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Abstract  

The aim of this research is to examine the mediating effects of self-congruity between 

destination brand personality, to revisit intention and heed the moderating effects of gender 

between self-congruity. Therefore, data were collected through a survey from 226 Chinese 

outbound tourists in Glasgow city, United Kingdom and was analysed to provide evidence. 

Based on the results, the analysis of partial least squares structural equation modelling (PLS-

SEM) using the Smart PLS 3.0 program indicated that self-congruity was mediated partially 

through destination brand personality and revisit intention. In tourism destination, Aaker five 

dimension of brand personality model was particularly adapted into practice. However, the 

model failed to perform an actual self-congruity to mediate all five dimensions (i.e. sincerity, 

excitement, competence, excitement, sophistication and ruggedness) of destination brand 

personality and revisit intention. The results revealed that the ideal self-congruity is a mediating 

effect between destination brand personality (i.e. sincerity and excitement) and revisit intention. 

Moreover, this study also reported that the moderating role of gender has no effects on self-

congruity and revisit intention. No difference was observed between female and male Chinese 

tourists who rely more on destination brand personality over self-congruity when the impact of 

symbolic destination brand benefits on their intention to revisit Glasgow was considered. 

Findings further offer specific implications for both theoretical insight and marketing practice 

in context of tourism destinations in Glasgow.    
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Introduction  

Destination branding emerges as one of the crucial tools used in the development of 

competitive advantage of destination marketing organizations (DMOs). The competitive nature 

in today’s tourism industry encourages destinations to develop their own brand and establish 

effective promotion to tourists (Huang, Zhang, and Hu 2017). In addition to promoting unique 

attributes of destination, including beautiful scenery, beaches, heritage, and friendly local 

citizens, strategies are also implemented to attract tourists. Therefore, the construct of 

destination brand personality has remained as a widespread research agenda in tourism to 

illustrate individual perceptions’ destination (e.g. d'Astous and Boujbel; Boksberger, Dolnicar, 

Laesser, and Randle 2011; Ekinci and Hosany 2006; Hosany, Ekinci and Uysal 2006; Liu, 

Huang, Hallak, and Liang 2016; Matzler, Strobl, Stokburger-Sauer, Bobovnicky, and Bauer 

2016; Usakli and Baloglu 2011; Yang, Isa and Ramayah, 2019). Based on the self-congruity 

theory, consumers prefer a brand that they perceive as reflective of their personalities (Landon 

1974; Malhotra 1988; Sirgy 1982). Brand-self congruity, such as the match of a brand's image 

for an individual's self-concept (Sirgy and Su 2000), strongly affects brand-success variables, 

including consumer-brand identification (Stokburger-Sauer, Ratneshwar, and Sen 2012) and 

consumer’s loyalty (Das  2014).  

 

Tourism literature acknowledged the model of the relationship between destination brand 

personality, self-congruity, and tourist behavioural loyalty (e.g. revisit intention). To illustrate, 

several studies confirmed that destination brand personality had a direct influence on tourists’ 

revisit intention (Apostolopoulou and Papadimitriou 2015; Chen and Phou 2013; Eisend and 

Stokburger-Sauer  2013a; Uşakl and Baloglu 2011). It was highlighted in previous literature 

that positive influence branding was obtained through a distinctive destination brand, as it 

contributed to differentiation of the brand (Uşakl and Baloglu 2011). Meanwhile, it was argued 

in other studies that the role of self-congruity fully mediated the relationship between 

destination brand personality and revisit intention (Uşakl and Baloglu 2011; Huang, Zhang, 

and Hu 2017; Su and Reynolds 2017). Ultimately, several scholars directly investigated the 

impacts of self-congruity on attitudinal and tourists’ behavior towards brand success 

(Stokburger-Sauer et al. 2012). However, the information on the mediator of self-congruity 

between destination brand personality and revisit intention was still unclear especially for a 

particular city (Glasgow). Adopting the Aaker (1997) model of brand personality, the 

dimensions of brand personality can be used to describe different categories of products as well 

as customer backgrounds. To gain a better understanding of these variables in tourism settings, 
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this study attempted to investigate individuals’ perceptions of destination brand personality 

and tourists revisit intention in the context of Glasgow city. In line with Usakli and Baloglu 

(2011), it was suggested that these relationships are mediated through self-congruity, which is 

referred to as the tourists’ perception of the similarity between their own personality and the 

Glasgow brand personality. In recent years, China has become one of the fastest increasing 

outbound tourism nations, reflected in a 300% rise in visitor numbers to Scotland. Also, most 

Chinese tourists visiting Scotland have a plan to revisit (Terry 2019). However, due to the 

strong destination brand of Edinburgh, Chinese tourists prefer to visit Edinburgh compared to 

Glasgow. Edinburgh is now the second most-visited city in the UK by Chinese tourists after 

London (Wang 2019). Other national tourists also noted that Glasgow had a vibrancy that is 

underrated. (Edinburgh News 2016). To build a competitive advantage in Chinese tourists’ 

market for DMOs in Glasgow city, it is important to examine the tourists’ behavioral toward 

revisit Glasgow through a theoretical model.  

 

To attempt to integrate the theoretical model of destination brand personality, self-congruity, 

and revisit intention, another concept was identified. Demographic factors, such as gender, are 

possibly the crucial predictors of tourists’ behavioural intention. According to Li et al. (1999), 

gender was studied as the factors influencing purchase behaviour (Li et al. 1999). With respect 

to gender factors, it was found in the analysis of customers on the gender factor that the 

behaviours of male and female were highly varied (Kolyesnikova et al. 2009). Essentially, their 

behaviours only had significant difference (Kolyesnikova et al. 2009). However, this difference 

became significant when shopping was concerned (e.g. Bakewell and Mitchell 2004; Dholakia 

1999).  

 

It was also agreed that individuals’ perceptions of brand benefits differed from gender to gender 

due to the difference between them in terms of brand personality dimensions (Grohmann 2009). 

