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Abstract  

This study explores the best communication style to reach different international tourism markets 
to understand how purchase intentions could be better influenced in travel brochures. A multi-
phase empiric study with a pre-test experiment, testing for perceived emotionality and rationality, 
and a choice experiment was conducted to test how Swiss, German, British and US travellers 
could be influenced by visual and textual communication elements in a fictive travel brochure, 
designed for a typical beach holiday in Menorca, but managed according to sustainability princi-
ples. In the choice experiments, 3006 responses were obtained from an online survey in the four 
countries. Results confirm a general preference for emotionally laden communication styles for 
sustainable tourism products while respondents were indifferent about the emotionality of the 
communication about standard product features. Additionally, respondents did not show a prefer-
ence for including a graph explaining the sustainability of the product.   
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1. Introduction 
 
Since sustainable development is an internationally accepted paradigm for the tourism sector 
(UNWTO, 2012), various improved and more responsibly managed products are offered to 
consumers. To date these sustainable tourism products have been strongly associated with a 
limited market niche, whereby companies are faced with marketing and communication chal-
lenges to reach broader tourism markets. This is because consumers are often unable to see, 
recognise or understand relevant sustainability attributes of such tourism products unless ex-
plicitly communicated to them (McDonald, 2006). Although companies can clearly communi-
cate to general stakeholders about their sustainability performance via established sustainabil-
ity reporting frameworks such as the Global Reporting Initiative, there is currently no 
established scientific understanding how to communicate to consumers to influence their 
choice in favour of sustainable tourism products. In this context, this paper is a novel and inno-
vative contribution as it explores the best communication style to reach different international 
tourism markets by empirically examining the influence of different levels of emotional or 
rational elements on consumer purchase choice of a beach holiday.  
 
2. Literature Review 
 
Sustainable tourism is defined as "tourism that takes full account of its current and future eco-
nomic, social and environmental impacts, addressing the needs of visitors, the industry, and the 
environment and host communities" (UNWTO, 2013). Thus, sustainable tourism products are 
managed to result in low and efficient natural resource use in terms of energy and water, have 
low solid, liquid and gaseous waste output including greenhouse gas emissions, and measurable 
positive socio-economic impacts for host communities, because of fair and equitable treatment 
of employees, and net positive contributions to the local economy. However, these attributes 
can remain invisible to consumers and they might never directly derive an added benefit value 
by knowing the distinct product attributes unless clearly and explicitly communicated (Millar 
& Baloglu, 2011; Roth, 2010). When explicitly communicated, it may still be that the product’s 
sustainability attribute communication requires significant prior knowledge and or cognitive 
effort to understand and even already sustainability aware consumers might prefer simple in-
formation (Young, Hwang, McDonald, & Oates, 2010).  
 
Sustainability marketing aims to create awareness about pro-sustainability products, and sec-
ondly to increase their purchasing, thereby fostering more sustainable consumer behaviour 
(Belz & Peattie, 2012). Although research into pro-sustainability or green consumerism dates 
over two decades (Cherian & Jolly, 2012; Young et al., 2010) in a tourism context it remains a 
fairly new field with just a handful of papers published on the topic (Han, Hsu, & Sheu, 2010; 
Lee, Hsu, Han, & Kim, 2010).  
 
As sustainable consumer choice is likely to involve a mix of emotional and rational decision-
making, the marketing elements for any product need to consider the content of marketing ma-
terials (Jackson, 2004; Kim, 2012; Walters, Sparks, & Herington, 2012). The marketing and 
advertising literature has extensively studied the emotional/rational framework (Albers-Miller 
& Stafford, 1999; Batra & Ray, 1986; Kotler & Armstrong, 1994). Based on content, most 
marketing communication can be divided into two categories (R. Bagozzi, 1997; R. P. Bagozzi, 
Gopinath, & Nyer, 1999), although sometimes a different terminology is applied. One category 
comprises rational (Kotler & Armstrong, 1994) informational, thinking (R. P. Bagozzi et al., 
1999) or cognitive (Batra & Ray, 1986) appeals (this paper will refer to this type of appeal 
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using the term “rational”). These rational appeals typically contain factual information such as 
product attributes or describe product benefits such as a product’s quality, economy, value or 
performance and have utilitarian consequences (R. P. Bagozzi et al., 1999; Kotler & 
Armstrong, 1994). The effectiveness of rational appeals is based on information processing 
models of decision making where consumers are believed to make logical and rational deci-
sions (Albers-Miller & Stafford, 1999). In contrast, the other emotional or affective category 
uses different terms (e.g. transformational (Puto, 1987), emotional (Albers-Miller & Stafford, 
1999) or feeling ads (R. P. Bagozzi et al., 1999)). Those appeals focus on emotions consumers 
will experience through the use or ownership of a product or service (R. P. Bagozzi et al., 
1999). An overview of how emotions are used in marketing is found in Richins (1997). The 
effectiveness of those advertising appeals is grounded in the more emotional and experiential 
consumer reactions. 
 
