).

The results indicate that the mediating effects of desti-
nation brand quality and perceived green value are not
statistically significant for two conditions: environmental
message appeals that include subjective information and
personal benefits that include objective destination sus-
tainability information. However, these variables partially
mediate the relationship between environmental message
appeals, specifically those with objective information, and
click-through behavior. Thus, these results partially sup-
port H3 and H4. Finally, destination brand quality and
perceived green value serially mediate the effect of mes-
sage appeals along with information type on click-
through behavior only for one condition (i.e., environ-
mental message appeals with objective information).
These results partially support HS.

We carry out analysis for behavioral intentions.
Figures 2 and 3 show the mean degrees of the measured
variables (see also Appendix 2).

Bootstrap analysis results from another serial media-
tion analysis indicate that the mediator role of destination
brand quality is statistically significant for only one con-
dition (Condition 4: Effect = 0.12, 95% CI: [0.01, 0.24]),
but not for the other two conditions (Condition 2:
Effect = 0.06, 95% CI. [—0.05, 0.17]; Condition 3:
Effect = 0.06, 95% CI:[—0.06, 0.19]), thus providing par-
tial support for H3. The results confirm the mediator role
of perceived green value for environmental messages that
include either subjective (Effect = .08, 95% CI: [0.00,
0.17]) or objective information (Effect = 0.13, 95% CI:
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= = Destination Brand Quality
— Perceived Green Value

Mean Degrees

4.00
Environmental Environmental
Benefit Subjective  Benefit Objective
Information Information

Personal Benefit ~ Personal Benefit
Subjective Objective
Information Information

Conditions

Figure 2. Interaction effects of message appeals and information
types on destination brand quality and perceived green value.

[0.05, 0.22]), but not for messages that include personal
benefits with objective information (Effect = .06, 95%
CI: [-0.02, 0.14]). These results partially support H4.

The results also confirm that destination brand quality
and perceived green value serially mediate the relationship
between message appeals along with information type
and behavioral intentions for environmental messages
that include objective destination sustainability informa-
tion (Effect = 0.03, 95% CI: [0.00, 0.07]). Such an effect
is not statistically significant for environmental message
appeal that includes subjective destination brand sustain-
ability information (Effect = 0.02, 95% CI: [—0.02, 0.05])
and personal message appeal along with objective infor-
mation (Effect = 0.02, 95% CI: [-0.01, 0.05]). Thus,
these results support HS for only one condition. When we
repeat the analysis, including past experience with the des-
tination and familiarity with the destination as covariates
in the model, the results do not significantly change.

In summary, Table 4 outlines the findings from
hypotheses testing in both Study 1, where behavioral
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Figure 3. Interaction effects of message appeals and information types on behavioral intentions.

Table 4. Hypotheses Testing Results.

Direct effects Study | Study 2
HI: EB (vs. PB) > BI Supported Supported
HI: EB (vs. PB) > CTB Not tested Supported
Indirect effects Study | Study 2

H2: (EB + Ol) > DBQ > Bl

H3: (EB + Ol) > PGV > Bl

H4: (EB + Ol) > DBQ > PGV > B
H2: (EB + Ol) > DBQ > CTB

H3: (EB + Ol) > PGV > CTB

H4: (EB + Ol) > DBQ > PGV > CTB

Partly supported
Partly supported
Partly supported
Not tested
Not tested
Not tested

Partly supported
Partly supported
Partly supported
Partly supported
Partly supported
Partly supported

Note. EB = environmental benefit; PB = personal benefit; Ol = objective information; SI = subjective information; DBQ = destination brand quality;
PGV = perceived green value; Bl = behavioral Intentions; CTB = click-through behavior.
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intention is the outcome, and Study 2, which considers
click-through behavior.

The results indicate a positive impact of environmental
message appeal (H1) and such an appeal, along with
objective information (H2) over personal message appeal
on behavioral intentions and click-through behavior . The
mediator effects of destination brand quality and green
perceived value on the relationship between environmen-
tal message appeal with objective destination sustainabil-
ity information and behavioral intentions, as well as click-
through behavior, are partially confirmed (H3 and H4).
Furthermore, the serial mediator effect of destination
brand quality and green perceived value on the relation-
ship between environmental message appeal along objec-
tive information and behavioral intentions as well as
click-through behavior is also partly supported (HS).