In the context of tourism, male and female tourists also produced different results in terms of 

travel activity preferences (Kim and Jogaratham 2003), with females reporting a higher 

tendency to travel for leisure purposes compared to males (Collins and Tisdell 2002). It was 

also shown in the works of tourism literature that gender influenced revisit intention (Abubakar, 

Ilkan, Al-Tal, and Eluwole 2017; Dedeoğlu, Balıkçıoğlu, and Küçükergin 2016; Han et al. 

2009). Therefore, due to the difference between the genders in terms of destination brand 

personality and tourists’ behaviour, it was assumed that the impact of destination brand 

personality and self-congruity on revisit intention would be varied as well. However, there was 
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an insufficient study conducted on this matter. For this reason, it is important to investigate the 

moderating effects of gender on the relationship between self-congruity and revisit intention, 

which would assist in DMOs in Glasgow in formulating and implementing Chinese tourists’ 

gender-related marketing strategies, including segmentation, position, and promotion among 

others.    

 

Based on the data obtained from 226 Chinese outbound tourists in Glasgow city of the UK and 

their perceptions of Glasgow as a tourism destination, an empirical test was conducted on the 

mediator of self-congruity between destination brand personality and revisit intention. This test 

was also performed on the moderating role of gender on the relationship between self-congruity 

and revisit intention. Notably, city brand personality perception, self-congruity, and the 

Chinese outbound tourists’ genders, which played the most important roles in gender factors 

and self-congruity (Lam et al. 2012), were investigated.  

 

The research objective of this study was to examine the self-congruity as a mediating effect 

between the multi-dimensions of destination brand personality and revisit intention among 

Chinese tourists in Glasgow. Moreover, this study also examined the moderating effects of 

gender on the relationship between self-congruity and revisit intention among Chinese tourists 

in Glasgow. In fulfilling this study’s objectives, several contributions have been offered 

through this empirical paper. First, this study has contributed to the understanding of a 

conceptual model by elaborating on the interrelationships between multi-dimensions 

destination brand, personality, self-congruity, gender, and revisit intention. Second, this study 

has also contributed to an improved understanding of the mediating role of self-congruity in 

the relationship between multi-destinations of destination brand personality and revisit 

intention. Third, this study has contributed to the body of tourism marketing literature by 

exploring the moderators of gender in terms of self-congruity and revisit intention.  

 

Theoretical background and hypothesis development 

 

According to the behavioural theory in consumer studies, purchasing decision is often based 

on an individual’s self-concept (Sirgy 1982). Self-concept is defined as the totality of an 

individual’s perceptions in relation to social context, be it intellectual or affective (Onkvisit 

and Shaw 1987). It is a multi-faceted entity, which expresses an individual’s regarding 

themselves and the ideal self that they aim to be in the future (Sirgy 1982). In Hayakawa’s 
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(1963) perspective, all human activities involve the protection, maintenance, and enhancement 

of their self-concept or symbolic self. 

 

It was stated by researchers in the psychology discipline that self-concept usually emphasises 

the particular behavioural patterns (Onkvisit and Shaw 1987), leading to the implications of 

consumers, which could influence their behavioural intention to products or services. These 

products would protect or reinforce their self-concept (Grubb and Grathwohl 1967). In other 

words, individuals do not only instil an image of themselves, but they also instil an image of 

products or brands, suppliers, and services (Litwin and Kar 2004). The theory of self-concept 

has revealed that consumers generally have favourable attitudes towards products and brands, 

which are perceived to be consistent with their self-concept. However, they harbour relatively 

less favourable attitudes toward products and brands which are perceived to be incongruent 

with their self-concept (Graeff 1996).  

  

Self-congruity  

Self-congruity is a natural extension of the self-concept theory (Usakli and Baloglu 2011). This 

theory is multidimensional and it consists of an actual self-congruity, ideal self-congruity, 

social self-congruity, and ideal social self-congruity (Sirgy 1982). Sirgy (1982) elaborated that 

self-congruity theory reinforces the idea that consumer perceptions, or leanings, are achieved 

through a match between the product idea/image and the consumer’s self-perception in favour 

of certain items. Furthermore, Litwin and Kar (2004) argue that higher congruency between 

product/image and consumers’ self-concept would enhance one’s intention to purchase the 

product/service.  

 

A detailed discussion of this theory has been conducted for almost a half-century (e.g. Birdwell 

1968; Dolich 1969; Grubb and Stern 1971; Hughes and Guerrero 1971; Sirgy 1982). Over the 

last 40 years, this theory has been widely applied in marketing and consumer literature 

(Aguirre-Rodriguez, Bosnjiak, and Sirgy 2012; Claiborne and Sirgy 1990; Johar and Sirgy 

1991; Sirgy 1982 1985a 1985b; Sirgy, Johar, Samli and Claiborne 1991; Sirgy and Su 2000; 

Sirgy, Lee, and Yu 2017). It was concluded from these studies that self-congruity influenced 

consumers’ behaviour in terms of their product or service preferences and the willingness to 

purchase or repurchase.  
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Furthermore, the majority of the aforementioned studies over-generalised the theoretical model 

which was linked with a product brand, self-congruity, and behavioural intention. In fact, self-

congruity functions as the mediator between product brand and behavioural intention. An 

assertion was developed from tourism studies conducted by various scholars on the self-image 

congruence construct with an aim to explain on tourists’ behaviour (Litvin and Goh 2002; Sirgy 

and Su 2000; Todd 2001). However, most tourism studies also operationalised self-congruity 

in terms of two dimensions, namely actual self-congruity and the idea self-congruity. This 

selection was due to the perception that social self-measures were highly-correlated with these 

two dimensions (Beerli et al. 2007; Chon 1992; Ekinci and Riley 2003). Moreover, it was found 

in an earlier study by Sirgy (1982) that actual self-congruity and ideal self-congruity were the 

multiple dimensions of self-congruity which received the most theoretical considerations and 

empirical supports. Due to the moderator variable involved in Sirgy’s study, two dimensions, 

namely the actual and ideal self-congruity, might significantly contribute to a robust validity 

of the measurement model.  