Extensive research has examined and debated the effectiveness of rational versus emotional 
appeals (Holmes & Crocker, 1987; Luce, Bettman, & Payne, 1999; Tellis, 2004). Over time, 
the effectiveness of appeals in persuasive communication has been found to be more complex 
than a simple differentiation between rational and emotional appeals. Most research about 
communication effectiveness of emotions vs. rational thoughts finds interactions effects. How-
ever, there is conclusive evidence that the appeal should “match” or be congruent the product 
type (Johar & Sirgy, 1991; Shavitt, 1990, 1992). That is, a more emotional (value-expressive) 
appeal should be used for value-expressive products and a more rational (utilitarian) appeal 
should be used for utilitarian products.  
 
Although the literature establishes a framework and some guidelines for the general marketing 
of sustainable products, major research gaps remain to empirically explain which aspects of a 
marketing brochure are effective to influence consumer choice. This gap applies broadly in 
tourism and across different tourism markets. Furthermore, while it may be clearly established 
that emotional and rational or cognitive communications influence consumer choice different-
ly, it has not yet been tested how this relates specifically to sustainable tourism products across 
different consumer markets. Thus, the present study is an innovative contribution, because it 
addresses these broad research gaps, and specifically, it examines how tourism markets re-
spond to specific communication elements presented in a common brochure. The study also has 
an interdisciplinary approach (communication, psychology, linguistics, tourism and sustaina-
bility) and its attempt to identify which visual or textual rational and emotional communication 
element is effective to influence consumer choice is a novel contribution. Therefore, the main 
research question of this study is to determine what the effective ways are to communicate a 
sustainable tourism product with respect to altering the perceived emotionality and rationality 
of elements in a travel brochure. In this context the specific objectives of the study are to an-
swer the following questions empirically: 
 

a) Does emotional communication (text and visualisation) increase purchase intentions for 
sustainable products? 

b) Does rational communication increase purchase intentions? 
c) Does a graphical illustration of sustainability attribute which tries to help explaining the 

sustainability of the product increase purchase intention? 
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3. Empirical method 
 
This study consists of two empirical phases: the pre-test experiment which is explained in sec-
tion 3.1 and the choice experiment which is described in section 0.  

3.1. Pre-test experiment 
 
A pre-test experiment was conducted to determine the perceived level of emotionality and ra-
tionality of text and image communications by tourists. The online survey took place in four 
countries: Switzerland (n= 757), Germany (n= 751), UK (n= 756), and in the USA (n= 766). 
Only people who have travelled during the last year were invited. Different pictures and short 
text relating to the standard and sustainable characteristics of the product were shown to re-
spondents. These pictures and texts were created by two specialists in linguists and visual 
communication.  
 
As it is well established that images are a main source for emotions in human communication 
(Münsterberg, 1970) and photographs can provoke emotions in the viewer (Machajdik & 
Hanbury, 2010; Merleau-Ponty, 1962; Schierl, 2001; Sontag, 1973) the selection of the pictures 
for this study was based on a large set of studies carried out by the NIMH Center for the Study 
of Emotion and Attention at the University of Florida in Gainesville, USA (Lang, Bradley, & 
Cuthbert, 2008). The International Affective Picture Set (IAPS) is a controlled set of colour 
photographs that has been rated by large groups of people for the feelings of pleasure and 
arousal and are currently used in experiments on emotion and attention worldwide (Bradley & 
Lang, 2007). Other insight to select pictures for this study has been taken from image theory 
(Schmitz, 2011; Scholz, 1991; Stoeckl, 2004). 
 