Discussion and Conclusions

Despite the diverse topics covered in tourism destination
sustainability, experimental research still remains limited,
particularly on the compatibility between message appeals
along with information types and behavioral intentions.
Not only to infer causality, it is also important to under-
stand the underlying factors explaining the effects of mes-
sage appeals on tourists’ responses. The current research
involves delving into the effects of message appeals along
with information types on behavioral intentions. Also,
whether destination brand quality and green perceived
value explain such effects is investigated.

The findings from Study 1 suggest that on Instagram,
sustainability messages with an environmental benefit
appeal are more persuasive in encouraging tourists to visit
a specific destination compared to messages with a per-
sonal benefit appeal. Additionally, incorporating objec-
tive sustainable destination information enhances the
persuasiveness of this appeal. The results of Study 2 high-
light the effectiveness of such message appeal, particularly
in Facebook adverts where the impact, specifically click-
through behavior, was observed. Importantly, our pri-
mary focus is on evaluating the impact of sustainable
tourism communication strategies rather than directly
comparing the effectiveness of Instagram and Facebook
platforms. These insights offer valuable contributions
with both theoretical and practical implications for
enhancing our understanding of sustainable tourism com-
munication strategies.

Theoretical Implications

The current study introduces novel insights into how des-
tinations can persuasively communicate sustainability
practices through messages in social media advertise-
ments. While consumers generally express a desire for
environmentally beneficial products, the persuasiveness

of advertising messages incorporating such benefits may
vary based on contextual factors (Royne et al., 2012).
Despite prior research indicating no substantial difference
between the promotion of environmental and personal
benefits (Grimmer & Woolley, 2014), our study chal-
lenges this perspective by revealing that messages empha-
sizing environmental benefits exert a more pronounced
impact on behavioral intention than those highlighting
personal benefits. This alignment with the findings of
Kang and Sung (2022) stands in contrast to the conclu-
sions drawn by Gomes et al. (2023). The divergence from
the latter could be attributed to contextual variations and
sample profile differences. Gomes et al. (2023) suggested
the ineffectiveness of perceived green benefits on the will-
ingness to pay more for green products, specifically focus-
ing on Generation Z and green products. In contrast, our
study considered a broader sample of general consumers
within the tourism context, potentially contributing to the
differing results.

It is crucial to note that the impact of environmental
message appeal on behavioral intentions is not evident
when messages include subjective information. This effect
is only apparent in combined messages that incorporate
both environmental benefits and objective or verifiable
information. This observation aligns with the findings of
Gursoy et al. (2022), who demonstrated the effectiveness
of combining emotional appeal with objective informa-
tion in public health communications. Building upon this
existing finding, our present study extends the under-
standing by suggesting that the inclusion of verifiable
information might enhance the persuasiveness of claims
related to environmental benefits. This emphasizes the
importance of not only conveying the environmental
aspects but also supporting them with verifiable informa-
tion, rather than relying solely on perceived information,
to strengthen the persuasive impact on consumer beha-
vioral intentions.

Furthermore, our research contributes novel insights
aligned with consumption value theory, emphasizing the
potential influence of consumption values on consumer
choices. While previous studies confirm the impact of con-
sumption values on destination choice (Phau et al., 2014)
and tourism destination loyalty (Wang et al., 2018), our
study uniquely applies these concepts to environmental
versus personal message appeals, along with the inclusion
of destination sustainability information. We revealed
that when consumers face uncertainty regarding destina-
tion attributes such as service or product quality, they
assess functional consumption value of quality and per-
ceived worth or value based on sustainability attributes.

Lastly, our study extends the understanding of the rela-
tionship between the functional utility of a brand based
on brand quality, and perceived value as documented in
general marketing literature (Vera, 2015). We demon-
strate the validity of this relationship in tourism context
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concerning environmental message appeals for destina-
tion brand quality and green perceived value.

Practical Implications

The valuable insights from our study present compelling
opportunities for destination marketers to bolster their
persuasive marketing communication strategies regarding
sustainability on social media advertisements. Our
research underscores the importance of positioning of the
preservation of natural environments as a central element
in attracting potential tourists. However, the effectiveness
of this approach hinges on the craft of persuasive messa-
ging by advertisers, placing a deliberate emphasis on envi-
ronmental benefits over personal gains for tourists.