 

Conceptualisation of gender  

The differentiation between female and male is a crucial component in this study. Therefore, 

in developing a hypothesis on the moderating role of gender, it is crucial to clearly 

conceptualise this variable in current study. Two streams of studies were found to be mainly 

focused on gender differences in terms of biological sex (e.g. Chang 2006; Worth et al. 1992) 

and gender identity (e.g. Gould and Weil 1991; Kahle and Homer 1985). Based on the first 

stream of study, gender was defined as biological sex, referring to males and females 

(Kolyesnikova et al. 2009), while another stream signified gender as ‘gender identity’ (Gould 

and Weil 1991). This definition of psychological sex indicated two-dimensional phenomena, 

where one dimension consisted of the feminine personality traits, while another dimension 

comprised masculine traits (Palan 2001). It was indicated in several studies that gender identity 

could be the determinants of consumers’ behaviour in certain aspects, such as its occasional 

effects on consumers’ attitudes (e.g. Worth et al. 1992). However, other scholars questioned 

the importance of gender identity in studies on consumers’ attitudes (Kolyesnikova et al. 2009) 

due to insufficient important findings of gender identity in these studies (Palan 2001). Based 

on the comparison between the influences of biological sex and gender identity, it was 

highlighted that biological sex held a more significant role in determining consumer–brand 

relationship compared to gender identity (Allison et al. 1980; Kahle and Homer 1985; Gould 

and Weil 1991). Palan (2001) also suggested that biological sex was a more practical 
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segmentation variable. Based on the aforementioned previous findings, gender would be 

identified as biological sex (e.g. males and females) in this study. 

 

Proposition Development 

Destination brand personality, self-congruity, and revisit intention  

Due to the acknowledgement that consumers often favoured brands related to their 

personalities and chose a certain brand to express themselves, Aaker (1997, p. 347) developed 

the conceptualisation of brand personality and defined it as a set of human characteristics 

related to a brand. Furthermore, Aaker (1997) developed five theoretical dimensions of brand 

personality scale, which were branched into 42 personality traits, such as sincerity, excitement, 

competence, sophistication, and ruggedness. Extensive studies were conducted on the use of 

these traits describe brands (Eisend and Stokburger-Sauer 2013b), where scales of 

measurement were developed to assess brands in relation to the traits. Moreover, the 

dimensions of brand personality were applied in various settings across different cultures to 

measure consumers’ symbolic consumption and its impact on their behaviours (Ekinci and 

Hosany 2006).  

 

Extensive studies had been performed on this matter in various contexts, such as product, 

service, and destination brands, to determine consumer behavioural intention. As a result, brand 

personally was found to be cross-culturally generalisable (e.g., Aaker et al. 2001; d'Astous and 

Boujbel 2007; Geuens et al. 2009), and it also involved the concepts of country, service, and, 

most recently, destination in the marketing context (d’Astous and Lévesque 2003; Ekinci and 

Hosany 2006; Lee, Back, and Kim 2009; Siguaw, Mattila, and Austin 1999). Naturally, it 

should be understood that general findings were often developed from these studies, including 

different outcomes in various contexts as different dimensions could be used to describe 

different categories of products, brands, and consumer demographic backgrounds. In this case, 

according to consumers’ perspectives, the establishment of unique brand personality traits was 

an effective approach of distinguishing a brand from its competitors (Siguaw, Mattila, and 

Austin 1999).  

 

Based on the works of tourism literature, with the adoption of Aaker’s (1997) terminology of 

brand personality, it was suggested that the concept of brand personality could be extended to 

tourist destinations. Ekinci and Hosany (2006) conceptualised destination brand personality as 

a set of human characteristics related to destinations. It was found that tourists ascribe their 
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personalities to destinations based on three salient dimensions, namely sincerity, excitement, 

and conviviality. As a construct, destination brand personality is, in fact, still a research subject 

which has been gaining interests research for years (Ekinci, Sirakaya-Türk, and Baloglu 2007; 

Kılıç and Sop 2012; Matzler et al. 2016; Pan et al. 2017; Usakli and Baloglu 2011). This could 

be seen from several studies which used different dimensions of destination brand personality 

on tourists’ intentions to visit various tourist destinations (Chen and Phou 2013; De Moya and 

Jain 2013; Papadimitriou, Apostolopoulou, and Kaplanidou 2015).  

 

Other studies provided empirical evidence to support the notion that tourists ascribe their 

personality traits to destinations (Murphy, Benckendorff, and Moscardo 2007; Usakli and 

Baloglu 2011). Specific, Murphy, Moscardo, and Benckendorff (2007) indicated in their study 

that tourists ascribed different personality traits to different tourist destinations. Furthermore, 

tourists perceived the different destination brand personality could be developed based on their 

demographic characteristics. For instance, Hosany, Ekinci and Uysal (2006) found that the 

personality characteristics of the UK based on tourists’ perception were sincerity, excitement 

and vibrancy, and conviviality. Meanwhile, Muprhy, Moscardo and Benckendorff (2007) 

found that sincerity, excitement, and sophistication where the characteristics in relation to 

North Queensland of Australia. Two studies were conducted in other tourist destinations 

including South Korea and Taiwan. As a result, the characteristics of brand personality for 

these countries with all five dimensions were sincerity, excitement, sophistication, competence, 

and ruggedness (Kim and Lehto 2013; Liu, Lin, and Wang 2012). Xie and Lee (2013) identified 

that the destination brand personalities in China with the five dimensions were competency, 

excitement, sophistication, and ruggedness. On the other hand, Papadimitriou, Apostolopoulou, 

and Kaplanidou (2015) demonstrated that the brand personality of medium-sized Greek cities 

consisted of excitement and sincerity. Despite the numerous findings regarding destination 

brand personality in general, particularly at the country, national, or large geographical area 

levels, limited evidence was found on city region, such as Glasgow. Notably, various 

perceptions might be present among Chinese tourists in Glasgow regarding the characteristics 

of this city’s brand personality.  