A set of images in the category “landscapes” was selected that potentially elicit positive feel-
ings. These images were chosen from set of over 1000 images with quantitatively tested values 
for ‘pleasure’ and ‘arousal’ of the IAPS report. A set of four parameters to control the antici-
pated effect of images on the viewers were chosen including (a) landscape topography, (b) 
activity (c) weather conditions and (d) image saturation properties. These parameters were cho-
sen as they strongly influence emotional responses by viewers. For example, classically beauti-
ful landscapes such as a white beach with pure clean water have the highest emotional value 
for arousal and pleasure amongst landscape images. Thus, using these four parameters, the set 
of images selected for the study were also rated and labelled as strongly, weakly emotional or 
neutral. These pictures can be viewed in Table 1.  
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Neutral Weakly emotional Strongly emotional  

  
 

 

Table 1: Pictures of the experiment 

 
Similar to images, text can also be the source to influence human emotions and these can be 
analysed according to various factors such as style (Battacchi, Suslow, & Renna, 1996; 
Schwarz-Friesel, 2007). On a semantic level it is about finding the word that exactly fits the 
meaning of the author while on a syntactic level readability and comprehensibility are im-
portant (Demarmels & Janoschka, 2012; Demarmels & Schaffner, 2013; Göpferich, 2008). On 
a certain level, text style merges with text patterns. In an experimental design about effects of 
language in tourism brochures, texts need to be analysed with regard to wording (including 
rhetoric), syntax, texts, visuals and pragmatics. Texts requesting an action such as the booking 
of a trip can be amplified with adequate emotions. Positive or negative emotions tend to distort 
the interpretation of message (Hielscher, 2003). Therefore, the actual actions cannot be con-
trolled. In a text, the emotions of the author are always visible to a certain point. Evoking emo-
tions by readers is often seen as writing or telling about emotions, so that the recipient also 
feels these. However, this is not sufficient, as one would have to be happy, angry, or sad to 
create such emotions in recipients. There are tough other means to arouse emotions: emotional-
isation strategies (Demarmels, 2009). Emotional schemes can be divided in cross-cultural, cul-
tural and subcultural. On the level of (verbal and visual) language there are different means 
like symbols, punctuation marks, key words, emotional connotations, rhetorical figures or 
promises of happiness and threats. Based on literature and techniques in linguistics, for the 
purposes of the study texts were developed for the fictive brochure. The texts were initially 
from a standard description of a beach holiday in Menorca, and using the methods by 
Demarmels (2009), each text was adapted to be less, slightly or strongly emotional. The first 
two text groups in the first two rows in Table 2 are texts hat do not refer to the sustainability of 
holidays, whereas the other text groups describe an attribute of sustainable tourism.   
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Less emotional Slightly emotional Strongly emotional  

The beach can be found near 
our hotel.  

 Adjacent to our hotel you will 
find our long, white and sandy 
beach. 

The hotel is located near the 
beach. Snacks can be eaten 
there. The hotel offers a pool 
area and two restaurants.  

The hotel is close to the beach. 
It also offers a quiet pool area, 
a bar and two convenient res-
taurants.  

Go for a walk along the beach, 
have a snack in a popular bar 
or cozy restaurant and relax at 
our pool.  

Regional products are served.  We serve regional products. We serve you only the highest 
quality regional products.  

The entire stay is CO2-neutral, 
for example, thanks to energy 
and hot water from our own 
solar panels.  

We offer you a CO2-neutral 
stay, for example thanks to 
energy and hot water from our 
own solar panels. 

Would you like to enjoy your 
holiday without a guilty con-
science? We offer you a CO2-
neutral stay thanks to energy 
and hot water from our own 
solar panels. 

Room cleaning with ecologi-
cal products, which can be 
naturally decomposed in a 
short time.  

Room cleaning with ecologi-
cal products. 

Room cleaning with especially 
ecological and environmental-
ly-friendly products. 

The handcrafted souvenirs in 
the hotel shop are produced 
exclusively by local artisans.  

The souvenir shop sells handi-
crafts sourced solely from 
local artisans.  

Support the local artisans by 
buying handmade products in 
our souvenir shop. 

Table 2: Text elements of the pre-test experiment 

 
One half of the textual and visual element groups were shown to one half of the respondents, the 
other half to the other respondents, because the length of the online questionnaire was restricted and 
the cognitive load for the participants had to be reduced after the pre-test.  
 
During the experiment, the communication was rated by each respondent according to emotionality 
and rationality using a Likert scale from 1 to 7. Emotionality was tested using a set of items 
based on a literature review (R. P. Bagozzi et al., 1999; Mehrabian, 1974; Rosselli, 1995). 
Therefore, participants rated to what extent they perceived the elements as “inspiring” and “ap-
pealing” Respondents also rated the texts according to extent they positive or negative feelings 
evoked. Rationality was tested using items also obtained from the literature, which enabled 
respondents to rate the texts as “informative” and “objective”2 based on Holbrook (1987).  
  