Moreover, these messages should not only underscore
the positive impact on the environment but also be bol-
stered by concrete, objective information about the desti-
nation’s commitment to sustainability. For instance, a
specific destination can showcase its eco-label certifica-
tions as sustainable labels, such as the Certificate for
Sustainable Tourism (CST) as a prestigious destination
certification. A compelling social media advertisement
could visually depict the CST logo alongside imagery
symbolizing the destination’s environmental sustainability
efforts. This tangible evidence serves as a powerful mes-
sage, thus signifying not only a dedication to environmen-
tal sustainability but also conveying the exceptional
quality of the destination’s natural attractions. The per-
suasive messaging would then intricately detail how the
destination’s eco-friendly practices actively contribute to
preserving its unique ecosystems, offering tourists an
unparalleled and high-quality experience.

In light of our findings, we recommend that destina-
tion marketers strategically highlight the dual impact of
destination brand quality and perceived green value in

their social media advertisement messages to influence
travelers’ behavioral intentions. Specifically, highlight-
ing the superior quality of services and product offer-
ings at the destination contributes to a positive visitor
experience. Additionally, integrating messaging that
underscores the experiential aspects, particularly the
environmental value visitors can enjoy during their stay,
is crucial. To maximize impact, we advise marketers to
weave these insights into their social media advertise-
ments. They should craft compelling narratives regard-
ing their sustainability efforts, showcasing the quality
benefits and the experiential values of the destination,
to resonate more effectively with the target audience
and ultimately influence positive behavioral intentions
among potential travelers.

Limitations and Future Research Avenues

The current study has not considered any potential mod-
erators or other mediators for the claimed effects. For
example, brand credibility could be one of these mediators
(Jiménez-Barreto et al., 2020). Thus, rather than brand
quality, it would be interesting to understand how mes-
sages with different appeals as well as different informa-
tion types can help in building brand credibility. Previous
studies have also discussed different types of authenticity
that lead to various favorable outcomes (e.g., Yi et al,
2022). It would be interesting to explore how different sus-
tainable message appeals and information types affect
perceptions of authenticity. There might also be modera-
tors that affect how the appeal of environmental messages
affects behavior. For instance, earlier research revealed
that environmental concerns of travelers affect sustain-
ability communication (e.g., Han et al., 2019). Future
research could, therefore, test this moderator on the pro-
posed model.
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Appendix I. Stimuli for Study |I.
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tourism destination is committed to make your tourism
experience to be more sustainable and enhance your personal
well-being.

Baido has been perceived as a sustainable destination by many
travellers.
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visitbaido FEEL GOOD AND RESPONSIBLE! Baido as a
tourism destination is committed to make your tourism
experience to be more sustainable and enhance your personal
well-being.

Baido has been certified as a sustainable destination by Global
Sustainable Tourism Council.

Condition 1: Personal Benefits, Subjective
Information

Condition 2: Personal Benefits, Objective
Information
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visitbaido SAVE THE ENVIRONMENT! Baido as a tourism
destination is committed to protecting the quality of water, air and
soil, as well as the diversity of animal and plant species.

Baido has been certified as a sustainable destination by Global
Sustainable Tourism Council.
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Subjective Information

Condition 4: Environmental Benefits, Objective
Information
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Appendix 3. Stimuli for Study 2.

sy visitbitez
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FEEL GOOD AND RESPONSIBLE! Bitez as a tourism
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Bitez has been perceived as a green destination by many
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Award.

W

Sponsored - Q&

Learn more >

o Like /> Share

) Comment

Condition 3: Environmental Benefits,
Subjective Information

Condition 4: Environmental Benefits, Objective
Information




16

Journal of Travel Research 00(0)

Declaration of Conflicting Interests

The author(s) declared no potential conflicts of interest with
respect to the research, authorship, and/or publication of this
article.

Funding

The author(s) received no financial support for the research,
authorship, and/or publication of this article.

ORCID iDs
Arnold Japutra (2 https://orcid.org/0000-0002-0513-8792
Ali Selcuk Can () https://orcid.org/0000-0001-6120-5534
References

Alamsyah, D., Othman, N., Bakri, M., Udjaja, Y., & Aryanto,
R. (2021). Green awareness through environmental knowl-
edge and perceived quality. Management Science Letters,
11(1), 271-280.