 

To gain an improved understanding of tourists’ perception of destination brand personality, 

most studies had incorporated self-congruity to investigate the relationship between destination 

brand personality and tourists visiting behaviour (Huang, Zhang, and Hu 2017). On a similar 

note, Usakli and Baloglu (2011) investigated the brand personality of Las Vegas based on 
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tourists’ perception. It was concluded that tourists definitely ascribed their personality traits to 

touristic destinations. Therefore, it was indicated that destination personality and self-congruity 

was a crucial determinant of revisit intention. It could also be seen that destination brand 

personality directly influenced tourist revisiting intention (e.g. Chen and Phou 2013; Chua, 

Kim, Lee, and Han 2019; De Moya and Jain 2013; Papadimitriou, Apostolopoulou, and 

Kaplanidou 2015; Usakli and Baloglu 2011).  

 

Despite the criticism that tourists revisiting destination depends on the congruity of destination 

personality with consumer’s self-concept (Sirgy 1982). According to the aforementioned 

description of the self-congruity theory in the theoretical background section, it is presumed in 

this theory that the intention of consumers’ selection of products or brands was based on the 

brands’ correspondence to their self-concept (Sirgy 1982). Furthermore, the self-congruity 

model was viewed based on theoretical assumptions with an aim to examine the mediator 

impact of self-congruity on the relationship between brand personality and consumer behaviour. 

It could be said that higher congruence between brand personality and the consumer’s own 

personality would increase the tendency of consumers to choose the brand. Most scholars of 

tourism studies operationalised self-congruity based on the first two dimensions such as actual 

self-congruity and idea self-congruity, to determine behavioural intention (Beerli et al. 2007; 

Chon 1992; Ekinci and Riley 2003). It was indicated in several conceptual papers and empirical 

papers that actual self-congruity and ideal self-congruity played a role as a mediator between 

destination personality and revisit intention (Huang, Zhang, and Hu 2017; Khazaei Pool, 

Khodadadi and Asadi 2018; Usakli and Baloglu 2011; Yang, Isa, Ramayah, and Blanes 2019).  

 

In term of multidimensions of destination brand personality,  Usakli and Baloglu (2011) found 

that self-congruity (actual and ideal self-congruity) played a role as a mediator between the 

destinations of destination brand personality (i.e. sincerity, competence and competence ) and 

revisit intention. Liu,  Lin and Wang (2012) confirmed the mediating effect of  actual self-

congruity and ideal self-congruity between five dimensions (sincerity, excitement, competence, 

sophistication and ruggedness) and destination loyalty. In recent study, Rutelione, Hopenienė 

and Žalimienė (2018) identified that  the five dimensions of destination brand personality (i.e. 

sincerity, excitement, competence, sophistication and ruggedness ) and self-congruity (actual 

and ideal self-congruity are  positively related to revisit intention. The authors, however, did 

not propose the mediator role of actual and ideal self-congruity between five dimensions of 

destination brand personality and revisit intention (Rutelione, Hopenienė, and Žalimienė 2018). 
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Therefore, based on the above theoretical assumptions and empirical findings, the following 

hypotheses are proposed:  

 

Hypothesis 1: Actual self-congruity mediates the relationship between destination personality 

with sincerity and tourist revisiting intention.  

Hypothesis 2: Actual self-congruity mediates the relationship between destination brand 

personality with excitement and tourist revisiting intention.  

Hypothesis 3: Actual self-congruity mediates the relationship between destination brand 

personality with competence and tourist revisiting intention.   

Hypothesis 4: Actual self-congruity mediates the relationship between destination brand 

personality with sophistication and tourist revisiting intention.  

Hypothesis 5: Actual self-congruity mediates the relationship between destination brand 

personality with ruggedness and tourist revisiting intention. 

Hypothesis 6: Ideal self-congruity mediates the relationship between destination brand 

personality with sincerity and tourist revisiting intention.  

Hypothesis 7: Ideal self-congruity mediates the relationship between destination brand 

personality with excitement and tourist revisiting intention. 

Hypothesis 8: Ideal self-congruity mediates the relationship between destination brand 

personality with competence and tourist revisiting intention. 

Hypothesis 9: Ideal self-congruity mediates the relationship between destination brand 

personality with sophistication and tourist revisiting intention. 

Hypothesis 10: Ideal self-congruity mediates the relationship between destination brand 

personality with ruggedness and tourist revisiting intention. 

 

The moderating role of gender 

Gender is a distinct segmentation variable which could be efficiently observed. However, it 

may consist of various subculture groups. As it is closely associated with consumptions, the 

impacts of gender on consumers’ behaviour have been demonstrated in various studies. To 

illustrate, various studies investigated several aspects of different genders, including the 

processes underlying males’ and females’ judgment (Dube and Morgan 1996), gender 

strategies relating to information processing (Darley and Smith 1995), gift-giving (Laroche et 

al. 2000) and decision-making upon purchase (Mitchell and Walsh 2004). Early works of 

literature (Dolich 1969) indicated that gender is the main component of consumers’ self-
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congruity. It was also stated that the need to express femininity and masculinity is possibly 

developed through brand choice. Furthermore, males and females are distinguished in terms of 

their shopping behaviours (Dholakia 1999). Specifically, males definitely held opposed values 

regarding “effective” shopping compared to females (Bakewell and Mitchell 2003, 2004, 2006). 

Due to their priority over time, males often shopped quickly, while females enjoy spent plenty 

of time and energy on shopping due to their interests in it. Moreover, males had less 

involvement in shopping compared to women (Dholakia 1999).  

In the field of travel, female and male tourists displayed different preferences in travel activity 

and revisiting intention (Abubakar, Ilkan, Al-Tal, and Eluwole 2017; Akinci and Aksoy 2019; 

Dedeoğlu, Balıkçıoğlu, and Küçükergin 2016; Funk, Toohey, and Bruun 2007; Kim and 

Jogaratham 2003; Kim, Malek, Kim, and Kim 2017). To illustrate, females showed a higher 

tendency to travel for leisure compared to males (Collins and Tisdell 2002). Overall, it was 

demonstrated from these studies’ findings that males and females were different in terms of 

shopping style, travelling style, and behaviour, which possibly moderated the influence of self-

congruity and revisiting intention to Glasgow among Chinese tourists. Therefore, the following 

hypotheses were developed:  

Hypothesis 11: Gender moderates the relationship between actual self-congruity and tourist 

revisiting intention. 