2 The question about “objectivity” was not asked for the pictures.  
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3.2. Choice experiment 
 
To test communication preferences by potential customers, a choice experiment was conceived 
with different ways of communicating the features of a fictive holiday product. This product repre-
sented a typical mass tourism holiday and did not in any way address the luxury segment. It was 
located in Menorca for European respondents and in Cancun, Mexico, for the respondents of the 
USA as these are typical destinations for beach holidays.  
 
The experiment was conducted online because web-based surveys have several advantages such 
immediacy, time saving, and higher response rate” (Caussade, Dios Ortuzar, Rizzi, & Hensher, 
2005). The experiment took place in the same countries as the pre-test experiment (Germany (n= 
754), Switzerland (n= 751), UK (n= 751), and USA (n= 750)). Again, only people who have trav-
elled during the last year were invited. 
 
The experiment did not vary the characteristics of the product, but different versions of the com-
munication of the same product and its sustainability attributes were shown to respondents. Re-
spondents then had to choose the preferred version from six sets, with two different versions in 
each set. The different sets varied according to the: 
- level of emotionality addressed 
- level of rationality of information 
- visualisation used by including a technical graph. 
Since we vary the level of emotionality and the level of rationality respectively, we follow the inte-
grative approach regarding the differentiation between rational and emotional levels. This ap-
proach, in contrast to the dichotomous approach, assumes that appeals simultaneously induce ra-
tional and emotional responses (Stafford & Day, 1995; Zinkhan, Johnson, & Zinkhan, 1992).  
 
The pre-test experiment was used to choose the best suited attributes for the choice experiment, 
because the perceived emotionality and rationality of the elements is known. The attributes will be 
presented in section 4 based on the results of the pre-test experiment.  
 
The combination of the pre-test and the choice experiment allowed analysing which level of emo-
tionality and which level of rationality in the communication of sustainability as perceived by the 
customer is more likely to lead to increased purchase intention and is therefore best suited to suc-
cessfully sell sustainable tourism products.  
 
 
4. Results 
 
Results of the pre-test experiment and its use in the design of the choice experiment 
 
The following summarises aggregated indices measuring emotionality and rationality from the pre-
test experiment relevant for the choice experiment’s empirical design a. The aggregated indices 
were built by aggregating some of the tested items presented in section 3.1 as shown in Table 3.  
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 Pictures Images 
Emotionality The picture is inspiring. 

The picture is appealing. 
The text is inspiring. 
The text is appealing. 

Rationality The picture is informative. The text is informative. 
The text is objective. 

Table 3: Items for the aggregated indices  
 
Table 4 shows the resulting aggregated indices for emotionality and rationality for the pictures in 
the pre-test experiment over all countries. The results confirm the classification that was made ex 
ante with respect to emotionality, and there are only small differences in the perceived rationality of 
the pictures. Therefore these pictures were used in the choice experiment to test the influence of 
different levels of emotionality caused by pictures. These were not considered for different rational-
ity levels.  
  
All countries  Neutral picture Weakly emotional 

picture 
Strongly emotional 
picture 

Emotionality  5.2 5.4 5.9 
Rationality 4.1 4.2 3.9 
Switzerland 
Emotionality  4.98 5.37 5.92 
Rationality 4.28 4.46 4.12 
Germany 
Emotionality  5.24 5.37 5.87 
Rationality 4.33 4.44 3.98 
UK 
Emotionality  5.27 5.33 5.76 
Rationality 3.95 3.96 3.54 
USA 
Emotionality  5.43 5.50 5.90 
Rationality 4.00 4.14 3.87 
Table 4: pre-test experiment results: Picture emotionality and rationality  
 
Table 5 presents the aggregated indices values measuring emotionality for the text elements used in 
the choice experiment. The last column in Table 5 shows if the values are significant between the 
countries. There are some clear differences when describing the same feature of a holiday in differ-
ent ways e.g. the use of regional product can be communicated in a more emotional way (e.g. t_10_ 
e with a value of 4.6 and t_11_e with 3.6 in the USA). 
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Germany 
Switzer-
land UK USA 