Alniacik, U., & Yilmaz, C. (2012). The effectiveness of green
advertising: Influences of claim specificity, product’s environ-
mental relevance and consumers’ pro-environmental orienta-
tion. Amfiteatru Economic Journal, 14(31), 207-222.

Ariffina, S., Yusof, J. M., Putit, L., & Shah, M. 1. A. (2016).
Factors influencing perceived quality and repurchase inten-
tion towards green products. Procedia Economics and
Finance, 37, 391-396.

Artigas, E. M., Vilches-Montero, S., & Yrigoyen, C. C. (2015).
Antecedents of tourism destination reputation: The mediat-
ing role of familiarity. Journal of Retailing and Consumer Ser-
vices, 26, 147-152.

Beeharry, Y., Bekaroo, G., Bussoopun, D., Bokhoree, C., &
Phillips, M. R. (2021). Perspectives of leisure operators and
tourists on the environmental impacts of coastal tourism
activities: A case study of Mauritius. Environment, Develop-
ment and Sustainability, 23, 10702-10726.

Bernini, C., Emili, S., & Vici, L. (2021). Are mass tourists sensi-
tive to sustainability? Tourism Economics, 27(7), 1375-1397.

Bianchi, C., Pike, S., & Lings, 1. (2014). Investigating attitudes
towards three South American destinations in an emerging
long haul market using a model of consumer-based brand
equity (CBBE). Tourism Management, 42, 215-223.

Bickart, B. A., & Ruth, J. A. (2012). Green eco-seals and adver-
tising persuasion. Journal of Advertising, 41(4), 51-67.

Bilynets, 1., Cvelbar, L. K., & Dolnicar, S. (2023). Can publicly
visible pro-environmental initiatives improve the organic
environmental image of destinations? Journal of Sustainable
Tourism, 31(1), 32-46.

Buil, 1., de Chernatony, L., & Martinez, E. (2008). A cross-
national validation of the consumer-based brand equity scale.
Journal of Product & Brand Management, 17(6), 384-392.

Byun, J., & Jang, S. C. (2018). “To compare or not to compare”:
Comparative appeals in destination advertising of ski resorts.
Journal of Destination Marketing & Management, 10,
143-151.

Can, A. S., Ekinci, Y., & Dilek-Fidler, S. (2023). Do Blue Flag
promotions influence tourists’ willingness to pay a price

premium for coastal destinations? Tourism Management, 98,
104767.

Can, A. S., Ekinci, Y., & Pino, G. (2021). Joint brand advertis-
ing for emerging heritage sites. Annals of Tourism Research,
91,103294.

Can, A. S., Ekinci, Y., Viglia, G., & Buhalis, D. (2020). Stronger
together? Tourists” behavioral responses to joint brand adver-
tising. Journal of Advertising, 49(5), 525-539.

Carballo, R. R., & Le6n, C. L. (2018). The influence of artisti-
cally recreated nature on the image of tourist destinations:
Lanzarote’s art, cultural and tourism visitor centres and their
links to sustainable tourism marketing. Journal of Sustainable
Tourism, 26(2), 192-204.

Chen, Y. S., & Chang, C. H. (2012). Enhance green purchase
intentions: The roles of green perceived value, green per-
ceived risk, and green trust. Management Decision, 50(3),
502-520.

Chen, Q., Huang, R., & Hou, B. (2020). Perceived authenticity
of traditional branded restaurants (China): Impacts on per-
ceived quality, perceived value, and behavioural intentions.
Current Issues in Tourism, 23(23), 2950-2971.

Chi, O. H., Denton, G., & Gursoy, D. (2021). Interactive effects
of message framing and information content on carbon off-
setting behaviors. Tourism Management, 83, 104244.

Coelho, F. J., Bairrada, C. M., & de Matos Coelho, A. F.
(2020). Functional brand qualities and perceived value: The
mediating role of brand experience and brand personality.
Psychology & Marketing, 37(1), 41-55.

Costa, J., Rodrigues, D., & Gomes, J. (2019). Sustainability of
tourism destinations and the importance of certification.
Worldwide Hospitality and Tourism Themes, 11(6), 677-684.