Hypothesis 12: Gender moderates the relationship between actual self-congruity and tourist 

revisiting intention.  

According to the above hypotheses, the theoretical framework of this study is as follows (refer 

to Fig. 1) 
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Research method  

Sample and procedure  

To conduct an empirical test on the study model (refer to figure 1), Glasgow’s brand personality 

as a tourist destination was investigated. The data of this study consisted of Chinese outbound 

tourists in Glasgow, including independent and group tourists. In respect of the selection of 

sample size, it is suggested that minimum sample size in a range of 150-400 for the analysis 

via structural equation model (Hair et al. 2006). Specifically, the sample size of this study 

consisted of 226 randomly selected Chinese tourists aged 18 and older. They were situated 

around Glasgow city centre. The selection of the location was due to the highest number of 

Chinese outbound tourists. 

 

Data collection was conducted between March 2019 and July 2019. The items of each construct 

of interest were extracted from the existing scales, and the research context was adopted or 

adapted when necessary. Researchers conducted fieldwork via face-to-face questionnaire 

surveys in Glasgow. Surveys were psychically distributed at the two selected locations at 

varying times to ensure that the variability of the chosen population was represented. Although 

Chinese is the official language for Chinese tourists, the survey was conducted in English and 

Chinese. Therefore, the questionnaires were translated by the professional agency into the 

respective languages prior to their distribution. Based on the previous studies, several items 
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were measured with 5 – point Likert scale (1= strongly disagree, 5= strongly agree), while the 

other items were measured with 7- point Likert scale (1= strongly disagree, 7 =strongly agree). 

The respondents were accompanied by the researcher so that explanations regarding the survey 

questions could be provided if there were parts of the questions which they did not understand. 

In the end, 226 questionnaires were completed. 

 

Measure  

Operationalisation of destination brand personality  

As a measure of brand personality, Aaker’s (1997) big five human personality dimensions 

represented the most prominent operationalisation of brand personality. In the case of this 

research, 15 items were adopted from a study conducted by Chua, Kim, Lee and Han (2019) 

to measure destination’s brand personality with five dimensions, such as sincerity, excitement, 

competence, sophistication, and ruggedness in the tourism context. In respect of the multi-

dimensions, sincerity was measured by four items (“down to earth, honest, wholesome and 

cheerful”); excitement was measured by four items (“daring, spirited, imaginative and up to 

date”), competence was measured by three items (“reliable, intelligent, and successful”), 

sophistication was measured by two items (“high class and charming”), and ruggedness was 

measured by two items (“outdoorsy and tough”). Reliability values for five dimensions were 

presented in a previous study (Rutelione, Hopenienė, and Žalimienė 2018), Cronbach’s alpha 

coefficient for all the defined factors was in the range of 0.772 and 0.913. 

 

The operationalisation of self-congruity   

Consumers’ self-congruity, including two dimensions, namely actual self-congruity and ideal 

self-congruity was measured by six items (e.g. “the image of Glasgow is consistent with how I 

actually see myself”, “I am quite similar to the personality of Glasgow”, “the personality of 

Glasgow is consistent with how I actually see myself”, “the image of Glasgow consistent with 

how I would like to see myself”, “I would like to be perceived as similar to the personality of 

Glasgow”, “the personality of Glasgow is consistent with how I would like to see myself”.). 

The items of this scale were extracted from several sources (Chua, Kim, Lee, and Han 2019; 

Usakli and Baloglu 2011). Reliability values for actual self-congruity and ideal self-congruity 

were illustrated in a previous study (Huang, Zhang, and Hu 2017), Cronbach’s alpha coefficient 

for all the defined factors was 0.79 and 0.83. 
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Operationalisation of revisit intention  

Revisit intention was measured by three items (“I consider Glasgow as my first choice 

compared to other countries to revisit”, “I have a strong intention to revisit Glasgow on my 

next trip”, and “I have a strong intention to visit Glasgow in my distant future”). The items 

for this scale were adapted from a previous study (Foroudi, Akarsu, Ageeva, Foroudi, Dennis, 

and Melewar 2018). Reliability values for revisit intention was indicated in a previous study 

(Foroudi, Akarsu, Ageeva, Foroudi, Dennis, and Melewar 2018), Cronbach’s alpha coefficient 

for all the defined factors was 0.96. 

 

Operationalisation of gender  

The moderating effects of gender on the predictive capability of tourist revisiting intention was 

investigated. This was followed by the mediated relationship between self-congruity and tourist 

revisiting intention. As a result, it was found that that 69.5% of our final sample of 226 

respondents were female, leaving the remaining percentage representing the male respondents. 

 

Data analysis  

Data analyses were performed using SPSS and Partial Least Squares (PLS). Meanwhile, the 

descriptive analysis was employed to profile the demographic respondents via SPSS. In order 

to assess the measurement and structural models, the PLS approach to structural equation 

modelling (SEM) was applied (Ringle, Wende, and Will 2005). The smart PLS is superior to 

covariance-based approaches in SEM when dealing with model complexity (Chin 1998, 2010; 

Hair et al. 2011, 2012). The measurement and structural models encompass 24 indicators and 

8 latent variables. The latent variables consist of five constructs of destination personality traits, 

two constructs of self-congruity and one construct of revisit intention. According to Hair et al. 

(2012), this number of latent variables exceeds the average number of variables and paths, 

especially compared to the covariance-based application in SEM. For instance, Shah and 

Goldstein (2006) suggested that an average of 4.7 latent variables each study when reviewing 

applications for covariance-based SEM. Therefore, since the model of this study is rather 

complex, PLS-SEM is accepted as an effective approach. In order to conduct hypothesis testing, 

the standard PLS algorithm was performed to assess the significance level of the estimates 

based on 5000 bootstraps, as suggested by Hair et al. (2011).  
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Results  

Profile of respondents 

In this study a majority of Chinese tourists are female (69.5%). Approximately 72% of the 

respondents are under 25 years of age. Hence, it could be deduced that most of the young 

Chinese tourists are more likely to visit Glasgow. Moreover, 93.5% of them are single. In 

average, 31.4% of the tourists earn between 10001-20000 RMB. In addition, 68.1 % of 

respondents prefer independent travelling, while 63.3% of respondents are first-timers to 

Glasgow.  