Signifi-
cance  

Varia-
ble 
name Text shown in the experiment 

Index for 
emotion-

ality 

Index for 
emotion-

ality 

Index for 
emotion-

ality 

Index for 
emotion-

ality 

P value 
of 

ANOVA  
t_15 Go for a walk along the beach, have 

a snack in a popular bar or cozy res-
taurant and relax at our pool. 4.7 4.8 5.0 5.2 0.000 

t_10 We serve you only the highest quali-
ty regional products. 4.4 4.6 4.6 4.6 0.089 

t_02 Room cleaning with ecological 
products, which can be naturally 
decomposed in a short time. 4.3 4.5 4.2 4.4 0.015 

t_03 Room cleaning with especially eco-
logical and environmentally-friendly 
products. 4.1 4.4 4.3 4.5 0.010 

t_16 The hotel is located near the beach. 
Snacks can be eaten there. The hotel 
offers a pool area and two restau-
rants 4.1 4.3 4.6 4.5 0.000 

t_06 The hand-crafted souvenirs in the 
hotel shop are produced exclusively 
by local artisans. 4.0 4.4 4.5 4.8 0.000 

t_11 Regional products are served. 3.7 3.9 3.6 3.6 0.024 
t_04 Support the local artisans by buying 

handmade products in our souvenir 
shop. 3.7 4.0 4.3 4.6 0.000 

Table 5: Results of the pre-test experiment: Aggregated index for emotionality of the text elements 

 
There are different successful strategies to increase the emotionality of a text, as can be seen in 
Table 5. By comparing t_15 and t_16 we can conclude that narratives are a good instrument to in-
crease emotionality. The same holds for texts that directly address consumers (t_10 and t_11 as 
well as t_15 and t_16), for actively formulated texts (t_10 and t_11) and for adjectives that include 
highly valued words such as “highest” in t_10.  
 
Table 6 presents aggregated indices values for rationality for the text elements used in the choice 
experiment. The last column shows if the values are significant between the countries. 
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Germany 
Switzer-
land UK USA 

Signifi-
cance  

Varia-
ble 
name Text shown in the experiment 

Index for 
rationali-

ty 

Index for 
rationali-

ty 

Index for 
rationali-

ty 

Index for 
rationali-

ty 

P value 
of 

ANOVA  

t_02 

Room cleaning with ecological 
products, which can be naturally 
decomposed in a short time. 4.7 5.0 4.8 4.9 0.056 

t_16 

The hotel is located near the beach. 
Snacks can be eaten there. The hotel 
offers a pool area and two restau-
rants 4.7 4.8  5.0 5.0 0.000 

t_15 

Go for a walk along the beach, have 
a snack in a popular bar or cozy res-
taurant and relax at our pool. 4.5 4.6 4.9 5.0 0.000 

t_03 

Room cleaning with especially eco-
logical and environmentally-friendly 
products. 4.4 4.6 4.6 4.8 0.002 

t_10 
We serve you only the highest quali-
ty regional products. 4.4 4.6 4.6 4.5 0.233 

t_06 

The hand-crafted souvenirs in the 
hotel shop are produced exclusively 
by local artisans. 4.4 4.9 4.8 5.2 0.000 

t_11 Regional products are served. 4.0 4.2 3.9 4.0 0.038 

t_04 

Support the local artisans by buying 
handmade products in our souvenir 
shop 4.0 4.5 4.5 4.8 0.000 

Table 6: Results of the pre-test experiment: Aggregated index for rationality of the text elements 

 
The attributes and their levels used in the choice experiment were chosen based on the pre-test ex-
periment’s results. The goal was to consider a pair of text elements which presented the same at-
tribute but where the distance of the measured values between the two elements is maximal in one 
measured dimension (e.g. emotionality) and minimal in the other dimension (e.g. rationality). 
Therefore, the two text elements about regional products (t_10 and t_11) were used to test the in-
fluence of the emotionality of a text relating to product sustainability effects on consumer choice. 
These two elements were chosen, because the differences in emotionality are the largest (between 
0.6 and 1, depending on the country). To assess the emotionality of standard product features t_15 
and t_16 were taken because the emotionality varied between 0.4 and 0.7 whereas rationality does 
not differ much. In order to measure the effect of different levels of rationality in the textual sus-
tainability communication t_03 and t_02 were chosen for German-speaking countries and t_04 and 
t_06 for English-speaking countries. Two different appeals had to be selected since the variation 
does not have the same pattern in all countries with respect to rationality. Additionally to pictures 
and text elements, a graph was included in order to test if respondents preferred this kind of 
communication about sustainability facts. Therefore, the following attributes and levels as shown 
in Table 7 were used in the choice experiment.  
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Variable name Level Description 
Picture Less emotional picture 

 
 

 Emotional picture  

 
 

Text standard fea-
tures  

Less emotional text The hotel is located near the beach. Snacks 
can be eaten there. The hotel offers a pool 
area and two restaurants. 