Cozzio, C., Volgger, M., Taplin, R., & Woodside, A. G. (2020).
Nurturing tourists’ ethical food consumption: Testing the
persuasive strengths of alternative messages in a natural hotel
setting. Journal of Business Research, 117, 268-279.

Dedeoglu, B. B., van Niekerk, M., Kiigiikergin, K. G., De Mar-
tino, M., & Okumus, F. (2020). Effect of social media sharing
on destination brand awareness and destination quality.
Journal of Vacation Marketing, 26(1), 33-56.

De San Eugenio Vela, J., Nogué, J., & Govers, R. (2017). Visual
landscape as a key element of place branding. Journal of
Place Management and Development, 10(1), 1-43.

De Toni, D., Eberle, L., Larentis, F., & Milan, G. S. (2018).
Antecedents of perceived value and repurchase intention of
organic food. Journal of Food Products Marketing, 24(4),
456-475.

Dursun, 1., Kabadayi, E. T., & Tuger, A. T. (2019). Overcoming
the psychological barriers to energy conservation behavior: The
influence of objective and subjective environmental knowledge.
International Journal of Consumer Studies, 43, 402-416.

Ferreira, D. A., Avila, M. G., & De Faria, M. D. (2010). Corpo-
rate social responsibility and consumers’ perception of price.
Social Responsibility Journal, 6(2), 208-221.

Ganz, B., & Grimes, A. (2018). How claim specificity can
improve claim credibility in Green Advertising: Measures
that can boost outcomes from environmental product claims.
Journal of Advertising Research, 58(4), 476—486.

Gao, J., & Zhang, L. (2021). Exploring the dynamic linkages
between tourism growth and environmental pollution: New


https://orcid.org/0000-0002-0513-8792
https://orcid.org/0000-0001-6120-5534

Japutra et al.

17

evidence from the Mediterranean countries. Current Issues in
Tourism, 24(1), 49-65.

Gomes, S., Lopes, J. M., & Nogoueira, S. (2023). Willingness to
pay more for green products: A critical challenge for Gen Z.
Journal of Cleaner Production, 390, 136092. https://doi.org/
10.1016/j.jclepro.2023.136092

Grimmer, M., & Woolley, M. (2014). Green marketing messages
and consumers’ purchase intentions: Promoting personal ver-
sus environmental benefits. Journal of Marketing Communi-
cations, 20(4), 231-250.

Gursoy, D., Ekinci, Y., Can, A. S., & Murray, J. C. (2022).
Effectiveness of message framing in chancing COVID-19 vac-
cination intentions: Moderating role of travel desire. Tourism
Management, 90, 104468.

Ha, J., & Jang, S. S. (2010). Perceived values, satisfaction, and
behavioral intentions: The role of familiarity in Korean res-
taurants. International Journal of Hospitality Management,
29(1), 2—-13.

Han, H. (2021). Consumer behavior and environmental sustain-
ability in tourism and hospitality: A review of theories, con-
cepts, and latest research. Journal of Sustainable Tourism,
29(7), 1021-1042.

Han, H., Yu, J., & Kim, W. (2019). Environmental corporate
social responsibility and the strategy to boost the airline’s
image and customer loyalty intentions. Journal of Travel and
Tourism Marketing, 36(3), 371-383.

Hanna, P., Font, X., Scarles, C., Weeden, C., & Harrison, C.
(2018). Tourist destination marketing: From sustainability
myopia to memorable experiences. Journal of Destination
Marketing & Management, 9, 36-43.

Hardeman, G., Font, X., & Nawijin, J. (2017). The power of
persuasive communication to influence sustainable holiday
choice: Appealing to self-benefits and norms. Tourism Man-
agement, 59, 484—493.

Hartmann, P., & Apaolaza Ibafez, V. (2006). Green value
added. Marketing Intelligence & Planning, 24(7), 673-680.
Hayes, A. F. (2018). Introduction to mediation, moderation, and
conditional process analysis (2nd ed.). The Guildford Press.
Huertas-Garcia, R., Consolacion, C., & Mas-Machuca, M.
(2016). How a sustainable message affects brand attributes.

Industrial Management & Data Systems, 116(3), 466-482.

Jang, S. S., Ha, J., & Park, K. (2012). Effects of ethnic authenti-
city: Investigating Korean restaurant customers in the US.
International Journal of Hospitality Management, 31(3),
990-1003.