Assessment of the Measurement Model  

A two-step approach was adopted for this study following the recommendations of Anderson 

and Gerbing (1988). The first step is to examine and evaluate the convergent validity and 

reliability. Convergent validity is achieved when the model satisfies the following criteria. First, 

loadings should exceed 0.5 (Bagozzi and Yi 1988). Since this model consists of two loadings 

(DP11and DP12), values less than 0.5 are recommended to be omitted according to Hair et al. 

(2014). Secondly, the composite reliability should exceed 0.7 (Gefen, Straub, and Boudreau 

2000). Finally, Fornell and Lacker (1981) stated that an average variance extracted (AVE) 

should exceed 0.5. Hence, based on the results, the model was found to meet all of the above 

criteria as depicted in Table 1 and Figure 2.  

 

Table 1: Measurement model of PLS (n=226) 

Latent variable Items Loading AVE  Composite Reliability 

Actual self-congruity 

 

ASC1 0.840 

0.742 0.896 ASC2 0.899 

ASC3 0.844 

Sincerity  DP1 0.670 

0.540 0.824 
DP2 0.758 

DP3 0.783 

DP4 0.724 

Excitement DP5 0.619 

0.530 0.817 
DP6 0.670 

DP7 0.813 

DP8 0.793 

Competence DP9 0.874 
0.756 0.861 

DP10 0.865 
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Sophistications  DP13 1.000 1.000 1.000 

Ruggedness  DP14 0.700 
0.659 0.791 

DP15 0.910 

Ideal self-congruity 

 

ISC1 0.818 

0.730 0.890 ISC2 0.882 

ISC3 0.862 

Revisit intention 

 

RI1 0.873 

0.808 0.927 RI2 0.924 

RI3 0.898 

Note: DP11 and DP12 were excluded due to AVE of less than 0.50; AVE: Average Variance 

Extracted. 

 

Figure 2: PLS-Path analysis of R-square values (n=226) 

Discriminant validity 

The following step examines the discriminant validity. Discriminant validity (Table 2) was 

tested using the HTMT criterion (Henseler, Ringle, and Sarstedt 2015), where the discriminant 

validity is established if the values pass the .85 threshold (Kline 2011). Based on the 

evaluations, the model of convergent validity, reliability and discriminant validity was 

qualified.   
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Table 2: Discriminant validity of Heterotrait-Monotrait Ratio (HTMT) (n=226) 

 Construct 1 2 3 4 5 6 7 8 

1. Actual self-congruity                  

2. Competence 0.427               

3. Excitement 0.450 0.880             

4. Ideal self-congruity 0.780 0.559 0.592           

5. Ruggedness   0.300 0.618 0.838 0.366         

6. Revisit intention 0.401 0.465 0.485 0.534 0.388       

7. Sophistication  0.368 0.594 0.620 0.427 0.595 0.401     

8. Sincerity 0.403 0.671 0.667 0.451 0.824 0.397 0.480   

 

Assessment of the structural model 

Direct effects 

Although only indirect effects were tested between each variable in this study based on 

theoretical assumptions, direct effects do need to be determined prior to running the Smart PLS 

analysis and analysing indirect effects. This study employed a bootstrapping technique with 

5000 bootstrap samples to test the hypothesis. It applies a values for one-tailed t-test of 1.645 

(significant level = 0.05), 2.327 (significant level =0.01) and 3.092 (significant level =0.001) 

(Hair et al. 2017). Based on the bootstrapping process, the table 3 indicated coefficient values 

and t-values exposed the presence of direct effects. 

Table 3: Significance of direct effects- Path coefficients (n=226) 

 Path Beta value SE t-value p-values Result 

ASC →RI 0.096 0.074 1.301 0.097 Not Supported 

C →ASC 0.063 0.082 0.770 0.221 Not Supported 

C →ISC 0.132 0.087 1.511 0.065 Not Supported 

E →ASC 0.204 0.096 2.114* 0.017 Supported 

E →ISC 0.265 0.087 3.061*** 0.001 Supported 

ISC →RI 0.389 0.076 5.101*** 0.000 Supported 

R →ASC -0.078 0.077 1.019 0.154 Not Supported 

R →ISC -0.064 0.084 0.767 0.222 Not Supported 

S →ASC 0.167 0.086 1.945* 0.026 Supported 

S →ISC 0.150 0.084 1.787* 0.037 Supported 

SIN →ASC 0.172 0.077 2.227* 0.013 Supported 

SIN →ISC 0.147 0.078 1.897 0.029 Supported 

Note: *p<0.05, t>1.645, **p<0.01, t>2.327, ***p<0.001, t>3.092 (one-tailed); SE: Standard 

Error 
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Indirect effects 

In order to test the hypotheses, a bootstrapping procedure with a resampling rate of 5000 (Hair 

et al. 2017) was performed to obtain the Beta value, t-values, p-values, and bootstrapped 

confidence intervals. As our previous proposed hypothesis was based on theoretical assumption, 

we proposed a hypothesis based on indirect relationships between the five dimensions of 

destination personality, self-congruity and revisit intention. Table 4 presents the results of the 

specific indirect effects of path coefficients. The results indicated that the self-congruity is not 

fully mediated between destination personality with the five different traits. However, ideal 

self-congruity (β=0.057, t-value=1.675, p<0.05) was found to mediate the relationship between 

destination personality with sincerity and revisit intention. Moreover, ideal self-congruity 

(β=0.103, t-value=2.766, p<0.05) also mediated the relationship between destination 

personality with excitement and revisit intention. Therefore, H6 and H7 were supported, while 

H1, H2, H3, H4, H5, H8, H9 and H10 were not supported.    