 Emotional text Go for a walk along the beach, have a 
snack in a popular bar or cosy restaurant 
and relax at our pool. 

Text sustainability 
emotional 

Less emotional text Regional products are served. 
Emotional text We serve you only the highest quality re-

gional products. 
Text sustainability 
rational 

Less rational text Support the local artisans by buying hand-
made products in our souvenir shop. 

 Rational text The handcrafted souvenirs in the hotel 
shop are produced exclusively by local 
artisans. 

Graph  No graph The hotel reduces the C02 emissions of 
your stay in various ways. Thanks to this, 
your stay contributes 57 kg C02 instead of 
248 kg C02. 

 Graph included  

 
Table 7: Attributes of the choice experiment 

 
   



  
 

Luzern, 05/03/2014 
Page 12/22 
ITW Working Paper Series, Tourism 001/2013 
 
 
 
Choice experiment results are presented in the following paragraphs below.  
 
Preferences  
 
The preference shares were calculated by employing a counting analysis with the Sawtooth 
software. The preference share shows how often a single level of an attribute was chosen if this 
specific level of the attribute was included in the choice set. The following Table 8 shows the 
preferences for the emotionality of the picture.   
 
Country Switzerland  Germany UK USA 
Total Respondents 751 754 751 750 
Less emotional picture 37.7% 37.6% 39.1% 36.8% 
Emotional Picture 49.8% 48.8% 48.4% 49.4% 
χ2 75.59 65.46 44.32 82.58 
Degrees of freedom 1 1 1 1 
Significance p < 0.01 p < 0.01 p < 0.01 p < 0.01 
Table 8: Preferences for the emotionality of the picture 

 
Emotional pictures having a preference between 48.4% and 49.8% are much stronger preferred 
compared to the choice of a less emotional picture (between 36.8% to 39.1%). The difference 
is significant in all countries.  
 
Country Switzerland  Germany UK USA 
Total Respondents 751 754 751 750 
No Graph 48.2% 48.1% 51.1% 47.8% 
Graph included   39.3% 38.2% 36.5% 38.4% 
χ2 40.32 51.63 109.92 46.51 
Degrees of freedom 1 1 1 1 
Significance p < 0.01 p < 0.01 p < 0.01 p < 0.01 

Table 9: Preferences for a graph about the sustainability of the product   

 
The respondents show a strong preference for not including a graph that illustrated net tourism 
product emissions (Table 9). The preferences for not including a graph range from 47.8% in the 
USA to 51.1% in the UK.    
 
Country Switzerland  Germany UK USA 
Total Respondents 751 754 751 750 
Less emotional text sustain-
ability 

40.2% 39.9% 39.0% 41.3% 

Emotional text sustainability 47.4% 46.4% 48.4% 48.3% 
χ2 27.14 22.23 45.02 56.17 
Degrees of freedom 1 1 1 1 
Significance p < 0.01 p < 0.01 p < 0.01 p < 0.01 

Table 10: Preferences for the emotionality of the text parts addressing sustainability issues 

 
Table 10 shows that respondents have a significant preference for more emotional texts about 
the sustainability of the product in a brochure with preference ranging from 46.4% to 48.4% in 
all countries.  
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Country Switzerland  Germany UK USA 
Total Respondents 751 754 751 750 
Less rational text sustainabil-
ity 

42.2% 41.3% 42.5% 41.7% 

Rational text sustainability 45.3% 45.0% 45.0% 44.4% 
χ2 4.89 7.33 3.36 3.93 
Degrees of freedom 1 1 1 1 
Significance p <0.05 p <0.01 not sig p < 0.05 

Table 11: Preferences for the rationality of the text parts addressing sustainability issues 

 
The preferences regarding the desired level of text element rationality about product sustaina-
bility show mixed results (Table 11). There is a small significant preference for more rational 
texts in Switzerland, Germany and the USA.  
 
Country Switzerland  Germany UK USA 
Total Respondents 751 754 751 750 
Less emotional text 43.1% 43.2% 43.2% 41.3% 
Emotional text 44.4% 43.1% 44.3% 44.8% 
χ2 0.94 0.01 0.58 6.27 
Degrees of freedom 1 1 1 1 
Significance not sig not sig not sig p <0.05 

Table 12: Preferences for the emotionality of the text parts addressing standard product elements 

 
Table 12 shows almost no preferences are found changing the emotionless of standard product 
communication of elements such as the beach, restaurants in the hotel, etc. Respondents are 
indifferent between the two communication ways in Switzerland, Germany and the UK. Only 
in the United States is a small significant preference for more emotional communication of the 
standard elements in the travel brochure.  
 