Japutra, A., & Loureiro, S. M. C. (2020). Destination’s efforts
and commitment towards recycling. Current Issues in Tour-
ism, 23(21), 2637-2648.

Japutra, A., Septianto, F., & Can, A. S. (2022). Feeling grateful
versus happy? The effects of emotional appeals in advertise-
ments on self-made products. Journal of Retailing and Con-
sumer Services, 69, 103091.

Jarrari, M. H., Ma, Y., & Goray, C. (2023). An integrative
framework of information as both objective and subjective.
Journal of Information Science, 49(3), 582-594.

Jeong, H. J., & Koo, D. M. (2015). Combined effects of valence
and attributes of e-WOM on consumer judgment for message
and product: The moderating effect of brand community
type. Internet Research, 25(1), 2-29.

Jiang, Y., & Hong, F. (2023). Examining the relationship
between customer-perceived value of night-time tourism and
destination attachment among Generation Z tourists in
China. Tourism Recreation Research, 48(2), 220-233.

Jiménez-Barreto, J., Rubio, N., Campo, S., & Molinillo, S.
(2020). Linking the online destination brand experience and
brand credibility with tourists’ behavioral intentions toward
a destination. Tourism Management, 79, 104101.

Karlsson, L., & Dolnicar, S. (2016). Does eco certification sell
tourism services? Evidence from a quasi-experimental obser-
vation study in Iceland. Journal of Sustainable Tourism,
24(5), 694-714.

Kang, H. (2021). Sample size determination and power analysis
using the G*Power software. Journal of Educational Evalua-
tion for Health Professions, 18, 17. https://doi.org/10.3352/
jeehp.2021.18.17

Kang, E. Y., & Sung, Y. H. (2022). Luxury and sustainability:
The role of message appeals and objectivity on luxury brands’
green corporate social responsibility. Journal of Marketing
Communications, 28(3), 291-312.

Kapoor, P. S., Balaji, M. S., & Jiang, Y. (2021). Effectiveness of
sustainability communication on social media: Role of mes-
sage appeal and message source. International Journal of Con-
temporary Hospitality Management, 33(1), 949-972.

Kaushik, K., Mishra, A., & Cyr, D. (2023). ‘Riding out the pan-
demic’: The role of brand message appeals on social media
shaping consumer responses. Journal of Business Research,
155, 113449.

Kim, J. H. (2014). The antecedents of memorable tourism
experiences: The development of a scale to measure the desti-
nation attributes associated with memorable experiences.
Tourism Management, 44, 34—45.

Kim, S. H., Lee, K., & Fairhurst, A. (2017). The review of
“green” research in hospitality, 2000-2014: Current trends
and future research directions. International Journal of Con-
temporary Hospitality Management, 29(1), 226-247.

Kumar, P., Polonsky, M., Dwiedi, Y. K., & Kar, A. (2021).
Green information quality and green brand evaluation: The
moderating effects of eco-label credibility and consumer
knowledge. European Journal of Marketing, 55(7), 2037-2071.

Lam, A. Y., Lau, M. M., & Cheung, R. (2016). Modelling the
relationship among green perceived value, green trust, satis-
faction, and repurchase intention of green products. Contem-
porary Management Research, 12(1), 47-60.

Lee, K. T., & Koo, D. M. (2012). Effects of attribute and valence
of e-WOM on message adoption: Moderating roles of subjec-
tive knowledge and regulatory focus. Computers in Human
Behavior, 28, 1974-1984.

Lim, W. M., Yong, J. L. S., & Suryadi, K. (2014). Consumers’
perceived value and willingness to purchase organic food.
Journal of Global Marketing, 27, 298-307.

Luo, J., Dey, B. L., Yalkin, C., Sivarajah, U., Punjaisri, K.,
Huang, Y. A., & Yen, D. A. (2020). Millennial Chinese con-
sumers’ perceived destination brand value. Journal of Busi-
ness Research, 116, 655-665.