 

Table 4: Significance of specific indirect effects- Path coefficients (n=226) 

Path Beta value SE t-value p-values Result 

C → ASC →RI 0.006 0.011 0.550 0.291 Not 

Supported 

E →ASC →RI 0.020 0.020 0.967 0.167 Not 

Supported 

R→ASC →RI -0.008 0.010 0.718 0.236 Not 

Supported 

S →ASC →RI 0.016 0.016 1.001 0.158 Not 

Supported 

SIN →ASC→RI 0.017 0.016 1.034 0.151 Not 

Supported 

C →ISC→RI 0.051 0.037 1.386 0.083 Not 

Supported 

E →ISC→RI 0.103 0.037 2.766 0.003 Supported 

R ->ISC →RI -0.025 0.033 0.747 0.227 Not 

Supported 

S →ISC →RI 0.058 0.036 1.628 0.052 Not 

Supported 

SIN →ISC →RI 0.057 0.034 1.675 0.047 Supported 

Note: *p<0.05, t>1.645, **p<0.01, t>2.327, ***p<0.001, t>3.092 (one tailed); SE: Standard 

Error 
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To test moderator effect of gender, two interaction terms were found insignificant. Based on 

Table 5, support was exhibited between actual self-congruity*gender→revisit intention 

(β=0.072, t-value=0.641, p<0.05) and self-congruity*gender → revisit intention (β =0.063, t-

value=0.646, p <0.05). Thus, H11 and H12 were not supported. Hence, it does not matter if 

actual and ideal self-congruity is high or low.  

 

Table 5: Significance of direct effects- Path coefficients (n=226) 

 Path Beta value SE t-value p-values Result 

ASC*Gender →RI 0.072 0.112 0.641 0.261 Not Supported 

ISC*Gender →RI 0.063 0.097 0.646 0.259 Not Supported 

 Note: *p<0.05, t>1.645, **p<0.01, t>2.327, ***p<0.001, t>3.092 (one tailed); SE: Standard 

Error 

R-square value and Q-square 

The size of the R-square was used as a criterion for predictive relevance, a predictive sample 

reuse procedure (also known as the Stone-Geisser’s (1974) Q2 can also be applied). Henseler 

et al. (2009) also stated that this measure can be used to assess the research model’s capability 

to predict. Based on the blindfolding procedure, Q2 evaluates the predictive validity of a model 

via PLS. Q2 values larger than zero indicate exogenous constructs possess predictive relevance 

for the endogenous construct (Hair et al. 2011). In this study, table 6 indicated that the Q2 of 

actual self-congruity (Q2=0.122>0), ideal self-congruity (Q2=0.179>0) and of revisit intention 

(Q2=0.158>0) demonstrated that the research model has excellent predictive relevance (Table 

8). 

Table 6: R-Square value and Q-Square value (n=226) 

Endogenous Variable R-Square Q-Square 

Actual self-congruity 0.193 0.122 

Ideal self-congruity 0.271 0.179 

Revisit intention 0.210 0.158 

 

Discussion and conclusion  

The objective of this study was to examine the self-congruity as a mediating effect between the 

multi-dimensions of destination brand personality and revisit intention among Chinese tourists 

in Glasgow. The city of Glasgow in the UK is a popular tourist destination, hence, was selected 

as the site for data collection. First and foremost, H6 is empirically supported in the present 

study. Our findings indicated that ideal self-congruity mediates the relationship between 

destination brand personality with sincerity and revisit intention. Current findings are also 
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consistent with studies conducted by Usakli and Baloglu (2011), where both studies agreed 

that the influence of sincerity on revisit intention thought the self-congruity. Secondly, H7 is 

also empirically supported in this study. The current findings indicated that ideal self-congruity 

mediates the relationship between destination brand personality with excitement and revisit 

intention. In line with previous literature on the context of Chinese tourism destination, our 

findings varied moderately. To the contrary, Huang, Zhang and Hu (2017) reported that there 

was no mediating effect of ideal self-congruity between excitement and destination branding. 

Hence, based on the findings, it was suggested that the motivation for Chinese outbound 

tourists to revisit Glasgow is on the basis of congruency between destination brand personality 

with sincerity, excitement and their ideal self-concept. Similarly, Chinese outbound tourists 

tend to prefer destination brand personality is consist of how they would like to see themselves 

such as sincerity and excitement. Ideal self-congruity, however, did not mediate the 

relationship between destination brand personality with competence, sophistication and 

ruggedness and revisit intention in this study. More importantly, our findings also demonstrated 

that the mediating effect of actual self-congruity has no significance at all between the five 

dimensions (i.e. sincerity, excitement, competence, sophistication and ruggedness) of 

destination brand personality and revisit intention.  

 

The destination brand personality, self-congruity and revisit intention are much-discussed 

constructs and are utilised in an empirical test construct in tourism marketing (Sirgy et al. 1997; 

Helgeson and Supphellen 2004; Uşakl and Baloglu 2011). Other constructs, however, have not 

been considered. Most studies documented the significant effects of demographic gender in 

marketing and tourism literature (Dube and Morgan 1996; Garbarino and Strahilevitz 2004; 

Dedeoğlu, Balıkçıoğlu, and Küçükergin 2016; Akinci and Aksoy 2019). This study examined 

the moderating effects of gender on the relationship between self-congruity and revisit 

intention. Current findings indicated that the demographic variable (i.e. gender) has no effect 

between actual and ideal self-congruity also revisit intention. Therefore, the demographic 

variable of gender does not play a significant role in predicting Chinese outbound tourists’ 

intention to revisit Glasgow. Additionally, there are still several interesting results which can 

be clarified in this study. Prior to the addition of a moderator variable of interaction, the R2 

value of the dependent variable was 21%. Once the variable of moderator interaction was added, 

the R2 value of the dependent variable was estimated at 22.1%. There is an increase by 1.1% 

in term of R2 value. Hence, the introduction of the moderator of gender in this study is 
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important. A significant moderator of gender is possible if the sample size of this study was 

larger.   