Country Switzerland  Germany UK USA 
Total Respondents 751 754 751 750 
None chosen 12.5% 13.7% 12.5% 13.9% 

Table 13: Preferences for "None" option 

 
Of all choices, 12.5% to 13.9% of all respondent surveyed chose the answer "I would not 
choose any of these products" (see Table 13). These values are typical, as 5% to 15% of re-
spondents in choice experiments commonly opt for the “none” option (Johnson & Orme, 2003)  
 
Part Worth and Importance 
 
A hierarchical Bayes model was used and estimated with the CBC/HB-tool from Sawtooth to 
derive part worth utilities on an individual level. The model is given by the following equation 
that shows the estimated probability of individual h choosing concept j (Gensler, 2003 ; 
Sawtooth, 2010).  
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The average part worth utilities, the standard errors and the t-ratios of the above mentioned 
logit estimation using hierarchical Bayes iteration are shown in Table 14 for the USA only, 
since the values were similar for all countries.  
 
Attribute Effect Std Err t Ratio 
Picture    
Less emotional picture - 49.9 55.7 - 6.7 
Emotional picture  49.9 55.7 6.7 
Text standard features     
Less emotional text - 9.5 46.4 - 1.4 
Emotional text 9.5 46.4 1.4 
Text sustainability emotional    
Less emotional text - 35.4 35.5 - 5.9 
Emotional text 35.4 35.5 5.9 
Text sustainability rational     
Less rational text - 5.4 26.8 - 1.1 
Rational text 5.4 26.8 1.1 
Graph    
No graph 34.5 95.9 3.5 
Graph included - 34.5 95.9 - 3.5 

None - 629.6 827.0 - 21.9 

Table 14: Results from the CBC/HB model – Part worths 

 
The relative importance of each attribute in the brochure is shown in Table 15. The importance 
is a measure for the relative importance of an attribute on preference changes compared to the 
other attributes (Hair, Anderson, Tatham, & Black, 1995). It is derived by evaluating the level 
of influence of each attribute on total utility. This can be calculated by using the difference 
between the highest and lowest utility of the levels of each attribute, i.e. the range in the attrib-
ute’s utility values. In order to derive the relative importance, the range of a specific attribute 
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has to be divided by the sum of all ranges of all attributes. The calculation of relative im-
portance values on individual levels was completed and averaged using a tool from Sawtooth 
(Orme, 2010).  
  
The results in Table 15 indicate consistent results for almost all countries proving that the 
graph has the highest importance to influence respondent choice with values between 35.2 and 
43.8. The second most important influencing attribute is the picture in the brochure, followed 
by text elements about sustainability where the emotionality was altered (third), then text ele-
ments about standard features (fourth) and text elements about sustainability where the ration-
ality was altered last (fifth). This order applies to all respondents except in Germany, where the 
standard text elements are ranked third and text elements about sustainability where the emo-
tionality of the communication is altered fourth.  
 
Country Switzerland  Germany UK USA 
Total Respondents 751 754 751 750 
Graph 38.8 40.3 43.8 35.2 
Picture 23.2 20.1 18.7 24.7 
Text sustainability emotional 15.7 13.6 15.9 16.8 
Standard text emotional 12.5 14.4 13.1 15.2 
Text sustainability rational 9.7 11.6 8.6 8.1 

Table 15: Importance of the attributes 

 
5. Discussion and conclusions 
 
Using an empirical and interdisciplinary approach, this explorative study successfully showed 
the importance of emotionality in communication of tourism products that include sustainabil-
ity attributes. As personal sustainability benefits of a tourism product are not always obvious or 
visible for customers (McDonald, 2006), especially before experiencing the product per se, it is 
essential to communicate these features related to sustainability in a way that reaches consum-
ers at the emotional level. This is especially important, because most people have never booked 
a sustainable tourism product (Wehrli, Egli, Lutzenberger, Pfister, & Stettler, 2012). Applying 
a choice experiment, the study collected useful insights into the Swiss, Germany, UK and US 
tourism markets by obtaining 3006 completed responses.  
 