Mao, Z., & Lyu, J. (2017). Why travelers use Airbnb again? An
integrative approach to understanding travelers’ repurchase
intention. International Journal of Contemporary Hospitality
Management, 29(9), 2464-2482.


https://doi.org/10.1016/j.jclepro.2023.136092
https://doi.org/10.1016/j.jclepro.2023.136092
https://doi.org/10.3352/jeehp.2021.18.17
https://doi.org/10.3352/jeehp.2021.18.17

18

Journal of Travel Research 00(0)

Matthes, J., Wonneberger, A., & Schmuck, D. (2014). Consu-
mers’ green involvement and the persuasive effects of emo-
tional versus functional ads. Journal of Business Research,
67(9), 1885-1893.

Melo, F. V. S., & de Farias, S. A. (2018). Sustainability commu-
nication and its effect in consumer intention to visit a tourist
destination. Tourism & Management Studies, 14(2), 36-44.

Morales, A. C., Amir, O., & Lee, L. (2017). Keeping it real in
experimental research—Understanding when, where, and
how to enhance realism and measure consumer behaviour.
Journal of Consumer Research, 44(2), 465-476.

Muskat, B., Hortnagl, T., Prayag, G., & Wagner, S. (2019). Per-
ceived quality, authenticity, and price in tourists’ dining
experiences: Testing competing models of satisfaction and
behavioral intentions. Journal of Vacation Marketing, 25(4),
480-498.

Ng, P. F., Butt, M. M., Khong, K. W., & Ong, F. S. (2014).
Antecedents of green brand equity: An integrated approach.
Journal of Business Ethics, 121, 203-215.

Palan, S., & Schitter, C. (2018). Prolific.ac-A subject pool for
online experiments. Journal of Behavioral and Experimental
Finance, 17,22-27.

Petrick, J. F. (2004). The roles of quality, value, and satisfaction
in predicting cruise passengers’ behavioral intentions. Journal
of Travel Research, 42, 397-407.

Phau, I., Quintal, V., & Shanka, T. (2014). Examining a con-
sumption values theory approach of young tourists toward
destination choice intentions. International Journal of Cul-
ture, Tourism, and Hospitality Research, 8(2), 125-139.

Polonsky, M. J. (2011). Transformative green marketing: Impe-
diments and opportunities. Journal of Business Research,
64(12), 1311-1319.

Qui, H., Wang, G., Ren, L., Zhang, J., & Wang, J. (2022). The
impact of restorative destination environments on tourists’
well-being and environmentally responsible behavior: A Rea-
sonable Person Model. Tourism Management Perspective, 44,
101028.

Randle, M., Kemperman, A., & Dolnicar, S. (2019). Making
cause-related corporate social responsibility (CSR) count in
holiday accommodation choice. Tourism Management, 75,
66-717.

Riva, F., Magrizos, S., Rubel, M. R. B., & Rizomyliotis, I.
(2022). Green consumerism, green perceived value, and res-
taurant revisit intention: Millennials’ sustainable consump-
tion with moderating effect of green perceived quality.
Business Strategy and the Environment, 31(7), 2807-2819.

Royne, M. B., Martinez, J., Oakley, J., & Fox, A. K. (2012). The
effectiveness of benefit type and price endings in green adver-
tising. Journal of Advertising, 41(4), 85-102.

Ryu, K., Lee, H. R., & Kim, W. G. (2012). The influence of the
quality of the physical environment, food, and service on res-
taurant image, customer perceived value, customer satisfac-
tion, and behavioral intentions. International Journal of
Contemporary Hospitality Management, 24(2), 200-223.

Sanchez-Fernandez, R., & Iniesta-Bonillo, M. A. (2007). The
concept of perceived value: A systematic review of the
research. Marketing Theory, 7(4), 427-451.

Santos, M. C., Veiga, C., Santos, J. A. C., & Aguas, P. (2022).
Sustainability as a success factor for tourism destinations: A

systematic literature review. Worlwide Hospitality and Tour-
ism Themes, 14(1), 20-37.

Sawyer, A. G., & Ball, A. D. (1981). Statistical power and effect
size in marketing research. Journal of Marketing Research,
18(3), 275-290.

Segota, T. (2024). Exploring the role of advertising in the context
of tourist-destination congruity. Journal of Travel Research,
63(3), 741-754.

Sheth, J. D., Newman, B. L., & Gross, B. L. (1991). Why we
buy what we buy: A theory of consumption values. Journal
of Business Research, 22, 159-170.

So, J., Jeong, S. H., & Hwang, Y. (2017). Which type of risk
information to use for whom? Moderating role of outcome-
relevant involvement in the effects of statistical and exempli-
fied risk information on risk perceptions. Journal of Health
Communication, 22(4), 304-311.

