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When the Unknown Destination Comes Alive: The Detrimental Effects of Destination
Anthropomorphism in Tourism
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Drawing from the literature on brand anthropomorphism we define destination anthropomorphism as
endowing a destination with humanlike characteristics, intentions, emotions, beliefs, and a mind of its
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These anthropomorphized characters of tourist destinations are important symbols of the destination and play
the roles of spokesperson and event participant, and they significantly increase sales of destination-related
products
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One potential explanation for the popularity of this destination branding strategy, destination
anthropomorphism, is the expectation that it can potentially lead to positive outcomes, as
anthropomorphizing an entity affords a greater likelihood of forming quasisocial relationships and

engagement with an entity.
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e Activate social schemas
* little insight has been gained in understanding Consumer reactions
toward anthropomorphized in-group versus out-group agents.
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H1: Cultural distance will moderate the relationship between destination anthropomorphism and intention
to visit such that anthropomorphizing a culturally distant destination will lower tourists’ intentions to visit;
whereas anthropomorphizing a culturally close destination will have no effect on intentions to visit. In
contrast, anthropomorphizing a destination within tourists’ own (same) culture will enhance intentions to
visit this destination.
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H2: The negative impact of the anthropomorphism of a culturally distant destination on intentions to visit
will be mediated by increased perceptions of social risk.
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\ VA ~ N[ =R D Study 1A Study 1B
Eﬂjlcimi?%k{t EEA]IE JE'\ﬁi'\ Inazawa, Japan v y

Osaka, Japan

™ | am the City of Inazawa, Japan.
_ Come Visit and Explore the City of , Japan.
My Heritage!

e £ Come Visit and Explore

Heritage!

Anthropomorphized
Destination

EER FlERA

1A | L B BAMET 5 & |
BUH OFERILE T X ¢ 3.

1B | XALmEEEfE (familiarity with culture)
D FRN

This is the City of Inazawa, Japan.
Come Visit and Explore

the Gity's Heritage! This is the City of Osaka, Japan.

Come Visit and Explore
the City’s Heritage!

Nonanthropomorphized
Destination

Figure 1. Manipulation of destination anthropomorphism in Studies 1A and 1B.
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Study 2 Study 2 Seward, Alaska, the U.S.
Hanoi, Vietnam London, England

DI 1 KR O FHE the City of i - S ———

I'am the City of Seward, Alaska.

in England.

etnam/ ? ¢ Come Visit !
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Come Visit and Explore
My Heritage!

Anthropomorphized
Destination
Anthropomorphized
Destination

the City of in England.
Come Visit!

This is Ihe"rtlity of Seward, Alaska.

Come Visit and Explore

Nonanthropomorphized
Destination
Nonanthropomorphized
Destination

the City's Embrace Heritage!

Figure 2. Manipulation of destination anthropomorphism in Study 2.
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Distant Culture Close Culture Same Culture
(Hanoi, Vietam) (London, England) (Alaska, the U.S.)
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Study 3 Study 3
Tokyo, Japan Sydney, Australia
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Australia
Come Visit Me!

OBEMMLLB T DR —

Explore My Culture!

: "
’b— . Come Visit!
EXp Culture!

This is the City of Sy
Australia.
Come Visit!

Nonanthropomorphized
Destination

Explore the City's Culture!
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Intentions to Visit
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T 4.49 4.47
1 3.74 3.76
. T T 1
Distant Culture Close Culture Same Culture
(Hanoi, Vietnam) (London, England) (Seward, Alaska, the U.S.)
B Anthropomorphized Destination LI Nonanthropomorphized Destination
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Thank you for listening
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