To derive the best or most preferred communication set for a sustainable tourism brochure 
aimed at the average tourists, all results were consolidated about importance and preferences. 
Accordingly, the following order of importance of communication elements results from the 
choice experiment:   

1. No Graph 
2. Emotional picture 
3. Emotional text elements about product sustainability  
4. Emotional text elements about standard product features (but indifferent preferences about 

the level of emotionality) 
5. Rational text elements about the sustainability of the product 

 
This order holds for all tourism markets except Germany. The preferred level of each attribute, 
e.g. no graph, follows from the preferences as reported in Table 8 to Table 12. It is not a sur-
prise that visual elements are more important in a brochure, since images are key elements for 
attention arousal in advertisements on posters and in newspapers (Schierl, 2001). However, it is 
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a notable finding that people do not prefer technical graphs illustrating product sustainability 
relating to emissions. This may be explained by a set of interrelating factors. It may be that 
people don’t like business-like graphs in a travel brochure, as this is not congruent with enjoy-
ing holidays, even if the booking is just the first phase of the travel process. Many people 
booking a packaged beach holiday may also be not familiar with technical graphs, or with 
emission data and so the inclusion of such material may be perceived as irrelevant, invalid or 
simply superfluous information. Furthermore, the average consumer may not be trained, or 
used to reading or interpreting graphs at all, or in specific context of a beach holiday in a travel 
brochure, because these are commonly filled with short texts instead. Also, it is presently an 
uncommon practice in the travel and tourism advertising world.  
  
It is also noteworthy that the most important element of the three different text elements was 
the element where the emotionality of the sustainability communication is altered. Assuming 
that sustainable tourism products are value expressive, these findings are in line with Johar and 
Sirgy (1991) and Shavitt (1992), proposing that this type of product should be promoted using 
emotional appeals. It is even more interesting that the respondents preferred to have an emo-
tional communication about sustainability while they were indifferent about the emotionality of 
the standard product feature description (such as the beach, sea, restaurants, etc.) in three of the 
four countries investigated. One other possible explanation might be that people already start to 
dream when they read a travel brochure, and so they might not care about the emotionality of 
the description of the beach, sea, restaurants, and other standard features of a beach holiday. 
However, most people normally do not consider this as an important characteristic that influ-
ences their booking decision (Wehrli et al., 2011). This suggests that consumers might need to 
be convinced to buy sustainable tourism products, whereas they do not need to be convinced to 
book a beach holiday (Belz & Peattie, 2012; Kotler, Bowen, & Makens, 2010).  
 
Based on the findings of the pre-test experiment where the perceived emotionality and rational-
ity were tested companies can increase the emotionality of their sustainable tourism marketing 
texts by including: 
- Narratives  
- Text that directly addresses consumers 
- Actively formulated texts 
- Adjectives that include highly valued words for example “perfect”, “superior” etc. 
 
Although this study successfully explored communication preferences in four travel markets in 
relation to the marketing of a sustainable beach holiday, it also has a number of limitations. 
The selected method leads to some limitations, since online surveys are prone to self-selection 
biases, not necessarily in terms of socio demographics but in terms of travel behavior 
(Dolnicar, Laesser, & Matus, 2009). The pre-test experiment suffers from a very complex ques-
tionnaire. Maybe it would have been better to ask these questions in personal interviews. An 
online approach was taken, because of its lower costs due to our limited budget. The text ele-
ments for the pre-test experiment were written in German. Therefore, the translation process 
could have caused some of the differences observed in the perceived emotionality and ration-
ality in the English-speaking countries, although the translation was made and checked by two 
bilingual linguists independently. The fact that some differing results between Europe (incl. 
UK) and USA are found might indicate that the translation did not bias the results heavily. Fi-
nally, the results of the choice experiment may be skewed because the included graph may 
have been too prominent in the choice experiment. This might have led to an overestimation of 
the importance of the graph. The picture and the graph had the same size in order to ensure the 
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readability of the graph in the experiment. Normally, pictures would cover a higher part of the 
surface of a page in a travel brochure.  
 
The results of the study also highlight some further research areas that could validate the find-
ings of this study. The authors intend to further analyse the dataset in particular to explain 
country specific differences and to explain customer segment specific results. It would also be 
interesting to repeat the study in other countries. A future study could test a real travel bro-
chure pages in the market rather than a controlled designed version as was done in this study. 
Furthermore it could be interesting to look at the reasons why the respondents did not prefer a 
graph and to investigate what kind of graphs they would have preferred instead of the shown 
business-like graph.  
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7. Tables (with caption) 
 
 
  

 
   



  
 

Luzern, 05/03/2014 
Page 22/22 
ITW Working Paper Series, Tourism 001/2013 
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