Stepchenkova, S., & Li, X. R. (2014). Destination image: Do
top-of-mind associations say it all? Annals of Tourism
Research, 45, 46-62.

Stojanovic, 1., Andreu, L., & Curras-Perez, R. (2022). Social
media communication and destination brand equity. Journal
of Hospitality and Tourism Technology, 13(4), 650—666.

Tanrikulu, C. (2021). Theory of consumption values in consumer
behaviour research: A review and future research agenda.
International Journal of Consumer Studies, 45(6), 1176-1197.

Tapachai, N., & Waryszak, R. (2000). An examination of the
role of beneficial image in tourist destination selection, Jour-
nal of Travel Research, 39(1), 37-44.

United Nations World Tourism Organization. (2023). Interna-
tional Tourism Highlights, 2023 Edition — The impact of
COVID-19 on tourism (2020-2022), October 2023, Madrid.
https://doi.org/10.18111/9789284424986

Vera, J. (2015). Perceived brand quality as a way to superior cus-
tomer perceived value crossing by moderating effects. Journal
of Product & Brand Management, 24(2), 147-156.

Wang, J., Bao, J., Wang, C., & Wu, L. (2017). The impact of dif-
ferent emotional appeals on the purchase intention for green
products: The moderating effects of green involvement and
Confucian cultures. Sustainable Cities and Society, 34, 32-42.

Wang, J., Tao, J., & Chu, M. (2020). Behind the label: Chinese
consumers’ trust in food certification and the effect of per-
ceived quality on purchase intention. Food Control, 108,
106825.

Wang, S., & Lehto, X. (2020). The interplay of travelers’ psycho-
logical distance, language abstraction, and message appeal
type in social media advertising. Journal of Travel Research,
59(8), 1430-1446.

Wang, W., Yaoyuneyong, G., Sullivan, P., Burgess, B., Clouse,
S. F., Stan, S., & Leslie, N. S. (2018). A model for perceived
destination value and tourists’ souvenir intentions. Journal of
Applied Marketing Theory, 8(2), 1-23.

Wasaya, A., Saleem, M. A., Ahmad, J., Nazam, M., Khan, M.
M. A., & Ishfaq, M. (2021). Impact of green trust and green
perceived quality on green purchase intentions: A moderation
study. Environment, Development and Sustainability, 23(9),
13418-13435.

Wehrli, R., Priskin, J., Demarmels, S., Schaffner, D., Schwarz,
J., Truniger, F., & Stetler, J. (2017). How to communicate
sustainable tourism products to customers: Results from a


https://doi.org/10.18111/9789284424986

Japutra et al.

19

choice experiment. Current Issues in Tourism, 20(13),
1375-1394.

Winer, R. S. (1999). Experimentation in the 21st Century: The

importance of external validity. Journal of the Academy of

Marketing Science, 27(3), 349-358.

Yi, X., Fu, X,, Lin, V. S., & Xiao, H. (2022). Integrating authenti-
city, well-being, and memorability in heritage tourism: A two-
site investigation. Journal of Travel Research, 61(2), 378-393.

Zanon, J., & Teichmann, K. (2016). The role of message strate-
gies in promoting eco-friendly accommodations. Interna-
tional Journal of Culture, Tourism and Hospitality Research,
10(4), 410-423.

Zeithaml, V. A. (1988). Consumer perceptions of price, quality,
and value: A means-end model and synthesis of evidence.
Journal of Marketing, 52(3), 2-22.

Author Biographies

Arnold Japutra is a Senior Lecturer in the Department
of Marketing at the University of Western Australia and

a Research Fellow in the Faculty of Business and
Economics at Universitas Indonesia. His key research
interests are brand management, consumer behavior, and
relationship marketing in retailing, tourism, and
hospitality.

Ali Selcuk Can is a Senior Lecturer in Marketing at the
University of Portsmouth, U.K. His research area of
interest focuses on branding, marketing communications,
and consumer behaviour.

Cihan Alphun has a PhD in tourism management.
Currently, she is a Lecturer at the Eastern Mediterranean
University, teaching business and management subjects.
Her main research interests lie in the areas of perfor-
mance management, strategic management, and tourism
sustainability.