Implications  

This study generated both theoretical and managerial implications. From the theoretical 

standpoint, the findings of this study contributed to the understanding of a theoretical model 

by explaining the interrelationships between the multidimensional destination brand 

personality, self-congruity and revisit intention. Based on previous literature, the effects of 

destination brand personality on the self-congruity(Huang, Zhang, and Hu 2017), self-

congruity and revisit intention (Rutelione, Hopenienė, and Žalimienė 2018), and both 

destination brand personality and self-congruity on revisit intention (Chua, Kim, Lee, and Han 

2019; Uşakl and Baloglu 2011; Liu, Lin, and Wang 2012) have been emphasised. However, 

little has been done in the literature to examine the interrelationship between multidimensional 

destination brand personality, self-congruity and revisit intention in a tourism setting of 

Glasgow city. This deficiency is serious because it is generally accepted that multidimensional 

destination brand personality is a powerful means for enhancing differentiation and that 

differentiation is a significant competitive marketing strategy (Liu, Lin, and Wang 2012; Kim, 

Malek, Kim, and Kim 2017). Accordingly, this study built up its theoretical model to 

hypothesize the mediating role of self-congruity in relation to multidimensional destination 

brand personality and Chinese tourists’ revisit intention to Glasgow. Considering a process-

oriented view, we hypothesized that self-congruity  would mediate the effects of two 

dimensions (i.e sincerity and excitement) of destination brand personality on revisit intention. 

Therefore, this study has contributed to the literature by improving the understanding of the 

mediating role of self-congruity in the relationship between multi-destinations of destination 

brand personality and revisit intention. 

 

Furthermore, the other theoretical contribution of this study is to provide a better understanding 

of the theory of self-congruity in the tourism marketing literature. The current findings also 

explain self-congruity theory (the greater the match between destination brand personality and 

tourists’ self-concept, the more likely is that tourists will have a favourable attitude toward that 

destination, leading to intention to revisit) but our findings do not fully support self-congruity 

theory in tourism destination (e.g. Glasgow city). This study evidenced ideal self-congruity as 

a mediator between destination brand personality with a dimension of sincerity and excitement. 

In other words, sincerity and excitement have an indirect effect on revisit intention through 

ideal self-congruity.  
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Next, this study contributes to the tourism marketing literature by exploring the moderating 

impact of gender on self-congruity and revisit intention. However, the nonsignificant 

moderating effect of gender on the relationship between self-congruity and revisit intention is 

an indication that the inclusion of gender as the latent construct does not contribute or 

strengthen the impact of self-congruity on the revisit intention among Chinese outbound 

tourists in Glasgow. The literature so far has indicated that there is no study that has examined 

the moderating effect of gender on self-congruity and revisit intention. Hence, results of the 

moderating effect of this study are a unique contribution of this study. 

 

Regarding managerial implications, the current results triggered several implications for 

DMOs, especially for destination marketers. Nowadays, DMOs face an increase in tough 

competition than before. Hence, marketing communication alone that attributes to holiday 

destinations no longer help attract tourists due to the high product similarity and growing 

sustainable development. Current results also provided evidence that city destination brand 

personality with multi-dimensions is important in understanding the complex nature of tourists’ 

behaviour. As expected, the results indicated ideal self-congruity as a mediator effect between 

destination brand personality with sincerity, excitement and revisit intention. However, the 

current results also revealed that only two dimensions, sincerity and excitement, were able to 

predict tourists’ revisit intention to Glasgow through the ideal self-congruity. Chinese tourists 

who interconnect how they perceive destinations brand personality and how they would like to 

see their personality are more likely to have a favourable attitude towards Glasgow, thus, 

leading to their intention to revisit. Therefore, destination marketers in Glasgow should place 

great emphasis on establishing the association between Glasgow brand personality and Chinese 

tourist’s self-concept and implication several marketing strategies (segmentation, position and 

promotional mixed) emphasis this match. The combination of destination brand personality 

and self-congruity could provide a more comprehensive understanding of how Chinese tourists 

choose their destination.  

 

Our result also demonstrated that the moderating role of gender in relation to destination brand 

personality and self-congruity has no significance. Based on this result, it could be argued that 

there is no difference between the destination brand personality of males and females over self-

congruity while considering the impact of symbolic destination brand benefits on their 



23 

 

intention to revisit. These findings would also help destination marketers in Glasgow to apply 

marketing segmentation and target tourists’ demographic profile (biological sex).   

 

Limitation and further studies 

The present study has several limitations. First, the most significant limitation of this study is 

the sample size. Data collection took place between March 2019 and July 2019, as the main 

researcher was a PhD visiting scholar in the UK. So we were not able to reach out to larger 

sample size. Hence, a future study replicating this study could use a larger sample size, as this 

might improve the interaction of gender as a moderator. Next, this study adapted two 

dimensions of self-congruity namely actual self-congruity and ideal self-congruity only. The 

other two dimensions of social self-congruity and ideal social self-congruity were yet included 

in this study. It is worth mentioning that social self-congruity has given rise to increased 

attention in tourism discipline. Tourist behaviour towards destination choice is not only 

influenced by personal factors but also by social factors. Hence, we encourage researchers to 

examine the impact of social self-congruity on tourism destination.   

 

Thirdly, the limitation of this study is also the lack of focusing on the alternative purposes of 

Chinese tourists intention to revisit Glasgow. Hence, we encourage researchers to also explore 

the special interests tourism (SIT) such as revisit intention on art tourism, spa tourism and 

gambling tourism through our theoretical framework. Additionally, a further research agenda 

could also investigate the role of other moderating variables such as trip related factors (e.g. 

travel purpose, travel companions) or cultural related factors (e.g. uncertainty avoidance ) or 

demographics (e.g. age, nationality, level of income, level of education) in this relationship. 

Finally, we would like to argue that according to the background of tourists who perceive a 

high level of self-congruity, the effects of destination brand personality on revisit intention 

could differ. Therefore, future studies could examine the moderation role of self-congruity in 

linking destination brand personality and revisit intention.  

Ethical approval  
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